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Abstrakt 

Diplomová práce se zabývá návrhem marketingové strategie pro vstup internetového 

obchodu Alza.cz a.s. na zahraniční, konkrétně polský trh. Návrh je reakcí na dominantní 

postavení internetového obchodu Alza.cz na českém trhu a snaží se najít cestu k 

dalšímu rozvoji společnosti. V práci je pomocí analýz vyhodnoceno jak interní, tak i 

externí prostředí organizace. Finální návrh řešení čerpá především z uvedených analýz, 

navrhuje kroky které by organizace měla podniknout aby na zahraniční trh úspěšně 

vstoupila a obsahuje i zjednodušený finanční plán pro první rok působení firmy na trhu.  

Abstract 

Diploma thesis deals with a proposal of a marketing strategy of a company Alza.cz a.s. 

while undertaking a foreign expansion to a Polish market. The proposal is a reaction on 

a dominant position of the company on the Czech market and it tries to find a suitable 

way for organization's further development. The thesis includes an evaluation of both 

internal and external organization's environment, which is supported by suitably used 

analysis. The final proposal is based mainly on the presented analysis, it suggests steps 

which needs to be undertaken in order to successfully penetrate into the market and it 

also encompasses a simplified financial plan for a first year of company's presence on 

the market. 
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Introduction 

Retailing is one of the oldest industries in the world. Even before the implementation of 

money into the society's lifestyle, people were assigning a value to basically every item 

and were able to exchange them based on barter trade. Those days has luckily become 

an ancient history. It is feasible to estimate, that retail industry will never get out of 

course, as it is experiencing unstoppable continuous growth throughout entire history of 

mankind. However, this continuous growth has made retail one of the most attractive, 

and at the same time competitive industries among all. When the internet feature started 

to influence the world of business, wide range of possibilities has opened right in front 

of the retailers, as faster and more comfortable way of shopping for customers suddenly 

could have been achieved. Yet, at the same time it allowed a market entrance for tiny 

retailers as well, since the internet basically eliminated the necessity to own or pay rent 

for a physical stores. As the most feasible example may serve a story of the largest 

online retailer in the world, American giant Amazon, whose founder Jeff Bezos has 

started with very limited resources by stocking the books in his own garage.  

As some of the retailers has become absolute rulers of its own domestic market, the 

foreign country expansion was a logical thought which started to appear in minds of 

vast majority of those organization's managers. However, those decisions always 

require careful and thought-out step-by-step planning and research, as there are a lot of 

pitfalls and risks which need to be investigated in advance and suitably minimized, if 

possible. Suitable strategy needs to be proposed with detailed description of steps, 

which are necessary to be undertaken. One of those strategy proposals may be found in 

this master's thesis, on the lines below. 

The main goal of this thesis is to propose a suitable marketing strategy of a Czech 

online retailer Alza.cz when undertaking a foreign expansion into Poland. 

The thesis is divided into three main chapters. The first chapter is dedicated to a 

theoretical framework of a matters connected with the selection of a suitable market 

entry strategy and analysing of both internal and external organization's environment. 

Second part of the thesis deals with the analysis of the current state. The suitability of 

the Polish online retail industry is examined as well as the current macroeconomic 
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situation of the Poland itself. This part also includes analysis of a current state of the 

organization and its actions and characteristics which it is successful and famous for on 

its domestic market in Czech Republic. 

Eventually, entire thesis is enclosed with the author's proposals of the plan, how exactly 

and on what scale should the organization approach the Polish market, with suggestion 

of a simplified cash budget needed for an expansion and other relevant suggestions 

related to the foreign expansion itself. 

The entire thesis uses secondary data from a publically available sources. No one from 

the organization has been contacted in a matter of this thesis and the marketing strategy 

proposal could be used by any other company from the industry.   
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The purpose of the thesis 

The purpose of this master's thesis is to suggest suitable marketing strategy for Czech 

online retailer Alza.cz a.s., which could be effectively used when organization's 

expansion into Polish market. The author considers company as an ideal candidate for 

foreign market entrance, as it is long time leader in sales and profit among all 

e-commerce retailers participating on a Czech, alternatively Slovak market. On the lines 

below, theoretical framework explains which analysis are going to be used and how. It's 

feasible usage is suppose to help to illustrate Poland's suitability to be entered by one of 

the most successful Czech company of the last decade. The analysis focus on wide 

range of topics, beginning with the organization's external environment like political, 

economical or technological forces influencing the particular industry, continuing with 

analysing of the forces within the industry itself and finishing with analysing of the 

organization's internal environment and its strong and weak features. 
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1 Theoretical Foundations 

This opening part of the thesis has a simple goal. Explain fundamental marketing's 

purpose, describe and discuss different possibilities, how an expanding company may 

approach foreign market and present, which tools are most commonly used to analyse 

the market, which organization desires to target. The tool to analyse company itself is 

presented in this chapter as well. 

1.1 Marketing 

It is an activity of an organization, which deals with identifying and meeting human and 

social needs. It is even possible to shorten the definition of marketing to effort of a 

company to "meet customer's needs profitably." (Kotler and Keller, 2006) 

Drucker (cited in Kaňkovská, 2009:5) states that the goal of a marketing is to recognize 

customer and his needs so perfectly, that products intended for him sells easily itself. In 

other words, ideal marketing aims to achieve full readiness of a customer to purchase 

given product. 

Kotler and Keller (2006) further offers a comparison between approaching marketing 

from a management and social point of view. Managerial definition presents marketing 

as an art and science of selecting suitable target markets and obtaining, keeping and 

enlarging customer base throughout creating, delivering and communicating superior 

customer value. Compared to that, social definition sees marketing as a process, which 

helps groups and individuals to obtain what they want and need via creating, offering 

and freely exchanging valuable products and services with others. 

The American Marketing Association (cited in Kotler and Keller, 2006:6) perceives 

marketing as one of the most important organizational functions, which is meant to 

create, communicate and deliver value to customers and manage relationships with 

them is such manner which benefit both organization and its stakeholders. 

According to D. W. Foster (cited in Kaňkovská, 2009:5) is marketing a process of 

thoughts, which places a customer on a first place. It is enclosed by organization's 
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activities, which are carried out in order to effectively identify and meet customer's 

needs. 

In comparison with all presented above, Horáková (2001) overpasses the creation, 

communication and delivery of a value towards a customer from her marketing 

interpretation. She sees is more like a set of methods, approaches and activities which 

enables effectively solve problems connected with business activities on a market. In 

addition to that, it is exposed to changes related to human society and its mindset.  

From presented definitions is noticeable, that majority of authors agrees on fact, that 

marketing is about creating, delivering and communicating value towards customer and 

at the same time identification and satisfaction of their needs. However, other 

researchers perceive it more as a set of methods and approaches, which are meant to 

flexibly react on changing society and human mindset. One of the authors shows the 

possibility to presents marketing from different perspectives, social and managerial. 

1.2 Strategy 

The term has its origins in Greek, where word "stratēgia" expresses the art of a troop 

leader, or general. In a terminology of salesmen and manufacturers it originally meant 

the ability to decide based on high expertise and professionalism. Some authors even 

compare this ability to art. In general is strategy perceived as specific scheme of 

procedures, which indicates how under given circumstances achieve desired goals. It is 

an overview of possible steps and activities, which are usually being chosen with 

awareness of uncertain development of related future conditions and conjunctions. 

Strategy's desired effect is to achieve appropriate cooperation among all subject's 

activities and create unified, indivisible unit of its other perspectives. (Horáková, 2001) 

Hill (2011) sees the organization's strategy as a set of activities, that managers are 

willing to undertake in order to achieve the goals that they are heading to. 

This statement is further supported by Kotler and Keller (2006), who sees strategy as a 

game plan of a company, which is followed in order to get to the defined goals. 

Designing of a strategy to achieve desired goals is a must have, every business should 

dispose of. 



15 
 

1.3 Marketing strategy 

Marketing strategy respects basic marketing principals. It means it results from 

realization of orientation on market and customer and full satisfaction of his needs, 

while taking into account organization's current possibilities and abilities with respect to 

its goals. It involves decision making process about effective allocation of available 

resources into development of effective relationship between product and market in 

accordance with organization's goals and creation and maintenance of provable 

competitive advantages on target markets. (Horáková, 2001)  

1.4 PESTLE analysis 

PESTLE analysis is a marketing principles concept, which organizations commonly  

use as a tool to monitor the external environment they are operating in, or plan to 

expand. The abbreviation of this name denotes P for Political, E for Economic, S for 

Social, T for Technological, L for Legal and E for Environmental. It gives the 

organization a general overview about the entire external environment from many 

different angles which are important to be checked while contemplating on a certain 

idea/plan. (Pestleanalysis.com, 2015) 

Political forces 

Political actions are usually linked closely with technological and macroeconomic 

conditions. The mentioned actions may be undertaken in order to boost 

internationalization of a business in the country. Governments can support the growth of 

the international trade within the country by removing barriers to trade and establishing 

linkages in the market infrastructure. However, at the same time the government 

policies may be designed to protect domestic market from the internationalization by 

erecting barriers to enter and establishing industrial policies, which favour local 

businesses. Suitable example of the successful removal of trade barriers is European 

Union. (Douglas and Craig, 1995) 

According to Kotler and Keller (2006), political forces involves for example current and 

future market legislation, international legislation, government policies, trading policies, 

funding or grants but on the other hand also wars and conflicts.  
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Economical forces 

Economic situation on a market is one of the most important sites for a business to 

consider while deciding whether or not penetrate abroad. Attractive market should 

dispose of high purchasing power, as well as volume of potential consumers. Therefore, 

marketers must pay attention especially to trends, which affects purchasing power, since 

it can have a very strong impact on its businesses. It may affect especially organizations 

focused on manufacturing or selling of products to high-income or price-sensitive 

consumers. Among other economical forces belong unemployment, GDP growth, 

inflation rate, GDP per capita etc. (Kotler and Keller, 2006) 

Social forces 

This part of analysis investigate the social aspect of the market and tries to estimate 

determinants such as cultural trends, demographics, population analysis etc. (Makos, 

2015) 

The irrefutable fact of today is that society is continually changing. The suitable 

example of this can be the social media. As young people are in some cases addicted to 

them, older generations might not even be able to explain, what is this entirely new 

trend basically about. The investigation related to PESTLE analysis should uncover the 

ongoing and changing patterns and trends in society. Fundamental factors of this 

analysis are usually perceived as lifestyle, buying habits, education level, sex and age 

distribution, religion and beliefs, minorities etc. (Makos, 2015) 

Technological forces 

This aspect of PESTLE analysis refers towards a level of new inventions and 

development, progress in IT and mobile technology, progress in the world of internet,  

e-commerce and also a mobile commerce. Sometimes, it might involve government 

expenditures on technological research or investments into network infrastructure. The 

tendency to focus at this part of analysis is often represented by digital and internet 

related areas. However, the significant technological innovations may be also achieved 

in fields like material engineering, distribution or logistics. (Oxlearn.com, 2015) 
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Legal forces 

Among legal forces, it is possible to count national employment laws, international 

trade regulations and restrictions or consumer protection. For the first sight, there might 

be difficult to differentiate between Political and Legal forces in terms of this analysis. 

Yet, the difference between those two is embedded in different aspects both factors 

point out. Meanwhile the Political forces refers to different attitudes and approaches, 

which influence the business itself, Legal forces are those which have become laws and 

regulations. Legal forces needs to be obeyed, when Political forces might just represent 

influences, restrictions or opportunities, but in vast majority of cases they are not 

mandatory. Legal factors may be represented by general taxation issues or conditions 

which need to be fulfilled in order to start a business in particular country.  

(Oxlearn.com, 2015) 

Environmental forces 

Environmental factors have become much more important approximately two decades 

ago due to increased scarcity of raw materials, raised limits against carbon dioxide 

pollution, growing requirements for doing business in a green and at the same time 

ethical way etc. Nowadays, more and more consumers demand the products to have a 

certification about its origin from ethical, and at the same time sustainable source. 

(Oxlearn.com, 2015) 

1.5 National Culture analysis 

1.5.1 Geert Hofstede model 

One of the most comprehensive studies on the topic of values in the society was 

conducted by professor Geert Hofstede. He defined culture as the collective 

programming of the mind distinguishing the members of one group or category of 

people from others. Professor's model differentiates between six dimensions, which 

were indentified based on extensive research. Every dimension represents independent 

preferences or tastes for one situation over another that differentiates countries (rather 

than individuals) from each other. (Geert-Hofstede.com, 2015) 
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Power Distance (PDI) 

PDI dimension represents the degree to which the less powerful members of society 

accept that the power is spread unequally. Basically could be said, that it expresses how 

society deals with the inequalities among the people. High number of PDI indicates 

nation's respect towards hierarchy and its believe, that everyone has its own place with 

no more justification needed. On the other hand, low PDI points out, that the nation 

strives to equalise the power distribution and demand justification to equal the power 

(Geert-hofstede.com, 2015) 

Individualism vs. Collectivism (IDV) 

High number of this dimension, called individualism, expresses a social framework 

within particular country where individuals are expected to take care only of 

themselves, and their closest family members. Contrariwise, low IDV number is 

referred to as collectivism, and represents a social framework, where individuals can 

expect their relatives and members of certain groups to look after them in exchange for 

their unquestioning loyalty. To sum up, this dimension shows, whether the people's self 

image is defined by the terms "I", or "We." (Geert-hofstede.com, 2015) 

Masculinity vs. Femininity (MAS) 

The higher the MAS number is, the more preference in a society for achievement, 

heroism and material rewards for success it shows. The society is in general more 

competitive. Opposite to that, femininity reflects culture's preference for cooperation, 

modesty and caring for the weak and quality of life. (Geert-hofstede.com, 2015) 

Uncertainty Avoidance Index (UAI) 

This dimension shows, how members of particular countries feel comfortable with the 

feeling of uncertainty or ambiguity. Fundamental purpose is to define, how different 

nations deal with the fact that future can never be known. High UAI numbers identify 

countries, which maintain rigid codes of beliefs, and are intolerant towards unorthodox 

ideas and behaviours. On the other hand, low UAI means nation's more relaxed 

approach towards above mentioned factors. (Geert-hofstede.com, 2015)  
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Long Term Orientation vs. Short Term Orientation (LTO) 

Every society has to keep certain links connected to its past, while dealing with 

challenges of both presence and future. Nations with high LTO score encourage thrift 

and efforts in modern education as a way to prepare for the future. Opposite to that, low 

LTO score refers to nations with time-honoured traditions and norms, while seeing 

changes in the social group suspiciously. Low LTO factor may also predict 

unwillingness of people to save money towards future. (Geert-hofstede.com, 2015) 

Indulgence vs. Restraint (IND) 

On top of the five basic dimensions was recently added another one. High IND number 

represents indulgence, which means that society allows relatively free satisfaction of 

basic and natural needs in terms of having fun. Opposite to that, restraint characterizes 

nations, which suppress those needs and regulates in by for example strict social norms. 

(Geert-hofstede.com, 2015) 

This model is a very useful way to analyze and compare various cultures between each 

other. However, Clearlycultural.com (2015) identifies three drawbacks, which might 

have an influence on accuracy of the research and presented figures. Firstly, the number 

representing the strength of particular dimension in given country is always related 

towards entire nation, not an individual. Even that this model have numerously proven 

to be quite accurate, one needs to be aware of the fact that not every individual, nor 

even a region within the country must necessarily fit into the model. There always will 

be some exceptions to the rule. Second issue is connected with the legitimacy of the 

obtained data. The questionnaires, which helped to gather the data for the research 

might have had some limitations. Moreover, the questions within the questionnaire 

could have been understood differently by different people. Final issue mentioned 

points out the fact, how much is the data up to date. The cultures do change over the 

time. The question is how fast. 

1.6 Market entry strategies 

Any company which considers expansion to a foreign market has to initially struggle ot 

only with decision about which market to aim at, but also on what scale to target it and 
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when. The final choice of suitable new market should be driven by long-run growth and 

profit potential. There are several options how an organization may penetrate into a 

foreign market. Every option has its own undeniable advantages and disadvantages and 

it depends only on organization's management to evaluate current situation and decide, 

which market entry strategy would be the most appropriate. (Hill, 2011) 

The question of selection of appropriate market entry mode arises right after choice of a 

suitable foreign market. Hill (2011) indicates five different modes of foreign expansion, 

concretely exporting, licensing, franchising, establishing joint venture with a host 

country company and establishing a new wholly owned subsidiary in the host country. 

Exporting 

Export of goods into a foreign market is the most common mode of expansion. It 

basically involves a transportation of good abroad and selling them in desired foreign 

market. This market entry strategy is usually typical mode of foreign expansion for 

manufacturing companies. (Hill, 2011) 

Douglas and Craig (1995) claim, that exporting can be realized in various ways, which 

differentiate from each other by the number of elements involved in the export process: 

Indirect exporting 

This way of exporting uses trading companies, or export agents to sale the goods to the 

offices of foreign organizations located in the firm's domestic countries. Therefore 

responsibility for potential buyers and distributors identification, organization of 

shipment of goods, insurance or providing of documentation to satisfy customer 

satisfaction is transferred to another organization. Such an exporting approach is most 

likely to be used by companies with limited international expansion objectives. 

Advantages 

 Limited commitment 

 Minimal risk 

 Flexibility 

 



21 
 

Disadvantages 

 Potential opportunity loses 

 Lack of control of goods 

 Lack of contact with market 

Direct exporting 

In case the amount of goods is sufficient and organization is willing to invest its effort 

and resources into establishing and developing its own sales organization, direct 

exporting may likely to appear as more effective due to more significant control over 

the conditions under which the goods are sold and how they are promoted. 

Organizations which use direct exporting method has naturally its own responsibility for 

all exporting functions from potential market identification to developing a marketing 

plan. 

Advantages 

 Better contact  

 More control 

 Better sales effort 

Disadvantages 

 Investment in sales organization 

 Commitment to foreign market 

Licensing 

Hill (2011) explains licensing as an agreement between licensor and licensee, where 

licensor allows licensee to use rights on its own intangible property, in return for agreed 

royalty fee. Intangible property may involve formulas, designs, processes, patents, 

inventions, copyrights and trademarks. 

Jeannet and Hennessey (1988) mention several reasons, why companies decide to 

expand via licensing method. Firstly, the market potential of target country might be too 

small to support a manufacturing operation in there. In this case, licensee has the 
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advantage to add the licensed product volume to an ongoing process, therefore reduce 

the need for a large amount of investment in new fixed assets. Secondly, licensee may 

eliminate risks associated with investments into fixed assets in countries with unstable 

political and economical situation. Finally, some governments favour the granting of 

licenses to independent local manufacturers, so they could build up an independent local 

industry. In such cases, foreign manufacturers may team up with this domestic licensee, 

as other forms of entry may not be possible. Similar paradigm applies for countries 

where free import of products is limited, or prohibited. 

Advantages 

 Not bearing development costs and risks connected with opening a foreign 

market 

 Overcoming investment barriers 

Disadvantages 

 Danger of know-how leakage 

 Profit redistribution to other markets 

 Lack of control over business activities 

Franchising 

Similar to licensing, however franchising usually involves long-term commitments. It is 

basically specialized form of licensing where franchiser sells not only the intangible 

property (most commonly trademark), but also a package of a strict rules, which says 

how to do a business. The franchisee has to usually pay a royalty payment, which in 

most cases represents some percentage of its revenues. Another difference, which 

distinguishes licensing from franchising is the fact, that licensing is usually used by 

manufacturing companies, when franchising is more common for service companies. 

One of the most suitable examples of successful franchising organization is a fast food 

restaurant chain McDonald's, who strictly dictates to its franchisees the menu, cooking 

methods, staffing policies, design or location. (Hill, 2011) 
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Advantages 

 Costs and risks relieve 

 Opportunity to create profitable business as quickly as possible 

Disadvantages 

 Possible inability to take profits outside the country to invest 

 Limited possibility to implement own business ideas 

Joint ventures 

A joint venture occurs, when an organization is jointly owned by two or more otherwise 

independent companies. Establishing of a joint ventures with a company from a foreign 

country has been very popular way how to penetrate into a new market. The most 

typical joint ventures are 50 - 50 partnerships, however some organizations seek for a 

joint venture, where they could own a majority of shares, in order to gain a tighter 

control over the business. (Rugman and Collison, 2012) 

Joint ventures are favourable to be used when company desires to expand into country 

with substantially different economic system or market conditions. It might be 

advantageous for an organization to set up a joint venture with a domestic company on a 

culturally distant market. Throughout the partnership, company gains knowledge and 

feedback on market conditions, customer requirements, key competitors etc. (Douglas 

and Craig, 1995) 

Advantages 

 Reduces capital and other resources required 

 Spreads risks 

 Access the expertise and contacts in local markets 

Disadvantages 

 Possible conflicts between partners 

 Communication and management issues 

 Partial control over the business 
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 Danger of know-how leakage 

Wholly owned subsidiary 

As obvious from the name itself, in this kind of strategy organization owns 100 percent 

of the stock of a subsidiary abroad. Operations of a subsidiary are completely under 

control of the expanding organization, which is beneficial especially in terms of 

elimination of potential conflicts, which may arise between two parties in licensing or 

joint venture contracts. There are two ways how a firm can set up a wholly owned 

subsidiary. Firstly, it can acquire already existing organization abroad and take over all 

its property and use that organization to promote its own products. Secondly, it can just 

basically set up a new operation in a foreign country, which is often called a greenfield 

investment, and start in a particular country from scratch. (Hill, 2011; Rugman and 

Collison, 2012) 

Acquisition 

Acquiring an existing company may be beneficial for several reasons. First of all, it 

enables rapid entry to the market, which may be caused by already created access to a 

distribution channels, existing customer base and, in some cases established brand name 

or corporate reputation. Moreover, in cases when an organization misses foreign market 

knowledge, the remains of management from acquired company may provide a 

hypothetical bridge between the organization and the foreign market unknown 

characteristics. At the same time is acquisition desirable in a cases, when there is a little 

room for a new entrant on the market or when there are substantial entry barriers. 

Naturally, sometimes there are no suitable organizations to be acquired on a desired 

market, especially due to outdated processes, machinery or brand of potential 

candidates. In these cases would initial massive purchase launched a need for even 

bigger investment, in order to modernize the subsidiary. That is why companies often 

choose greenfield investment method. (Rugman and Collison, 2012)  

Advantages 

 Rapid entry 

 Access to distribution channels 
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 Existing management experience 

 Established brand names, reputation 

 Reduces competition 

Disadvantages 

 Integration with existing operations 

 Threat of communication and coordination problems 

 
Greenfield investment 

The difficulties connected with acquisitions usually forces firms to build a new business 

from a scratch. It especially happens when production logistics is an industry key 

success factor and appropriate acquisition targets are too costly, or does not exist. 

(Douglas and Craig, 1995) 

This market entry strategy gives organization a opportunity to build exactly the kind of 

subsidiary company that it wants. For example, it is much less complicated to set an 

organization culture from very beginning, than change it within the acquired unit. 

Similar issue may arise with operating routines, where setting up a new ones may cause 

noticeably less problems than converting the ones which are already established. This 

advantage is important to notice especially for companies, where transferring products, 

competencies, skills and know-how from the established operations of the company to 

the new subsidiary are essential for value creation process. (Rugman and Collison, 

2012) 

Advantages 

 Integrated production 

 Operational efficiency 

Disadvantages 

 Investment costs 

 Need to build business 

 Time delays 
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1.6.1 Selection of an entry mode 

The selection of a suitable international market to penetrate is more than just a choice of 

geographical area. It involves a careful assessment of the opportunities on the market, as 

well as the risks connected with establishment of a business in particular country. 

Majority of factors influencing selection of a country has usually impact on a selection 

of an entry mode as well. The factors are concretely country characteristics, political 

and environmental risks, level of market development, trade barriers, government 

regulations, product characteristics and organization's objectives for international 

markets. All the factors mentioned above has to be accessed simultaneously , in order to 

choose the most appropriate entry mode. (Douglas and Craig, 1995) 

At the end, Hill (2011) offers an interesting opinion, that there are no right decisions 

when it comes to the market entry selection. All possibilities are just connected with 

different levels of risks and rewards. 

1.7 Porter's five forces analysis 

The competitive strategy formulation should always relate to chosen organization and 

its external environment. The structure of particular industry naturally has a very strong 

influence on rules of the competitive game, as well as potentially available strategies for 

the company. Forces, which influences the industry from the outside are significant 

mostly in relative sense. Because outside forces in most cases affect all companies in 

the industry, the key distinguishing element is the ability of individual companies to 

deal with those forces. The level of competition in a particular industries are defined by 

five basic competitive forces, shown in a Figure 1. The collective power of all these 

forces determines the aggregate profit potential of the industry. The profit potential is 

measured according to long run return compared to invested capital. (Porter, 1998) 
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Figure 1: Porter's five forces analysis (Porter, 1998) 

 

Competitive strategy aims to achieve finding organization's position on a market, where 

it can most effectively defend itself against these competitive forces or it can influence 

them in its favour. As the collective power of the forces may appear clear, without any 

need for investigation, the core to successful competitive strategy lies beneath the 

surface, as the true source of competitive forces needs to be discovered. (Porter, 1998) 

Rivalry among existing competitors 

Rivalry among existing competitors uses wide range of different tactics as product 

introduction, price competition, advertising competition or increased customer service 

or warranty. It is created by particular companies driven by the pressure of 

improvement or by seeing an opportunity to improve its position on a market. In vast 

majority of industries have competitive moves of one company strong influence on 

other competitors and it usually launches a series of countermoves, as organizations 
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within the same industry are mutually dependent. This law of action and following 

reaction may or may not leave either initiator, or entire industry better off. For example 

strong price competition is often quickly and easily aligned  by rivals and profitability 

of entire industry is significantly lowered, unless price elasticity of demand is high 

enough. On the other hand, advertising battles may support demand or product 

differentiation in entire industry to benefit of all interested organizations. (Porter, 1998) 

Competitive rivalry elements 

 Number of competitors 

 Quality differences 

 Other differences 

 Switching costs 

 Customer loyalty 

 Costs of leaving market 

Bargaining power of suppliers 

Suppliers may easily apply its bargaining power over industry participants by 

threatening to raise prices or lower the quality of offered goods and services. Therefore, 

powerful suppliers may reduce profitability of entire industry as companies may not be 

able to recover the profits out of its own prices. Powerful group of suppliers may be 

identified by following characteristics: 

 It is dominated by few companies 

 Does tot battle with other substitute products for sale to the industry 

 Industry is not important customer for the suppliers 

 Its product is an important input to the buyer's business 

Even though by suppliers is often meant companies, its special bargaining power has 

also labour, which can noticeably lower potential profits in an industry by its leave. 

(Porter, 1998) 
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Supplier power elements 

 Number of suppliers 

 Size of suppliers 

 Uniqueness of service 

 Company's ability to substitute 

 Cost of changing 

Bargaining power of buyers 

Buyers (customers) compete with the industries by pushing the prices down, trying to 

bargain better quality of offered goods or services, forcing competitors to compete 

against each other. The power of industry's important buyer group relies on a number of 

characteristics of its market situation and on the volume of its purchases in comparison 

with organization's overall business. A powerful group of buyers usually meets 

following characteristics: 

 Purchases large volume relative to the seller 

 The purchased products are undifferentiated 

 It faces low switching costs 

 Industry's product is unimportant to quality of buyer's product 

 Buyer is fully informed  

Majority of these buyer power sources may be, with little modifications, applied to 

industrial, as well as commercial buyers. For example, consumers appears to be more 

price sensitive while purchasing undifferentiated product, or when quality is not the 

most important attribute to them. (Porter, 1998) 

Buyer power elements 

 Number of customers 

 Size of customers 

 Differences between competitors 
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 Price sensitivity 

 Ability to substitute 

 Cost of changing 

Threat of new entry 

New organizations, which decides to enter a particular industry while desiring to gain 

its own piece of a pie from a market share, creates an important element on a market, 

which should never be neglected by organizations already participating on it.  

Porter (1998) identifies the most important element for evaluating the threat of new 

entrants as barriers, which needs to be overcome to entry the market.  

 Economies of scale (ability of organization to manufacture in large volumes and 

achieve cost efficiency) 

 Product differentiation (already familiar brands with certain image on a market 

build with help of advertising campaigns, quality customer service or simply by 

being firs in the industry) 

 Capital requirements (need to invest large volume of money in order to be 

competitive on a new market) 

 Access to distribution channels (the market may have stable distribution 

channels which may be hard to get access to) 

New entry elements 

 Barriers to entry 

 Cost advantages 

 Time and cost of entry (Porter, 1998) 

Threat of substitutes 

Every organization needs to take into consideration not only its direct competitors, but 

also companies, who aims to satisfy the same consumer's needs as it does. Therefore 

companies needs to investigate and identify which other products may be able to 

perform the same function as their owns. Substitute products/services may place a limit 

on the prices the organizations in an industry can charge. The products which should be 
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monitored are the ones which tends to improve price-performance compromise in 

comparison with industry's product or the ones, which are produced by high profit 

companies. In many cases, substitute products often rapidly enter the market and cause 

price reduction or performance improvement, to which other businesses needs to be 

ready to react. (Porter, 1998) 

Threat of substitution elements 

 Substitute performance 

 Cost of change 

1.8  Key success factors 

The Key Success Factors of a particular industry are those elements, which set the 

ability of businesses in the industry to stand out from a crowd and satisfy the needs of 

its customers in a maximal possible degree. The suitable example of KSFs of mobile or 

computer industry might be the reliability of technology, after sale service or new 

innovative features. Feasible questions to ask when thinking about KSFs of particular 

industry might be: 

 On what basis customer choose among competing sellers. 

 What products attributes are crucial. 

 What resources and capabilities the seller needs to be competitively successful. 

 What does a seller have to accomplish to achieve competitive success. (Pulkit, 

2012) 

1.9 The strategy of international business 

Cost pressures and pressures for local responsiveness 

Organizations competing in a global marketplace often face two types of competitive 

pressures. The cost reduction pressure forces the company to minimize its costs per unit. 

However, at the same time, local responsiveness pressures may force organization to 

differentiate its product and marketing strategy from country to country. This need for 

local responsiveness may be created by different demands resulting from national 
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differences in consumer taste,  differences in business practices, competitive conditions, 

distribution channels or government policies. (Hill, 2011) 

Pressures for cost reductions 

As a response to pressure for cost reductions, organizations may try to lower the costs 

while creating a value. For example, manufacturers may mass-produce highly 

standardized product at the optimal part of the world, in order to realize economies of 

scale or learning effects. Furthermore, organizations might also outsource certain parts 

of its value creation process to foreign low cost manufactures in an attempt to reduce 

costs. As a result, lot of IT organizations have outsources its telephone-based customers 

service to India, where they can hire English speaking labour for noticeably lower wage 

than in United States or England. (Hill, 2011) 

Pressures for cost reduction may be more noticeably stronger in industries, which 

produce commodity type of products, where differentiation of non-price factors is 

difficult and price is the main competitive weapon. These pressures appear particularly 

in industries where products serve universal needs. Universal needs exist when 

preferences and tastes of consumers in one country are similar, or identical to 

consumers in another country. When thinking about suitable commodity for cost 

reductions, it is desirable to mention chemicals, petroleum, steel, sugar and alike. 

However at the same time it is good not to neglect consumer products such as personal 

computers, calculators, liquid crystal display screens etc. (Hill, 2011) 

Pressures for local responsiveness 

Pressures to be locally responsive arise from differences between nations, differences 

between tastes of its consumers, nation's preferences, infrastructure, accepted business 

practices, distribution channels and host government policies. All these mentioned 

factors forces organizations to locally adapt its product and marketing strategy, in order 

to accommodate as many factors as possible in final product. All these adaptive steps 

the organizations needs to undertake raise their cost structure. (Hill, 2011) 
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Differences in customer tastes and preferences 

Strong pressures for local responsiveness appears, when customer's preferences 

significantly differ between countries, as they are often deeply embedded in their 

mindsets for various historic or cultural reasons. In cases like this, products and 

marketing message needs to be customized in order to correspond with local customer 

preferences. This fact typically creates the need to delegate marketing functions and 

responsibilities to an organization's subsidiary abroad. The need to differentiate certain 

products accordingly to local markets is further supported by Hill (2011), who 

illustrates useless effort of car manufacturers Toyota, Ford and General Motors in 

1980's and early 1990's to create a globally adaptable "word car", which could be a top 

selling car on both European and North American market. However, this strategy was 

not successful at all as American families were showing a strong demand for pick-up 

trucks, which were in eyes of European consumers seen more like a utility vehicles for 

companies, than families.  

Differences in infrastructure and traditional practices 

Other reasons, which may cause significant pressures for local responsiveness may arise 

from differences in infrastructure or from traditional practices typical for various 

countries. Adapting to this pressures may involve the delegation of manufacturing and 

production functions abroad, to a foreign subsidiary. Suitable examples of such issue 

may be North American 110 volt consumer electrical system in comparison with 

Europe, where in some countries 240 volt systems are usual. Another example is left-

hand side driving in Britain, which creates demand for right-hand drive cars, and vice-

verso in continental Europe. (Hill, 2011) 

Differences in distribution channels 

Marketing strategies of organizations need also be responsive to differences in 

distribution channels among particular countries, which may also create the necessity to 

delegate marketing functions across the borders. One of the examples is British and 

Japanese distribution system in pharmaceutical industry, which is completely different 

from the distribution system in United States. As Britain and Japan channels prefer 
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more soft selling techniques, US channels need to implement hard selling techniques, 

while selling pharmaceuticals. (Hill, 2011) 

Host government demands 

Need for local responsiveness may also be created by governments of various countries. 

For example, pharmaceutical companies are usually facing various types of clinical 

testing, registration procedures or price restrictions, which may create the need to 

manufacture and advertise in accordance with local laws. This situation is also created 

due to powerful position of government and its agencies, which control significant 

portion of healthcare budget in most countries. (Hill, 2011) 

Choosing a strategy 

Pressures for local responsiveness on particular markets causes, that it may not be 

possible for company to realize full benefits from economies of scale, and that it may 

not be possible to serve global market from a single low-cost location manufacturing 

globally standardized adaptable product. The need for product customization leads to 

impossibility of implementation of such strategy. Hill (2011) differentiates between four 

basic strategies, which varies according to amount of local responsiveness pressures and 

cost reduction pressures needed in particular markets and industries. The strategies are 

global standardization strategy, localization strategy, transnational strategy and 

international strategy (see Figure 2). 
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Figure 2: Four basic strategies (Hill, 2011) 

 

Global standardization strategy 

Organizations pursuing global standardization strategy aim its focus to increase 

profitability and profit by applying cost reductions that come from economies of scale, 

therefore its strategic goal is to focus on a low cost strategy on a global scale. The 

production, R&D or marketing are usually concentrated into one, or very few suitable 

locations. Organizations customize neither their product, nor the marketing strategy to 

local conditions, because customization tends o raise costs. Instead they prefer globally 

adaptable products worldwide to maximally benefit from economies of scale. They also 

tend to use cost advantages to support aggressive pricing in world markets. (Hill, 2011) 

Localization strategy 

This strategy aims to increase profitability by customizing organization's goods and 

services, so it maximally matches preferences and tastes of different national markets. It 

is most appropriate in those cases, when preferences of consumers on various markets 

differ, and when the cost reduction pressures are not too intense. By product 

customization in accordance with local taste, company increases a value of the product. 
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Yet, at the same time, company loses a opportunity to mass-produce a standardized 

product for global sale. However, as the added value of manufactured products is 

higher, organizations may be able to afford higher pricing strategy. In case of sufficient 

high local demand, firms may be enabled to reduce costs throughout some scale 

economies in the local market. (Hill, 2011) 

Transnational strategy 

Organizations pursuing this strategy aims simultaneously achieve low costs via 

economies of scale, however, at the same time they try to differentiate their product in 

order to adjust it for local differences of various parts of the world. Even though this 

whole idea sounds very attractive in the field of theory, its practical implementation 

contains large amount of pitfalls, since differentiating of product raises costs, which is 

contra one of the main goals of transnational strategy, to reduce costs. How to best 

implement this kind of a strategy is one of the most complex questions that large 

multinational enterprises are struggling with today. (Hill, 2011) 

International strategy 

Sometimes it is possible to find an organizations, which are in the lucky situation when 

they are not forced to dramatically reduce costs due to high cost pressures and at the 

same time are not forced to adapt its product to local markets either. Many of these 

enterprises start to sell the product originally meant for its domestic market 

internationally, with only minimal or none local customization. The distinguishing 

feature of such organizations is, that their product serves universal needs, and at the 

same time does not have to face any significant competitors. Therefore, they do not face 

to pressures for cost reductions. (Hill, 2011) 

1.10 SWOT analysis 

SWOT analysis has its purpose in monitoring and evaluating organization's internal and 

external environment. It monitors strengths and weaknesses, which may appear in the 

organization. At the same time it identifies and evaluates opportunities and threats, 

which may appear on domestic or foreign markets. (Kotler and Keller, 2006) 

 



37 
 

Internal environment 

Internal environment analysis focuses on identification of organization's strong sides, as 

well as its weaknesses. Every enterprise should identify and evaluate its strengths and 

weaknesses. After its identification, business does not have to necessarily correct all its 

weaknesses, nor to celebrate all its strengths. The important question in this manner is, 

whether the organization should limit itself only on the opportunities, where it already 

has strong sides, or whether it should consider to improve its weaknesses to be able to 

profit from opportunities connected with its improvement. Sometimes the businesses do 

not have poor results because its employees lack the required strengths, but because 

they do not work together as a team. Kotler and Keller (2006) describes a situation form 

innominate organization where most important groups of employees were engineers and 

sales people. The problem was, that salespeople were looking down on engineers and 

saw them as a sales people, who could not make it to their position, while engineers had 

exactly the same thoughts about them. Therefore, the weakness was not caused by 

inadequate workforce, but by insufficient interdepartmental cooperation. 

External environment 

For organizations is absolutely vital to monitor key macroenvironment forces (for 

example demographical, economical, technological, political, social, cultural) and 

significant microenvironment actors (customers, competitors, suppliers, distributors) 

which affects them, in order to maximize its profits. They should also set up working 

marketing intelligence system to observe and report important trends and developments. 

Afterwards, for each development should management identify  possible opportunities 

and threats. (Kotler and Keller, 2006) 

A major reason for external environment scanning is discovering of new opportunities. 

For many reasons may be good marketing seen as the art of finding new opportunities 

on the market and benefit from them. A marketing opportunity may be characterised as 

a area of buyer's need, where is high probability that organization is able to satisfy it. 

Kotler and Keller (2006) distinguishes between three main sources of market 

opportunities: 
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 Supplying a product or service which is absent on particular market. This case 

requires little marketing effort, as the need on the market is obvious. 

 Supplying already existing product or service but in the totally new, or different 

way. 

 Supplying of totally new product or service. 

 

1.11 Marketing mix (4P strategy) 

The task of the marketers it to propose and assemble fully integrated marketing 

activities and programs to create, communicate and deliver marketing value to the 

consumers. The key decisions to achieve successful marketing programs are the ones 

about which value enhancing marketing activities are the most suitable to be used. 

Marketing activities come in the wide range of forms. However, the most traditional 

approach called marketing mix, divides the marketing activities into four basic groups, 

specifically product, price, promotion and place. (Kotler and Keller, 2006) 

Product 

Product is whatever, what can be supplied on a market in order to be sold to a customer 

to satisfy its needs or wishes. It is the core of every organization's business activity and 

it also has a big influence on other elements of marketing mix. It may include material 

goods, services, experience, events, information, places etc. It may be also 

supplemented by various additional features, which create further value. (Kotler and 

Keller, 2006) 

According to Kaňkovská (2009), it is possible to distinguish product into four basic 

groups: 

 consumer goods 

 goods for manufacture and providing services 

 consumer material and other objects for businesses 

 services 
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Kotler and Keller (2006) sees the most important aspects of the product strategy its 

variety, quality, design, features and packaging. Moreover, among other important 

aspects mentions brand name, services or payment conditions. 

Product life-cycle 

The lifecycle of a product after its rollout on the market is in vast majority of cases 

portrayed as bell-shaped curve (see Figure 3). Typically, it is divided into four stages, 

concretely introduction, growth, maturity and decline: 

 Introduction - period, which is typical with high expenses, as businesses invest a 

lot of money into advertisements in order to promote the product as much as 

possible. The sales growth is really slow and profits basically does not exist, due 

to the high expenses and unknown product. 

 Growth - period, which can be characterised by a rapid market acceptance and 

substantial profit improvement. There is a noticeable decline in investments into 

product promotion, as well as significant growth of sales which logically results 

into increased profit. 

 Maturity - since at this stage the product achieves the acceptance by majority of 

potential buyers, the growth of the sales experience noticeable slowdown. 

Profits at this stage are usually stabilized or slightly decline due to increased 

competition. On the other hand, the investment into promotion are low, as vast 

majority of target group already purchased or know about the product. 

 Decline - period, where profits and sales shows another, this time much deeper 

downward. This is may be caused by for example outdated product. Innovations 

of the product might be the way how to restart the product lifecycle again. 

(Kotler and Keller, 2006) 

 



 

Figure 3: Product lifecycle (

Price 

Prices are important element of a marketing mix, and must be customized accordingly 

to the target market, assortment of the product/service and the competition. All business 

would logically like to achieve high volume sales with high gross margin, however, 

those two factors do not go together. Most retailers fall either into category with high 

margin and low volume of sales (fine specialized

volume of sales (mass merchandisers or discount stores). (

According to Kaňkovská (2009), the decision making process about organization's 

pricing strategy comes from the knowledge of general factors influencing the price, 

from the findings about economic and political development, from the knowledge of 

behaviour of consumers, analysis of the competitors etc. At the same time, successful 

businesses do not use only one pricing strategy but they try to differentiate their prices, 

even in cases when they sell identical products.

Kotler and Keller (2006) present the most important aspects of the pricing strategy as 

discounts, allowances, payment period or credit
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Figure 3: Product lifecycle (Kotler and Keller, 2006) 
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Place (Distribution) 

Among main goals of a placement strategy belongs selling of a product, including 

securing relevant services for product and its communication. Placement strategy s 

based on general business stratedy amd searches for connection between the business 

and its customers. (Kaňkovská, 2009) 

According to Kotler and Keller (2006) is marketing concept of placement a process of 

physical relocation (transport, warehousing, inventory management), owner relationship 

changes and other support actvities.  

The placement network is created by three groups of independent participants: 

 manufacturers 

 distributors 

 other businesses contributing to special (supportive) functions  

(Kaňkovská, 2009) 

Distribution channel is a chain, which the product goes through from the manufacturer 

to the customer. (Kaňkovská, 2009) 

Marketing path represents independent businesses participating at the process of getting 

the product available for either consumption or usage. (Kotler and Keller, 2006) 

Distribution may be seen as a bridge between the manufacturer and a customer, which si 

created by the intermediates: 

Merchandiser is an owner of a product, who distributes it (buys it and sells it) further 

towards consumer. 

Agent is a person or an organization which does not have the ownership rights, but only 

arranges the flow of the products and negotiate in the name of a business (product 

owner). (Kaňkovská, 2009) 

Selection of optimal distribution network belongs among important managerial 

decisions, since decisions about a price of a product need to be made in accordance with 

a fact, whether the organization sells its products via other small retailers, its own 
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network of branches or via specialized shops specialized on high quality products for 

specific customers groups. Those kinds of decisions must be made very carrefully, as 

thay may create long term commitements towards other businesses. (Kaňkovská, 2009) 

Promotion 

This part of marketing mix is all dedicated to a business's communication with a 

customers. It is absoultely vital for a company to provide information to a customers, 

which may eventually persuade them to make a decision to buy a particular product, or 

service. Sometimes, the razzmatazz the promotional activity launches, its pace or its 

creativity may seem absolutely out of this world, in comparison with organization's 

regular business activity. The overall costs associated with promotional activities or 

goods and services advertising might often represent a comparable amount of money 

invested into the production of an item. However, successful promotion must 

necessarily increase the sales, so the advertising and other costs are spread over a larger 

volume sold. Even though  the increased promotional activity may often be a sign of a 

reaction to a problem, sucha s raised competition in the industry, it enables the 

organization to enlarge its customer base and evantually can be extremely cost effective. 

(Businesscasestudies.co.uk, 2015) 

The planner of the promotional activities should take several factors into account, 

before starting the actual planning proccess itself. Among the important factors are for 

example the type of a market, promotion objectives, competitive conditions and each 

tool's cost-effectiveness. (Kotler and Keller, 2006) 

There is a really large volume of the ways how to promote the product. As long as it is 

legal, the product can be promoted in any way and there are no limitations for new 

approches and ideas. The most commonly used way to promote a product are definitely, 

via media (TV, radio, newspapers, magazines). direct mail into a letterbox, sponzoring 

of various range of events (sport events, conferences, parties etc.), online promotion, or 

promotion via billboards on the street. It is only up to the promotion activity planner to 

choose the most suitable ways to promote organization's products and services, in order 

to approach as many target group customers as possible. (Smallbusiness.wa.gov.au, 

2015)  
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2 Current Situation Analysis 

2.1 Company profile 

Alza.cz is a Czech online retail company specializing on the IT and electronics products 

in Czech Republic and Slovakia. It was established in 1994 by a Czech entrepreneur 

Ales Zavoral. Even though it started as a retailer specialising in computer hardware, this 

fact is not true anymore. Throughout the years, Alza.cz started to offer mobile phones, 

electronics (TV’s, digital camera’s or GPS), small or big household equipment (kitchen 

robots, vacuum cleaners, washing machines or refrigerators), computer games or 

software licences. Within past 20 years, it systematically built its way up to become 

largest Czech online retailer. At the 2014, company had turnover of €417,69 million, 

which meant market share size of 14% on entire Czech e-commerce market, and 

therefore leader position among all Czech online retailers. (Alza.cz, 2014a) Currently, 

Alza.cz has around 800 employees in more than 30 branches all around Czech Republic. 

Moreover, it creates another 250 extra vacancies seasonally, especially around 

Christmas time. (ATOZ Marketing Services, 2015) However, vast majority of branches 

works as a pick up locations and it is desired that customer orders goods either online or 

at the specific branch several hours in advance. The goods are delivered into the branch 

within few hours or next day; depends on time of the order. Recently company enlarged 

its portfolio and besides computer hardware and other electronics, it started to offer 

media (movies, books and music), toys and trendy goods (perfumes, jewellery or 

watches). Last category of product launched in Alza.cz is a category with various 

detergents and hygiene products. Growth of company’s turnover between 2002 and 

2014 is presented in Figure 4. (Alza.cz, 2014a)  
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Figure 4: Organization's turnover between 2002 - 2014 (Alza.cz, 2014a) 

 

2.2 PESTLE analysis 

Political factors 

Officially named Republic of Poland is a country with democratic government system. 

It has a multiparty democracy with a two chamber parliament. Official head of the state 

is the President, elected by public every five years. (Invest to Poland, 2015) Majority of 

parliament is controlled by right wing oriented parties since 2007, which managed to 

defend their dominant position in parliament elections in 2011 as well. (Kuzmicz, 2015) 

In a last decade, Poland is politically stable state, which supports foreign investments 

into the country. (Export.gov, 2015) Moreover, Poland is member of all important 

international organisations such as European Union, United Nations, International 

Monetary Fund, OECD, NATO etc. (Invest to Poland, 2015) 
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Economic factors 

Polish economy is the 6th biggest economy in EU, and biggest economy in Central 

European region. (Worldbank.org, 2015) Since joining EU in 2004, Polish economy is 

experiencing continuous growth. However, in 2012 and 2013 the growth noticeably 

slowed due to certain ongoing economic difficulties in euro zone, on which is Polish 

economy, as an EU member, largely dependent. (Indexmundi.com, 2015b) Still Poland 

became the only state in 28-member EU to avoid recession. (Bartyzel, Onoszko and 

Skolimowski, 2014) 

In 2014, the GDP growth was 3,4%, which is generally considered as a healthy 

economy result. Moreover, when taking a closer look at the performance of other EU 

countries, it is apparent, that in comparison with them, Polish economy was doing very 

well in 2014. Moreover, when observing the comparison between GDP growth of 

Poland and 28 member states of EU, it is obvious that Poland has overperformed 

average EU GDP growth in every displayed year (see Figure 5). (Ec.europa.eu, 2015a) 

Inflation rate has decreased in 2014 to 0.1%, from 0,8% in year 2013. Unemployment 

rate slightly decreased from 10.3% in 2013 down to 9% in 2014. These numbers are 

similar to average numbers of EU. (Ec.europa.eu, 2015b; Appsso.eurostat.ec.europa.eu, 

2015) Public debt of Poland in 2014 noticably increased from 48.2% in 2013 to 50,1%. 

(Indexmundi.com, 2015b) Yet, in comparison with certain other EU countries the Polish 

public debt is still acceptable (See figure 6) .  

GDP per capita in 2014 in Poland was 24,428 USD, which is bit lower than the Czech 

Republic's figure of 28,446 USD. However, Polish GDP per capita in 2014 experienced 

faster growth of 3,5%, in comparison with Czech's 2%. (Data.worldbank.org, 2015; 

Economywatch.com, 2015) 

According to The Economist (2014), future development of Polish economy will 

significantly depend on Russian and Ukrainian crisis, since Russia is Poland’s important 

both import and export partner.  
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Figure 5: Comparison of GDP growth of EU and Poland (Ec.europa.eu, 2015a) 

 

 

Figure 6: Public debt of EU countries (European Commission; cited in The Economist, 2014) 
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Social factors 

When considering population, Poland is 36th largest country in a world with 38.22 

million inhabitants, which makes 0.53% of world’s entire population. 61.5% of these 

people live in urban areas. (Worldpopulationreview.com, 2014) Three biggest  

cities in Poland are capital Warsaw (1 723 thousand), Łódź (768 thousand) and  

Krakow (756 thousand). 43.8% of population is aged between 25-54 years old, which 

makes this group the largest among all. 29.7% is older than 55 years old, 26.5% are 24 

and younger. Vast majority of inhabitants are Poles. Life expectancy at birth is in 

average 76.7 years (72.7 for males, 80.8 for females). (Indexmundi.com, 2015a) The 

amount of inhabitants in Polnad fractionally lowered, as growth rate decreased  

by 0,1%, in year 2014. While median age in 1950 in Poland was 25.8 years, today it is 

38.6 and it is expected to be 51 years in 2050. (Worldpopulationreview.com, 2014) 

From the presented numbers, it is possible to see that Poland is fighting with the same 

problem as the rest of the Europe, specifically population aging. 

Technological factors 

Although the population is getting old, the percentage of internet users in Poland is 

increasing every year. 68% (26.2 million people) of the entire population has internet 

access, while almost half of them (12.6 million users) buys something online several 

times a month. (Dotcomriver.com, 2014) 

The most important technological factor for good e-shop functionality is fast and stable 

internet connection. Even though in 2011 Poland was below average in broadband 

penetration among household in Central European region, it has been given a grant from 

European Commission of €1.5bn to achieve progress. (Blommestein, 2012; 

Dotcomriver.com, 2014) At the same time, there is increasing amount of credit card 

holders, therefore online credit card payments started to replace typical payment 

methods usual for online retailers like cash on delivery. Online credit card payments are 

more comfortable way of money transport for both retailer and customer. 

(Dotcomriver.com, 2014)  
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Another worth mentioning fact in terms of technological factor is poor road 

infrastructure. Even though the quality of the main roads has significantly increased  

due to massive investments connected with hosting a UEFA EURO 2012 tournament, 

poor infrastructure still remains especially in the eastern part of the country.  

(Cienski, 2012) 

Legal factors 

Starting a business in Poland is very similar to other european countries, however, some 

aspects might differentiate a little bit. Every business, which starts its operations in 

Poland has to gather some minimal capital requirement to its account. For a limited 

liability company it is PLN 5,000, and for a joint stock company PLN 100,000. First 

step to successful business establishment is notirizing of the company agreement. The 

standard fee starts on PLN 1010 and may be raised by exceeding PLN 60,000 equity, 

when company owner is obliged to pay 0,4% of the amount, which is over this number. 

Yet, a maximal notirizing fee may not be higher than PLN 10,000. This procedure takes 

maximally up to one day. (Doingbusiness.org, 2015) 

The National Court registration process provides organizations with gaining various ID 

numbers which are vital to have in order to do business in Poland. The numbers are 

specifically REGON (business registration number), NIP (tax identification number) 

and ZUS (social insurance number). The entire process takes about a month and costs 

PLN 500 for registration and PLN 100 for publication. (Doingbusiness.org, 2015) 

Last step of the entire process is registering for VAT. The registration must be done 

before the time the first business activities start. The fee for the registration is PLN 170, 

and the process of getting this number may run simultaneously with the National Court 

Registration process. (Doingbusiness.org, 2015) 

Therefore, the entire process of starting a liability limited company may last up to one 

month, and cost maximally up to PLN 10,770. 

Value Added Tax (VAT) in Poland is unified at 22%, corporate and income tax is 19%. 

Organizations with annual turnover lower than PLN 10,000 are free of VAT payments. 

(Justlanded.com, 2015) 
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As Poland is member of EU as well as Czech Republic, where Alza.cz residency is, 

there are no special legal norms or government barriers to be overcome when entering 

the market. 

Environmental factors 

There are no environmental factors influencing running an online retail store. 

All the figures which characterize the macroeconomic situation in Poland are 

summarized in Table 1. The summary of evaluation of risks and opportunities 

connected with the macroeconomical situation are listed in Table 2. 

Table 1: PESTLE analysis figure overview 

PESTLE analysis figure overview 
Political factors 

State system Parliamentary democracy 
Political situation Stable 

Economic factors (2014 figures) 
GDP growth 3,40% 
Inflation rate 0,10% 
Unemployment rate 9% 
Public debt 50,1% of GDP 
GDP per capita 24,428 USD 

Social factors (2014 figures) 
Population 38,2 million 

Largest cities 
Warsaw (capital) - 1 723 thousand 
Łódź - 768 thousand 
Krakow - 755 thousand 

Life expectancy 76,7 years 
Growth rate -0,10% 
Median age 38,6 years 

Technological factors (2014 figures) 
% of internet users 68% 
Number of internet users 26,2 million 

Legal factors (2014 figures) 
VAT 22% 
Corporate tax 19% 

Environmental factors 
None 
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Table 2: PESTLE analysis - risks and opportunities overview 
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2.3 National Culture 

2.3.1 Geert Hofstede model 

 

 

Figure 7: Geert Hofstede cultural comprison of CZ and PL (Geert-hofstede.com, 2015) 

 

Power Distance 

Poland, similarly to the Czech Republic, is a nation where hierarchies do have its place. 

From organizational point of view, hierarchy reflects inherent inequalities, 

centralization and subordinates who expect to be told what to do. 

Individualism 

As may be seen from the figure above, both countries are very similar in terms of the 

individualistic approach. Numbers like this shows Poland's inclination towards 

individualism, where people are expected to take care of themselves and their close 
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family. In addition to that, on corporate level, employer/employee relationship is 

usually based on mutual advantage, decision making process about hiring and 

promotion are often based on merit only, and management is the management of 

individuals. 

Masculity 

Both countries have reached very similar score in ths dimension as well, therefore both 

incline towards being more masculine, than feminine. It means that society is driven by 

competition, success and achievement. This "winner system" starts in the schools and 

continues throughout organizational life. 

Uncertainity Avoidance Index 

Poland scores very high result in terms of UAI. It means that Poles are intolerant 

towards unorthodox behaviour and ideas. In countries like this is also high emotional 

need for rules (even though the rules are not followed). People have an inner urge to 

work hard, they may be ressisted towards innovation, require punctionality and need to 

feel secure.  

Long Term Orientation 

This is the only dimension, where is a significant gap between both countries. 

Meanwhile the Czechs are relatively long term oriented, nor are the Poles. They show 

great respect towards traditions, small propensity to save for the future and focus on 

achieving of quick results. 

Indulgence 

With a low score of 29, both countries falls into the "Restraint" category. Individuals 

from those nations are more likely to be cynics and pessimists. At the same time, they 

do not put an emphasis on their leisure time and satisfaction of their fun desires, which 

in such cultures might be perceived as something wrong. 

The numbers presented above in a Figure 7 may serve as an evidence to proof that both 

Czech and Polish nations are very close to each other. The figure shows the greatest 

differece in the LTO aspect. Meanwhile the Czechs appear to be more patient and do 



53 
 

not require the results of their work to be visible as quick as possible, Poles seem to be 

the exact opposite. Furthermore, the low LTO number on the side of Polish culture may 

also predict small tendency of Poles to save money towards future. Therefore, Poles 

might more likely to spend larger amount of many for the goods and products they do 

not desperately need, as they do not bother with their personal future economic 

situation. The second greatest difference is within a UAI factor, however both nations 

still score relatively high numbers, which predicts its intolerance towards unorthodox 

behaviour or their resistance towards innovations.  

2.4 Porter's five forces analysis 

Rivalry among existing competitors 

Rivalry among existing comperitors is in terms of every e-commerce market in 

relatively developed country high. During last couple of years, there has been a 

noticeable growth of total number of online stores in Poland (see Figure 8). However, 

from the total amount of online stores in 2014 (12117), only computer focused online 

retailers and photo and RTV-AGD focused retailers may be perceived as direct 

competitors, as they target the same group of customers. This fact narrows range of 

competitors to little over 1900 (see Figure 9). Nevertheless Dotcomriver.com (2014) 

claims, that 85% of online retailers in Poland are micro-businesses with 5 or less 

employees and low turnover. When considering as big competitors only 5% of online 

retailers, it leaves Alza.cz with 95 businesses specialised in online retail of electronics 

and computer hardware. However, the large group of micro-businesses should not be 

neglected, as altogether creates large piece of a market share pie.  
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Figure 8: Amount of online stores 2007 - 2014 (Dotcomriver.com, 2014) 

 

 

 

Figure 9: Amount of online stores in each industry in 2014 (Dotcomriver.com, 2014) 
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Largest Polish e-commerce retailers 

The situation on the Polish e-commerce market is very similar to the situation on the 

Czech one. The similarity lays in the fact, that there is one very big player, who 

dominates the market and other smaller retailers are standing behind trying to cut as 

large piece of pie as possible from the entire e-commerce sales volume. The largest 

players on the Polish e-commerce market are lined up in Table 3 and Figure 10, 

according to its sales in 2014: 

Table 3: Largest Polish e-commerce retailers according to sales in 2014 (Statista.com, 2015) 

Largest Polish e-commerce retailers (according to its sales in 2014) 
Company Sales (mil.) 
Komputronik SA € 543,23 
Neo24.pl Sp zoo € 110,30 
Empik Sp zoo € 72,38 
Electro.pl Sp zoo € 69,43 
Oponeo.pl SA € 68,43 
Answear.com € 13,81 
UrbanCity.pl € 11,98 
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Figure 10: Largest onine retailers in Poland according to sales (Statista.com, 2015) 

 

Bargaining power of suppliers 

In a case of online retail electronic store, suppliers are meant as manufacturers of the 

products. There is significant number of manufacturers of vast majority of goods 

offered in online stores (mobile phones, computers, refrigerators, etc.). Suppliers 

perceive online retailers as very important distribution channel, since popularity of 

online shopping is increasing among customers, Poles included. Moreover, 

manufactures are able to save a lot of money on marketing activities, when selling 

goods via online retailers. Therefore it is not desired for them to lose this channel. 

Nevertheless, it is important for online electronic stores to maintain good relationships 

with key electronic manufactures, since their products has usually the biggest demand 

on the market. Therefore, the bargaining power of suppliers might be considered as 

medium.  
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Bargaining power of buyers  

Buyers are in case of online retail electronic store meant customers, who purchase 

goods online (either individuals or organisations). Buyers do have a lot of possibilities 

when purchasing electronics online, since many global or local competitors are on the 

market. Thus, to attract customers, it is important for online store to differentiate itself 

from others by for example lower price, faster delivery, payment method or some other 

additional service. Therefore, bargaining power of buyers is medium. 

Threat of new entrants 

Threat of new entrants is in online retail industry very high. Firstly, due to the fact that 

there are very low barriers to entry, such as low amount of capital required. The only 

three things that new entrant simply needs is contract with manufacturer, website, where 

offered goods could be displayed and sold, and contract with provider of online 

payments, to provide customers comfortable way how to pay for goods. 

Secondly, threat of new entrants on e-commerce market in Poland is amplified by the 

fact that this market grew by 24% over the year 2012, which was fastest growth  

of an e-commerce market in entire central European region. (Ecommerce-europe.eu, 

2014)  

Threat of substitutes 

Substitutes for online retail industry are physical shops. Online shopping, which in 

general saves time, effort and money is getting popular. It means that customers, will 

less likely switch from online retail to physical shop, once they do contrariwise. Yet, 

there is still vast majority of public who prefer to shop in physical stores. Therefore, 

threat of substitutes is in this case medium. 

The summary of possible risks and opportunities which result from the Porter five 

forces analysis is presented in Table 4. 
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Table 4: Porter's five forces analysis - risks and opportunities overview 
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2.5 Key success factors of the industry 

Website functionality and customer experience 

Shaw (2012) claims that crucial factors of website functionality are ease of navigation, 

fast site load times and search engine optimization. Those factors also enhance customer 

experience from shopping, as well as discounted prices. 

Payment processing 

Availability of choosing from several payment methods is important as well as easy to 

use payment processing. (Shaw, 2012) 

Logistics & fast delivery 

Logistics inside of a company’s warehouse and following delivery process is another 

key success factor. Shortening of delivery times may turn out as a big comparative 

advantage. 

Price comparison sites 

According to Dotcomriver.com (2014), the price comparison sites are important 

partners for online stores to participate with. After customer chooses desired goods, 

website will compare prices of that specific item from all online shops which do 

cooperate with price comparison website and at the same time offer that specific item 

on their web. Those websites are largely used by customers who purchases computers 

and electronics, therefore it is essential for electronic e-shops to cooperate with this kind 

of websites.  

The suitability of its use is further affirmed by M-journal.cz (2013), who claims that 

some shops raised its turnovers by 25% after they started cooperation with them. 

The usage of price comparison websites in e-shop sectors is displayed in Figure 11. The 

most popular price comparison websites in Poland are listed in Figure 12. 
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Figure 11: Usage of price comparison websites in e-shop sectors in Poland (Dotcomriver.com, 2014) 

 
Figure 12: The most popular price comparison websites in Poland (Dotcomriver.com, 2014) 
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2.6 Comparison of Czech and Polish e-commerce market 

Table 5: Comparison of Czech and Polish e-commerce market value 

Country Czech Republic Poland 
Total e-retail value 
(2014) € 2,9 bn € 6,2 bn 

Population (2014) 10,6 mil 38,3 mil 
Purchase per 
inhabitant per year € 273 € 162 

 

Table 5 compares e-commerce B2C value of goods sold in 2014 in both Czech Republic 

and Poland. Both numbers are divided by approximate amount of inhabitants in both 

countries. Figure “purchase per inhabitant per year” shows total value purchased by 

individual in average. Presented numbers indicate that average Czech resident is 

noticeably more active in purchasing online than average Polish resident. 

Table 6: Comparison of the biggest e-commerce market players 

Country Czech Republic Poland 
Biggest player Alza.cz Komputronik  
Sales in mil. (2014) € 417,70 € 543,20 
Market share 
(2014) 14,4% 8,7% 

 

Table 6 compares the most significant players on Czech and Polish e-commerce market 

according to their turnovers. It is apparent, that even though Alza.cz operates on a 

smaller market than Komputronik (in respect of total e-retail value), in 2014 it reached 

higher turnover. This situation is given by dominant position of Alza.cz on Czech 

market, where its market share was over 14% (for comparison, second biggest Czech e-

retailer Mall.cz had market share in 2014 slightly over 5% (Kudrnova, 2015)). On the 

other hand Komputronik.pl reached only nearly 9% market share on Polish  

e-commerce market in 2014, despite its dominancy presented in Figure 10. It means that 

the situation on the Czech and Polish e-commerce market is very similar, as there is 

only one major player on both markets. However, it should be said that Alza.cz position 

within a Czech market is a bit stronger than Komputronik position on Polish marktet. 
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2.7 SWOT analysis 

Table 7 offers an overview of organization's strengths and weaknesses, and 

opportunities and threats which may the company come accross at the new market. 

Table 7: SWOT analysis factor overview 

Strengths Weaknesses 
20 years of experience in industry Unknown trademark in Poland 
Warehouse size No direct selling spot besides showroom 

Fast delivery 
Reclamation process may take a long 
time 

Logistics system Cash tied up in inventories 
Modern Showroom   
Well arranged website   
Android and iOS application   
Variety of payment methods   
Good relationships with suppliers   
Additional services   
    
Opportunities Threats 
Large market Large number of competitors 
Continuous market growth New competitors entrance 
Growing popularity of online shopping Long distances  
  Polish road infrastructure 
 

Strengths  

One of the most significant strengths, which Alza.cz possesses, is 20 years of 

experience on the online retail industry market. Since Alza.cz started as a little shop 

selling only small range of computer hardware goods and build its way up to become 

largest Czech online retailer means, that it has perfect knowledge of the industry, 

professionally handeled logistics and knows how to behave in various situations.  

Next strength of this online store is a size of its warehouse. There are 60 thousand 

various items stored on the area of 5 160 square meters. (55540 square feet) This reality 

enables to expedite goods as quickly as possible and deliver it towards final customer 
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within a same day (in case order is placed earlier than at 11:00 am) or within the 

following day (if the order is placed after 11:00 am). (Alza.cz, 2014a)  

Alza.cz disposes with modern showroom in a Prague city centre, where top selling 

products are displayed. Customers are welcome to visit and try laptop or game consoles 

on their own, before they decide to make a purchase. There is also a cafeteria with 

snacks. According to Alza.cz (2014b), the showroom was visited by 1,1 million 

customers in 2014. 

Another important online retail feature, which Alza.cz implemented while ago, is 

without a doubt well arranged website with displayed goods. It is easy to find goods as 

well as filter them and sort them according to customer's wish. Moreover, website is 

available in both Czech and English language. Website has naturally its own mobile 

version in form of Android and iOS application, which makes online purchasing even 

more accessible. Alza.cz also offers various methods of payment like cash on delivery, 

online credit payment, eBank payment, PayPal account, QR code payment and few 

others. (Alza.cz, 2014a) 

In a past Alza.cz won award HP Partner of the Year, for the largest reseller of HP 

products in Czech Republic. Moreover in summer 2014, Alza.cz confirmed a closer 

partnership with Apple, when it opened Apple shop inside of its own showroom. This 

shop is actually official activity of Apple Corporation, who perceives Alza.cz as a key 

partner within entire region. Alza.cz is the first company to achieve this success in 

Central and Eastern Europe. (Alza.cz, 2014c) 

Finally, Alza.cz offers wide range of complementary services to ensure good care of 

customers either when picking up goods or within a frame of after sale service. Besides 

online warranty claim service, online computer service or credit for entrepreneurs, there 

are also services like AlzaBox and AlzaDrive. (Alza.cz, 2014a) 

Other value adding services provided 

 Insurance against stealing or breaking the product 

For a certain fee company offers this insurance against those unexpected situations. The 

service may be purchased for one or two years. Alza.cz will repair or repace damaged or 
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stolen product. The customer than pays 10% from the value of the new product or 

repair. (Alza.cz, 2014a) 

 Extended warranty 

For an additional fee, cutomer may extend the standard two year warranty up to six 

years. (Alza.cz, 2015a) 

 First launch and PC set up 

The company offers to customers to launch their new PC for the first time and set up all 

necessary  features the customer requires. This service is also provided for an additional 

fee. (Alza.cz, 2015a) 

 BuyBack program 

Customers have an opportunity to purchase this additional service, which allows them 

to return the purchased product after one, two or three years and receive some 

percentual share from the original price of the product. (Alza.cz, 2015a) 

Weaknesses 

The biggest weakness of Alza.cz is that its brand is not recognized by Polish public. So 

far, Alza.cz focused its business activities only within borders of Czech Republic and 

Slovakia. Furthermore, the fact that company does not have a physical store besides 

showroom might be for some customers repellent. Moreover, according to certain 

customer reviews, sometimes it takes up to two month to get through reclamation 

process. Finally, since Alza.cz has enormous size of a warehouse, last weakness is the 

fact of tying up tens of millions of Euros in inventories, which could be otherwise 

invested elsewhere. 

Opportunities 

According to Dotcomriver.com (2014), the total estimated B2C value of goods sold 

online in Poland in 2014 was €6,2bn, services excluded. The year-on-year growth of the 

value in 2014 was 24%. Dotcomriver.com claims, that if this trend will continue, the 

total value of the market will have been over €11bn by the end of 2017. Although  
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the e-commerce share within Polish trade market is only 4%, with current trend it will 

reach level of Sweden (8%), Germany (10%) or UK (13.2%) in a few years. Therefore, 

the expected enlargement of market size is opportunity worth taking.  

Threats 

Large amount of competitors on the Polish e-commerce market is one of the most 

significant threats, which needs to be taken into consideration. Further, with fast 

expected market growth, there will be large number of new businesses entering the 

market as well.  

Another threat is connected with delivery issues. As Poland’s area is approximately 4 

times larger than Czech Republic’s (Indexmundi.com, 2015c), sometimes it may be 

difficult to deliver goods from central warehouse into desired destination within 24 

hours. Furthermore, quality of the road infrastructure in Poland is quietly poor. Even 

though the quality of the roads recently increased due to the massive infrastructure 

modernisation on the occasion of EURO 2012, poor quality of the roads remained 

especially in the eastern part of the country. (Cienski, 2012) The late deliveries could be 

also caused by insufficient amount of courier companies. As Dotcomriver.com (2014) 

claims, at the moment, there is a gap on this specific market in Poland. However, since 

double-figure increases are predicted for this specific industry, the gap will be quickly 

filled in.  (Dotcomriver.com, 2014)   

 

2.8 Marketing mix (4P strategy) 

Product 

As mentioned in Chapter 2.1, Alza.cz does not anymore focus on selling of only IT 

related goods. Throughout the years it started to offer much more wider portfolio of 

products, which at the moment helps its continual grow and year-to-year boost of sales: 

 Electronics - Computers, Laptops, Tablets, Mobile phones, Digital cameras, 

GPS navigations, PC accessories, cooking equipment, refridgerators, washing 

machines, gaming consoles and many others. 
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 Media - Music CD's, Movies, Magazines, E-books, computer games, other 

software etc. 

 Toys & Sport - Toys for kids, various sports equipment, board games, outdoor 

equipment etc. 

 Trendy - Csometics, Parfumes, Jewelry, Watches, Fashion accessories and many 

others. 

 The last launched category of products offered on Alza.cz websites is a category 

which offers hygiene products, laundry detergents, dental care products, shaving 

products etc. (Alza.cz, 2015a) 

At the moment, Alza.cz offers more than 60 thousand various products, from which vast 

majority is stocked at the warehouse in Prague. (Alza.cz, 2015a) 

Price 

The significantly wide spectrum of offered products, well arranged webistes with user 

friendly interface, professionally handled logistics which allows delivery of the product 

the very next day or even on the same day of the order and wide range of additional 

services offered are features, which all create additional value for a customer and 

enriches its purchase experience. For all those reasons, organization is able to allow bit 

higher prices than its competitors and still be the biggest player on the market. Alza.cz 

is able to sell offered goods with 5% margin, which is a fact that not every online 

retailer can compare with. On the other hand, Alza.cz has often time limited discounts 

up to 70% in order to sell out the particular products. Those discount events always 

draws attention of both loyal or new customers. 

Place 

As an online retailer, Alza.cz has every single product available for purchase displayed 

on its websites, where it can be within several minutes ordered by a customer.  

Secondly, really wide spectrum of products is also offered in Alza.cz showrooms either 

in Prague, or in Plzen. Customers are welcome to visit the showroom, consult the 

product features with the employees, order the particular product they have chosen and 

be able to pick it up right on the spot within several minutes. 
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Product delivery 

As mentioned above, the first way how to get the goods from the Alza.cz store is to go 

right into the Alza's showroom, which is directly next to the warehouse. After making 

an order, the goods are available for pick up within several minutes.  

Second option is to order the goods online and have it shipped into one of the 

company's pick up locations, which 33 of them are strategically placed all around the 

Czech Republic. The goods from the warehouse are then availablie for pick up either 

the same day, or the day after that, depending on the time of the order. The number of 

pick up locations in the various Czech regions are displayed in the Figure 12. 

 

 

Figure 12: Map of Alza.cz pick up locations in Czech Republic (Alza.cz, 2014a) 

 

Third option, which is so far available only for Prague and its surroundings is to take 

advantage of so called Alzaboxes. Alzabox is a network of strategically placed lockers 

all around Prague. The customer needs only to choose into which locker he would like 

to have the ordered goods delivered. Once the goods is in the locker, customer receives 

a text message with a code they need to put when he is on the spot and the locker with 
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the purchased product opens up. (Alza.cz, 2014d) One of those Alzaboxes is shown  

on a Figure 13. 

 

Figure 13: Alzabox (Alza.cz, 2014d) 

Another way how the customer may access the goods is to pay for the Alzadrive 

service. This service is also available only in Prague and its surroundings. It is basically 

Alza.cz own delivering system, which is secured by number of vans which deliver the 

goods all around Prague, for certain amount of money. (Alza.cz, 2014a) 

Other ways of goods delivery are outsourced to various delivery services organizations. 

The delivery period is variable depending on chosen provider. 

Promotion 

Alza.cz promotes its products actively and via wide range of advertising channels. First 

channel it uses are logically an internet commercials. There is large amount of 

commercial banners on the Czech websites drawing cutomer's attention towards 

company's current discounts and events. Second channel are TV commercials, where 

the company's mascot "alien Alza" literally screams at the TV viewers the the products, 
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which are at the moment offered with the biggest discount. Even though some people 

might find its voice almost irritating, this way of promotion by standing up from the 

crowd definitely works, as Alza.cz has been so successful lately. Third activelly used 

promotion channel are commercial banners in Prague public transportation vehicles. 

Vast majority of subway trains, trams and buses carry at least several leaflets with the 

currently discounted goods Alza.cz offers. 

The overview of weaknesses and strengths, which results from the 4P marketing mix 

analysis is presented in Table 8. 

Table 8: Marketing mix weaknesses and strenghts overview  
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3 Proposals and Contribution 

Hill (2011) perceives benefits of establishing business in a country mainly in its market 

size (demographically), current wealth and potential future wealth of consumers, largely 

dependent on economic growth rate. He also mentions that risks connected with doing 

business are considerably lower in politically and economically stable democratic states. 

From this point of view is Polish e-commerce market suitable to enter, as Poland 

political situation has been stable in a long term perspective and the size or a market is 

huge (26.2 million internet users). Even though the GDP per capita is beneath European 

or Czech Republic's average, the continuous economic growth, which lately 

outperforms EU average by several percentage points every year is promising aspect 

towards a future. Moreover, fastest e-commerce market growth in 2014 from all central 

European countries is another point supporting the entrance.  

Due to the fact that Alza.cz main product category offered is focused on the electronics 

and IT hardware, the pressures for local responsiveness when entering a Polish market 

are low, as mentioned products are globally adaptable. Moreover, Poland is located in a 

same geographic region as Czech Republic, therefore need for local responsiveness is 

even more lowered by tiny cultural differences between both countries as well, as 

Hofstede's cultural model presents. Moreover, from presented Hofstede model may be 

seen, that Alza.cz could be able to take advantage of lowered level of LTO of Polish 

culture, which predicts lower propensity of Poles to save money towards future. 

However, Alza.cz will have to gain competitive advantage, as one very big plaayer and 

large amount of medium ones is participating on a Polish e-commerce electronics 

market. This competitive advantage can be gained either by reducing costs in form of 

optimization of logistics processes, purchasing in a bulk or saving money for online 

payments (AlzaKredit), or by adding value to customers purchase in form of well-

arranged website, mobile application, fast delivery or comfortable payment processes. 

Eventually, Alza can also cut its own margin on products to achieve even lower prices 

and raise its competitiveness. Therefore, global standardization strategy is appropriate 

to use, as pressures for local responsiveness are low and pressures for cost reductions 

are high.  
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Concerning mode of entry into Poland, author recommends organization's expansion via 

wholly owned subsidiary. Firstly, it reduces risks of losing control over company. 

Secondly it gives company a tight control over operations in other countries (profits 

from Polish subsidiary could be eventually used to support organization’s activities in 

other countries). Even though the method is considered as the most expensive one with 

large number of risks, author finds it as the most suitable one due to above mentioned 

advantages. Moreover, risks connected with learning of doing business in a new culture 

are from a big part eliminated, due to cultural similarities between both countries. 

Nevertheless, another decision had to be made between acquisition and greenfield 

investment. Eventually, author finds the most appropriate way wholly owned subsidiary 

foreign expansion as the greenfield investment, since acquisition means buying not only 

company’s tangible assets, but as well its know-how and other intangible assets 

(website design etc.), which Alza.cz has already mastered to the professional level.  

Because the initial investment will require significant amount of money, at the 

beginning author recommends that the organization would build only one showroom 

with neighbouring warehouse, where wide electronics and IT hardware product 

selection will be displayed. The showroom should be located strategically in Warsaw, 

since it is Poland’s capital with the biggest number of inhabitants of all Polish cities. 

Thus it maximises a potential amount of visitors, respectivelly customers. Moreover, 

author finds the geographical position of Warsaw suitable for another reason, since it is 

located approximately in the middle of a country. Therefore, it will be possible to 

deliver packages within 24 hours with regard towards sometimes bad condition of 

Polish roads, which will add value to customer’s purchase.  

3.1 Identification of goals 

Suitable location selection for showroom 

Even though the Alza.cz is primarily focused on selling the goods online, part of its 

strategy also involves a representative physical showroom where the top selling 

products are displayed and customers are more than welcome to come over, try the 

products by themselves, order them and take them away right on the spot. As mentioned 

above, the most suitable city for such a showroom is considered as Warsaw, due to its 
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amount of inhabitants and its suitable location within Poland from a geographical point 

of view. The location should be easily accesible by walk or by a car, eventually by a 

public transportation as well, capable of accomodation of as many customers as 

possible. 

Recruiting of new employees 

As mentioned in chapter 3.3., to secure flawless launch of the subsidiary, recruiting of 

at least 70 new employees will be needed already before the company start doing its 

business activity. Throughout the first two years, some other employees will need to be 

recruited, depending on the sales figures of the company. 

Creation and enlargement of a customer base 

Absoultely vital goal is to create and systematically enlarge the base of the customers in 

Poland, which might be very difficult task for an organization, which is for vast 

majority of population completely unknown. More detailed recommendations how to 

achieve this goal is presented in Chapter 3.2. 

Opening of the subsidiary before Christmas 

The timing of the expansion may be crucial in order to succesfully enter to the foreign 

market. Author finds the best possible time for an entry the period before Christmas 

time, as the demand in this period, especially for the electronics retailers, is noticably 

higher in comparison with the rest of the year. 

Creation of pick up location network 

As mentioned above, the only premise owned by Alza.cz in Poland will initially be the 

showroom with its own warehouse. However, within a two years tops, author expects 

the demand for company's products be high enough, so company could build its own 

network of pickup locations around the Poland. The plan of the network developement 

is further mentioned in Chapter 3.2.  
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3.2 4P marketing mix  

Product 

Regarding the range of the offered products in Alza.cz subsidiary in Poland, author 

recommends to begin with the category of products which were the source of 

organization's enormous success in Czech Republic and Slovakia, specifically 

electronics and IT hardware. It should also include its Media section into the initial as 

well (electronic books, music, moovies etc.), as those products do not need to be stored 

physically in the warehouse but only electronically on the server. As the sales are 

expected to grow especially in time period of the first several years of the presence on 

the market, Polish subsidiary should implement more products into its offer through its 

consecutive development such as household equipment, sports equipment etc. 

After a selecting of an option on a website to display all goods, the goods available form 

the Prague and Bratislava warehouses will be displayed as well and Polish customers 

will be welcome to order them. However, the delivery time will have to be extended for 

such purchases as it will not be possible to move the goods for example from Bratislava 

to nother part of Poland within 24 hours. 

Price 

Douglas and Craig (1995) identify one of the market entry strategies as confrontation 

strategy. It is widely used on highly competitive markets with several big players, in 

order to take over market leadership or strengthen own position on a market. The most 

common way of confrontation is by cutting prices.  

As mentioned in Chapter 2.3., Alza.cz is able to sell electronics with 5% margin, which 

is considered as a high number. For a first two months of its activity on Polish market, 

author recommends to cut margin on electronics down to 2%, in order to offer lower 

prices than competitors and therefore penetrate into the minds of public. Low prices will 

be seen especially at price comparison sites, as well as they will be mentioned in all 

broadcasted commercials.  
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Place 

All the goods available for purchase will be displayed on the organization's websites, so 

customers could easily and comfortably order them online from their personal electronic 

devices. The top selling items will also be displayed in the showrom in Warsaw. The 

rest of the goods not dispayed in the showroom will be stocked in the warehouse nearby 

so customers could pick them right on the spot, in case they want to do so. All delivery 

services will be outsourced at the beginning of entry. Initially the showroom with 

warehouse will be the only premise owned by Alza.cz in Poland. Yet with growing 

awareness of the Polish inhabitants of the organization, sales, amount of customers and 

number of orders are expected to grow significantly. Therefore, after some time, the 

network of strategically allocated pick up locations is expected to be built especially in 

large regional cities to allow faster and cheaper product delivery towards a customer. 

Eventually, the delivery proceess in Warsaw may be further supported by a creation of 

network of AlzaBox cases, Alzadrive service or eventually by another showroom and 

warehouse. 

Some southern parts of Poland, which are much closer to Prague or Brtislava than to 

Warsaw will also be supported by a delivery service from the Czech and Slovak 

warehouses. This could eventually save some expenditures on delivery services and 

make the delivery process faster.  

Promotion 

Initial marketing strategy will start approximately two months before the actual start of 

the business in Poland. It will consist from the TV commercials announcing 

organization's entry to the market. Furthermore, billboards in large cities, with the 

largest density in Warsaw will draw attention to company's planned entry as well. The 

internet banners commercials located on websites with high attendance will also be 

used, in order to approach as many people as possible. Moreover, internet banner 

commercials will ensure that the right segment of customers will be aproached, as target 

segment of the online retailers are internet users. Both subsidiaries that Alza.cz 

currently has (Czech Republic and Slovakia) has the same mascot. The mascot is called 

"The Alien Alza" and its success might lie in its unforgettable, sometimes even 
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annoying voice, with which he announces organization's current discount events and 

convinces people to purchase Alza.cz products in TV commercials. This Alien had 

enormous success in Czech Republic (possibly due to its unforgetable irritating voice) 

and is one of the key elements of organization’s accomplishment. Therefore, Alza.cz 

Polish subsidiary will have the same mascot as well. 

After the actual entry of the company to the Polish market, the online commercial 

banners, TV commercials and banners in Warsaw public transortation vehicles will be 

displayed to draw the attention of the public to the currently discounted products.  

3.3 Space, personnel and technological plan 

Showroom area layout 

Author recommends to stick to the already successful model of the showroom which 

works reliabely in both Prague and Bratislava. The Figure 14 presents a simplified map 

of the showroom in Prague. The green part of the map highlights areas meant for 

presentation of the goods. In upper left corner, there are also cash desks and payboxes. 

Payboxes are meant for paying for the goods as well as the cash desks. However they 

work autmatically so there is no employee needed and company may save some money 

this way. There is also a little office for a customers who wishes to pay for the goods  

in form of instalments. After the customers pay for the goods, they need to go to the 

delivery of goods department to pick up purchased products, which arrives there right 

from the neighbouring warehouse. Alza.cz recently implemented a Caffebar into its 

warehouse which may get the company some positive points in customer's eyes as well.  
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Figure 14: Alza.cz showroom layout (Alza.cz, 2014b) 

 

The only feature of the showroom the author was not certain about to implement in the 

Alza.cz Polish subsidiary is quite a long distance between the cash desks and delivery of 

goods department, which every customer who wants to make a purchase needs to walk. 

This feature was most probably designed in order to make customer to walk through the 

entire showroom one more time so they could maybe start to think about their next 

purchase, when seeing all the displayed goods. As this feature appears to be working, 

author eventually decided to implement it as well. 

Staffing strategy 

For an initial part of the Alza.cz presence on the Polish market, author recommends to 

hire at least 70 empoyees to secure flawless functioning of the subsidiary. The amount 

of employees for each position is listed in a Table 9. The table is further divided into 

two parts, which one of them presents positions working in a two shift schedule and the 

other a one shift schedule. The amount of employees is also expected to be temporarily 

raised due to seasonal reasons as Christmas.  
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Table 9: Initial staffing strategy plan 

Two shift schedule (12 hours a day, Monday - Sunday) 

Position Amount Monthly salary / 
person (€) 

Monthly costs / 
position (€) 

Warehouse staff 12 590 7080 
Delivery of goods dep. 4 590 2360 
Showroom specialist 16 684,4 10950,4 
Cash desk employees 4 649 2596 
Instalment payments worker 4 708 2832 
IT specialist 4 1062 4248 
Call centre employee 10 649 6490 
Shift manager 2 826 1652 
Coffee-bar employee 2 590 1180 

One shift schedule (8 hours a day, Monday - Friday) 

Position Amount Monthly salary / 
person (€) 

Monthly costs / 
position (€) 

Subsidiary manager 1 1770 1770 
Purchase manager 1 1062 1062 
Recruitment manager 2 944 1888 
Marketing manager 2 1180 2360 
Accountants 6 826 4956 
Total for subsidiary 70   € 51 424,40 

 

The amount of employees suggested in the draft above serve only as a solution for the 

initial launch of a business in a country. As the customer base and sales are expected to 

grow, more employees will be needed for almost all positions. Therefore, company's 

premises need to be designed in a way so it would be able and ready to accomodate 

more employees than the initial amount is. 

Technological background 

The reason for a small amount of IT workers in a subsidiary is that all technical issues 

connected with the functionality will be initially outsourced to Prague. If any technical 

problem appears, the technics will communicate directly with IT specialists in Czech 

Republic, in case they will not be able to solve the issue themselves. 
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Another initially outsourced service will be the delivery of goods itself. The network of 

own pick up locations, Alzaboxes or eventually own delivery service is planned when 

large volume of sales will occur. 

3.4 Project realization schedule 

The chapter below offers a simplified schedule which briefly describes some necessary 

steps which need to be undertaken in order to be able to launch the business before 

Christmas 2015. 

May 2015 

 Putting together a team of employees who will be responsible for the all acts 

undertaken considering this project. 

 Start of looking for a Polish subsidiary manager, who will be in cherge of the 

branch once the business will be launched. 

June 2015 

 Registrating the new subsidiary at the Polish National Court to get the REGON, 

NIP and ZUS number needed to run a company in Poland. 

 Start of looking for the most suitable location for a showroom and warehouse. 

July - August 2015 

 Contacting of the suppliers of the electronics and IT hardware and software 

 Finalization of the selection of the most feasible location for the showroom. 

 Beginning of the recruitment process of the future employees. 

 Start of the construction works on the new showroom. 

September 2015 

 Start of the marketing campaign in form of the commercials announcing 

organization's entrance to the market. 

 Continuing progress on the recruitment of the new employees and construction 

works on the new showroom. 
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 Contacting providers of price comparison websites to secure the cooperation 

beginning 1st of November 2015. 

October 2015 

 Finalzation of both recruitment process and construction works, filling up the 

warehouse with inventories and preparation of a company for a ceremonial 

opening on the 1st of November 2015. 

3.5 Cash budget for the first year of the presence on the market 

Table 10 offers a simplified view on the cash budget initially needed for the entry on the 

Polish market. 

Table 10: Polish market entrance budget 

Project budget (in thousands €) 
Costs: Q3 2015 Q4 2015 Q1 2016 Q2 2016 
Salaries 50 200 170 180 
Purchase of goods 0 50000 14856,1 30420,9 
Construction works 2000 3500 100 100 
Energies 30 40 50 60 
Company establishment fee 10 0 0 0 
Price comparison websites fee 0 15,6 19,7 40,4 
Technologies 0 100 100 100 
Delivery service outsourcing 0 1000 1000 1500 
Travelling 45 15 15 15 
Marketing 700 1500 1000 1000 
TOTAL COSTS 2835,0 56370,6 17310,8 33416,3 
Revenues: Q3 2015 Q4 2015 Q1 2016 Q2 2016 
Revenues from selling products 0 12350 15638 32022 
Revenues from selling services 0 111,15 140,742 288,198 
TOTAL REVENUES 0 12461,15 15778,74 32310,2 
GROSS PROFIT -2835,0 -43909,4 -1532,1 -1106,1 

 

The enormous negative figure, which may be seen as a resulf of fourth quartal of 2015 

is caused by a necessity to fill the warehouse of the organization with inventories. 

Therefore, it could rather be seen as an necessary investment into sellable goods. 
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As seen in a Table 10, the gross profit after a year of company's presence on a market is 

still negative. The first quartal of a year where company is expected to be in a green 

numbers is Q4 of 2016, when the overcoming of 2% market share barrier is expected as 

well. The fact, that Christmas is part of Q4 helps the company to get into the green 

numbers as well, since retailers experience dramatical growth of sales at this time of a 

year. The return of the investment (construction of the showroom; € 5,5 mil.) is 

expected on six years. However, company plans to invest durring those six years into 

building of a pick-up location network, eventually Alzaboxes or its own delivery 

service, which will certainly extend the return period of this project. 

Financial resources 

The project will be partially financed from the retained earnings the Alza.cz currently 

has and partially from a bank loan (50/50). 

3.6 Project risks 

Internal risks of the project 

 Late opening of the showroom, for example in January 2016 may cause certain 

complications, especially with taking into consideration the necessity of building 

steady customer base. It would be much more convenient to enter the market 

before Christmas when retailer's sales rapidly grow. 

 Outsourcing of the delivery services might cause a problem with delivering the 

goods to customers on time. However, establishing of own delivery service 

would be too costly for a start. 

 Outsourcing of the IT supprot to the Czech subsidiary is another risk of the 

project. It may cause difficulties especially when unexpected situations occur.  

 Enormous investment into the inventories is another risk, which causes tying up 

a large amount of money into stocked goods. 

External risks of the project 

 Large amount of copetitors is a risk which can not be ignored. 
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Internal risks minimizations arrangements 

 There has to be a detailed research of possible locations for the new showroom. 

The selection of the most suitable spot has to be done on time so the 

construction works could begin as soon as possible. 

 The selection process of the most suitable delivery services must be as detailed 

as possible. Alza.cz could approach Polish subsidiaries of the companies which 

it already cooperates and is satisfied in Czech Republic and Slovakia. 

 In case there would be some repeated technical issues and the communication 

between Prague and Warsaw would not go well, small IT centre could be also 

established as well to prevent major technical failures. 

 There is no way how to minimize the risk of tying up a lot of cash in inventories. 

If the money invested into inventories were lower, it could happen that the 

warehouse runs out of the goods customers want to purchase. This risk is a 

burden which every organization needs to carry in order to deliver the goods to a 

customers on time. 

External risks minimizaton arrangements 

 When entering a highly competitive market like this one, the only possible way 

how to deal with the competition is aggresive marketing strategy, initial cost 

reductions and providing of added value to the purchese. This startegy would 

enable to acquire a customer base and basic minimal market share, which is a 

good for a company towards future development on given market.  

3.7 Other recommendations 

Author recommends especially larger engagement of local responsiveness into overall 

strategic plan. Even though the essential portfolio of products, offered by Alza.cz does 

not require significant local responsive strategy, the same thing cannot be said about the 

name of the company. Polish public will more likely buy electronics at Polish retailer, 

rather than Czech. Therefore, Polish subsidiary should have Polish name. Author finds 

the best option as Alza.pl. As mentioned in chapter 2.1., Alza.cz recently started to offer 

electronic books, music and movies on its websites. In order to increase its local 
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responsiveness even more, it should include Polish books, music and movies into its 

offer within the frame of Alza.pl subsidiary.  

As mentioned in Chapter 2.5., Alza.cz is perceived as key regional partner for a popular 

mobile and PC manufacturer, Apple Corporation. The showroom of Alza.pl in Warsaw 

would be able to attract noticeably more customers, if Alza.cz managed to open an 

Apple shop in it, as it did in summer 2014 in Prague.  

The company should also start to cooperate with Polish price comparison sites, as it is 

mentioned as one of the business’s key success factor. Those sites are used by customer 

in more than 80% of computer purchases online. Therefore, participation on those sites 

is from electronics e-retailer point of view a necessity. The author recommends to start 

cooperate with the four biggest price comparison websites Ceneo.pl, Nokaut.pl, 

Okazje.info and Skapiec.pl.  
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Conclusion 

The aim and the intention of the thesis was to propose a feasible marketing strategy for 

a Czech online retailer Alza.cz when expanding into the foreign country, specifically 

into Poland. After elaborating of all relevant analysis, the suitable market entry strategy 

proposal was developed and presented in Chapter 3. The analysis presented in  

Chapter 2 only supported author's original feeling that Poland might be a suitable 

candidate for an foreign expansion, which was prooved by findings about stable 

political situation, growing economy or large voume of potential customers. National 

culture comparison confirmed very small cultural differences between inhabitants of 

both countries. The low propensity of Poles to save money towards future is only 

another supportive factor for the expansion. At the same time, the internal analysis 

showed Alza.cz as an organization, which is ready to penetrate into antoher Central 

European market, after Czech Republic and Slovakia, especially due to its long lasting 

experience, professionally handeled logistics and fast and comfortable customer 

shopping experience. The cash budget presented in Chapter 3.5 outlines, that with stable 

market share growth supported by aggresive marketing campaign, the company could 

get into green numbers after a one year presence on the market. The return of the 

investment could take around six years, depending on the further development of the 

situation on the market.  The only feature which will Alza.cz lack at the beginning of its 

Polish journey will be the loyal base of customers, due to the unknown brand among 

Polish public. However, Chapter 3 encompasses several suggestions how the customers, 

and at the same time market share percentage points could be gained faster. As 

presented in Figure 10, Polish online retail market has only one major player. This 

could be a fact leading to a conclusion that there is a space for another major player, as 

other minor players most probably do not offer similar additional value as Alza.cz or 

Komputronik. At the end, author finds the organization to have all necessary 

presumptions to become that player. 

Alza.cz is a professional in its industry, which can be proved by either constantly 

growing turnover by 20-30% every year or by the fact that organization’s strengths 

more or less matches the key success factors desired in online retailing. As company is 

a sovereign leader on its domestic market with over 14% of market share from entire  
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e-commerce market value in Czech Reublic, author finds foreign expansion as another 

logical step towards organization’s further development. 
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