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Abstrakt  

  

V diplomové práci je představena strategie vstupu na geograficky nový trh pro nedávno 

založenou společnost. Misí společnosti je skrze ukázky pražení kávy, ochutnávky kávy 

přiblížit svět kávy, a zároveň poskytnout zákazníkům kvalitní čerstvě upraženou kávu. 

Cílem práce je na základě kritické analýzy nového trhu navrhnout strategii na jeho 

vstup. Diplomová práce obsahuje teoretické poznatky, analýzu vnějšího a vnitřního 

prostředí (Porterovu analýzu pěti sil, PEST analýzu, SWOT analýzu a marketingový 

výzkum) a návrhy řešení.  

 

 

Abstract  

  

In the master's thesis a strategy of entering to geographically new market for recently 

established company is presented. Company's mission is to increase awareness about 

coffee world through demonstration of coffee roasting, coffee cupping and at the same 

time, provide customers with freshly roasted good quality coffee. The objective of the 

thesis is on the basis of new market critical analysis to propose the strategy for its 

entering. The text contains: external and internal analysis of the environment (Porter's 

Five Forces analysis, PEST analysis, SWOT analysis and marketing research) and 

proposals.  

 

 

Klíčová slova: strategie, marketing, marketingový mix, marketingový výzkum, analýza, 

malý podnik, pražírna kávy, analýza současné situace,  

 

 

Key words: strategy, marketing, marketing mix, marketing research, analysis, small 

enterprise, coffee roasting,  current state analysis 
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1  Introduction 
 

What drives people forward is motivation (desire for success) or coffee – a cup of good 

coffee. In the best case, both: motivation and coffee. Every person needs something that 

will keep him or her awake. Nevertheless, as the world is growing due to globalization – 

economies and world are becoming more interconnected, the number of competitors 

increases and chances of success are diminishing. In other words, to succeed in today´s 

fast-moving world is much more complicated. For that reason, any company needs a 

strategy that will help to achieve its goals. Therefore, the objective of this master thesis 

is on the basis of new market critical analysis to propose the strategy for its entering.   

 

Strategy is based on company's mission and vision. Company´s mission is to increase 

awareness about coffee world through demonstation of coffee roasting, coffee cupping 

and at the same time, providing customers with freshly roasted good quality coffee.  

Moreoever, before an appropriate strategy can be proposed it is important to analyze 

internal and external environment of the company and its competitors.   

 

Therefore, this master thesis contains three main parts: theorethical background, current 

state analysis and proposals.  
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2 Aim of the Thesis, Objectives and Methodology 
 

The preparation of this master thesis was preceded by a marketing research with the 

purpose to find out whether people (future potential customers) would be interested in 

seeing and experimenting coffee roasting and coffee tasting. Since the results of this 

marketing research were optimistic the company was established. Moreover, collected 

results of this marketing survey are mentioned in the analytical part and used for further 

recommendations.  

Therefore, the aims of this master thesis are  

 Analyse current situation of the chosen market and important factors that 

can affect this strategy. Analysis of micro and macro environment is crucial to 

companies that want to enter a new market. 

 On the basis of new market critical analysis to propose the strategy for it’s 

entering. Simply said, critically analyse geographically new market and propose 

a strategy for its entry. 

 

The thesis starts with the introduction that is focused on the theoretical background and 

tools necessary for creation of entry strategy to new market, which provides the basic 

knowledge for the processing of other parts.  

Following parts contain analyses, especially:   

 PEST analysis of the Czech macro business environment (political-legal, 

economical, social and technological) 

 Porter's five forces analysis – analysis of competitive environment (suppliers, 

customers, new entrants and competitors, substitutes) 

 SWOT analysis that presents internal factors (strengths and weaknesses) and 

external factors (opportunities and threats). 

 

The results from these analyses give an overview of benefits that the company can take 

advantage of in case of strategy implementation and disadvantages and problems that 

can affect the whole process of formulation and implementation of strategy. 
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The third part of the master thesis is a proposal of market entry strategy. At the 

beginning, the selection of new market area is explained. The information that could 

influence the choice of place is also considered, especially the placement of 

competitors. Moreover, chosen customer segments that the company has the ability to 

focus on and suitable marketing mix is designed. Proposal also contains an initial costs, 

harmonogram and risk assessment. Entire master thesis is concluded by the overall 

summary. 

 

Methodology applied in this master thesis includes primary data obtained in marketing 

research. Secondary data obtained from European Commission publications, World 

Bank publications and others information and data from relevant analytical literature.  
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3 Theoretical background  

3.1. Small enterprises 

3.1.1. Definition of small enterprises  

First of all, it is important to mention, that there are various definition of small or 

medium sized enterprise and criteria for defining the size of a business differs from 

country to country.  Therefore, European Commission recommends the classification of 

the enterprises (96/280/EC: Commission Recommendation of 3 April 1996 concerning 

the definition of small and medium-sized enterprises) that divides the enterprises 

according to following factors: number of employees, turnover and balance sheet.  

 

Table 1: Classification of the enterprises   

Company 

category: 

Number of 

employees: 

Turnover: Balance sheet: 

Micro-enterprise up to < 10 

employees 
≤ € 2 million ≤ € 2 million 

Small-enterprise up to < 50 

employees 
≤ € 10 million ≤ € 10 million 

Medium-sized 

enterprise 

up to < 250 

employees 
≤ € 50 million ≤ € 43 million 

Source: 96/280/EC: Commission Recommendation 

 

The European Commission defines SME as: "the category of micro, small and medium-

sized enterprises (SMEs) is made up of enterprises which employ fewer than 250 

persons and which have an annual turnover not exceeding 50 million euro, and an 

annual balance sheet total not exceeding 43 million euro." 

 

According to Bolton Committee (1971) small enterprises are characterized by three 

central three criteria: 1) they are independent, 2) have simple management structure and 

are managed in personalised manner, 3) have relatively small share on the market. 

3.1.2. The importance of small enterprises  

The importance of small and medium sized enterprises can be seen in economic and 

social sphere. As they contribute to the creation of work places. They also allow 

fulfilling one of the fundamental democratic freedoms - the free use of citizens as 

entrepreneurs, the independent realization in the productivity process. Small businesses 
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typically represent local capital and are tied to the region; moreover, they often 

contribute to city urbanization (Veber and Srpová, 2008). 

3.1.3. Advantages and disadvantages of small enterprises  

Advantages  

Advantages or key success factors include the ability of an enterprise to seute the 

opportunities, flexibility, quality and speed of management decision-making and also 

modern business methods (Koráb and Mihalisko, 2005). 

As other advantages of small enterprises Malach (2005) mentions: ability to seize the 

opportunity, flexible response to market fluctuations that are possible due to the absence 

of large investment assets, which make it more difficult for the companies to change 

their subject of line of business or production program.  The speed of business decisions 

is conditioned by a narrow range of owners and their participation in executive 

management. Innovative creativity is a precondition for the survival of small businesses, 

as a rule there is more room for individual creativity. Moreover, Malach (2005) also 

mentions the creation of new job opportunities due to lower job-creation costs or the 

creation of business by redundant workers in large enterprises. Last but not least, the 

advantage of small enterprises is their resilience to the economic recession due to their 

flexibility and the possibility of taking advantage of opportunities that are released by 

bigger enterprises as a result of low profitability (Malach, 2005). 

Disadvantages  

On the other hand, small enterprises have also disadvantages when comparing them 

with large companies. According to Burns (2011) small enterprises have undoubtedly 

less financial strength in the form of worse availability of credit resources for the 

establishment of the enterprise itself or its other innovative intentions. This is linked to 

limited advertising advertising resources make it more difficult to influence potential 

future customers. Small enterprises have also limited opportunities in terms of gaining 

benefits from the scale of production due to smaller orders and worse chances to obtain 

discounts or favourable delivery conditions. Limited employment opportunities for 

management and management professionals place high demands on the intensity of 

work in small businesses in the coexistence of less favourable working conditions 

compared to large corporations. The success of small enterprises often depends on the 
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knowledge, skills and engagement of the entrepreneur himself, and is often dependent 

on finding loyal, flexible workers with a sense of responsibility and self-commitment 

(Burns, 2001).  
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3.2. Strategy, Strategic planning, Strategic management 

3.2.1. Strategy 

Every company should strive to actively influence its environment in order to 

effectively function. In order to do so, companies choose strategies to make the best 

possible effort to achieve their goals. There are various definitions of strategy. 

According to Mintzberg 1978) the: "Strategy is a broad agenda for identifying and 

achieving the goals of the organization and its implementation tools." 

Moreover, Mintzberg et al. (2001) state that there are five types of strategy  

 intended - result of a deliberate planning process 

 deliberate - where the intended plans have been put into action 

 unrealised - not all plans are implemented 

 emergent - created by force of circumstance 

 realised - the final strategy results from a balance of forces of the other types of 

strategy 

 

 Henderson (1981) states that: "Strategy depends upon the ability to foresee future 

consequences of present initiatives." According to Henderson (1981) strategy is 

valuable due to: "finite resources, uncertainty about an adversary's capability and 

intentions; the irreversible commitment of resources; necessity of coordinating action 

over time and distance; uncertainty about control of the initiative; and the nature of 

adversaries' mutual perceptions of each other."
  

 

Chandler (1990) states that: "Strategy can be defined as the determination of the basic 

long-term goals and objectives of an enterprise and the adoption of courses of action 

and the allocation of resources necessary for carrying out these goals."
 

 

Michael Porter (1980) defined strategy as the "...broad formula for how a business is 

going to compete, what its goals should be, and what policies will be needed to carry 

out those goals" and the "...combination of the ends (goals) for which the firm is striving 

and the means (policies) by which it is seeking to get there."  

 

https://en.wikipedia.org/wiki/Alfred_D._Chandler,_Jr.
https://en.wikipedia.org/wiki/Michael_Porter
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However, it is important to say that strategy of a company is defined by mission and the 

vision of the company. Mission defines purpose of  the company´s existence, main idea 

of the company or what is the company about and what it stands for. Whereas, vision is 

a picture of the future such as where a company wants to be in five years. Drucker says 

that: "mission statement focuses organization on action, it defines the specifc strategies 

needed to attain the crucial goals", moreover, Hesselbein adds that: "mission is the 

guiding star" (Dym et al., 2011). 

3.2.2. Strategic planning  

Strategic planning is defined as "deliberate, active formulation of goals and choice of 

tools for their realization in a thoughtful, active influence of their surroundings" (Kotler 

and Keller, 2007).  

Goals show what does the company want to achieve and strategy is a game plan 

showing how to get to it. Each company has to work towards achieving its goals, and 

therefore, each company needs a strategy and a plan in order to to achieve these goals.  

A strategic plan is designed for a long-term horizon (over 5 years) (Marinič, 2008). 

Strategic planning does not just react to the current situation, more likely, it actively 

formulates the goals and mission of the company in the future (Šimberová, 2009). 

According to Kotler and Keller (2007), the strategic planning process consists of the 

following steps: 

 definition of mission 

 analysis of internal and external environment 

 formulation of  goals 

 strategy formulation 

 program formulation  

 implementation 

 feedback and control 

3.2.3. Strategic management 

Strategic management focuses on a long-term direction of the company, and thus it 

predicts the opportunities and threats that companies may face in the future. The main 

aim of strategic management is a formulation of strategy and its implementation, as well 

as formulation of objectives and their observance. Moreover, strategic management 
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should regularly evaluate external environment of the company (behaviour of 

customers, suppliers and competitors) as well as internal environment (employees, 

products and their quality, etc.).  

Strategic management is never-ending continuous process with ongoing activities and 

ever-recurring successive steps (from the formulation of the mission till the selection 

and implementation of an appropriate strategy) (Keřkovský and Drdla, 2003).  

 

 Successful strategic management should provide answers to the following questions: 

 How to achieve the goals? 

 What market to concentrate on? 

 What products to produce? 

 How to achieve competitive benefits? 

 How to invest in business resources? 

 

There are many approaches of strategic management in the literature, however, it still 

depends on the entrepreneur or on the company and to what extent he / she will engage 

in strategic management and how successful he / she will be in his / her strategic 

decision making (Keřkovský and Drdla, 2003). 
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3.3. Marketing 

Even though, marketing is, used widely all over the world, it is hard to define the term 

marketing in one definition, therefore, there are various definitions by various authors 

which can be seen bellow. 

 

Well-known definition is Kotler's definition (1997): "Marketing is a social process in 

which individuals and groups acquire what they want and need, through the creation, 

offer and exchange of valuable products and services by others." 

 

Another well-known definition is Drucker's definition (2002): "The goal of marketing is 

to know the customer needs so perfectly that product designed for him or her sell 

themselves. Ideal marketing must ensure that the customer is fully prepared to buy the 

product." 

 

Moreover, Kotler (1997) defines marketing as "the science and art of exploring, 

creating, and delivering value to satisfy the needs of a target market at a 

profit.  Marketing identifies unfulfilled needs and desires. It defines measures and 

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

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

appropriate products and services." 

 

According to the American Marketing Association (AMA) Board of Directors, 

"Marketing is the activity, set of institutions, and processes for creating, 

communicating, delivering, and exchanging offerings that have value for 

customers,clients, partners, and society at large." 

 

 

 

 

 

 

 

http://www.marketingpower.com/AboutAMA/Pages/DefinitionofMarketing.aspx
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3.4. Marketing strategies 

There are various types of strategies, however, two well-known and widely used types 

are: product-market strategy (Ansoff matrix) and competitive strategy (Porter generic 

marketing strategies). 

3.4.1. Ansoff matrix  

According to Ansoff four marketing growth strategies exist: market penetration, market 

development, product development and diversification.  

 

 

Figure 1: Ansoff matrix 
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Market penetration 

Company tries to increase its market share using existing products or services in 

existing markets. The risk involved in market penetration is the least as products or 

services are already well known on the existing market. Market penetration can be done 

through: 

 promotional methods 

 price decrease 

 distribution support 

 increase of promotion 

 acquisition of competitor  

 increased sales 

 customer motivation 

 incentives for repeated purchases 

 distraction from competitors (ansoffmatrix.com) 
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Market development 

Company tries to expand into new markets (geographically). Market development is 

usually done  after further market segmentation which helps to identify new customer 

segment. Market development can be done through: 

 new geographical markets 

 new distribution channels 

 new packing of products 

 price decrease (ansoffmatrix.com). 

 

Product development 

Company introduces new product or service into existing market. Product development 

is usually done through: 

 modification of existing product or service 

 extension of product range 

 increased quality  

 new presentation 

 price decrease (ansoffmatrix.com). 

 

Diversification 

Company tries to increase its market share using new products or services in new 

markets at the same time. The risk involved in diversification is the highest as products 

or services and markets are unknown. Therefore, some problems might occur 

throughout the process, moreover, characteristics of market are also unknown 

(ansoffmatrix.com).  
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3.4.2. Porter generic marketing strategies  

Whereas, Porter (1998) mentions generic marketing strategies (differentation, overal 

cost leadership, focus) that express what position company wants to have against its 

competitors.  

 

Figure 2: Porters generic strategies 
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Overall cost leadership requires a high relative market share or other advantages such 

as access to raw materials in order to supply major groups of customers and build 

volume. It often requires heavy capital investment at the beginning. On the other hand, 

cost leadership strategy protects company against competitors thanks to the fact that the 

company can still earn returns after its competitors have spent their profits through 

rivalry. Moreover, cost leadership defends company against powerful buyers as they 

cannot drive down prices to the level of the most efficient competitor. Furthermore, cost 

leadership protects company also against powerful suppliers as company is more 

flexible while dealing with increasing input costs. Overall low cost position places the 

company in a favourable position.  Simply said, low cost position is when the company 

has lower costs than its competitors (mainly due to economies of scale, reduction of 

promotion, service or distribution, investing in more efficient equipment, etc.) and may 

reduce the price of the offered products, thus gaining a larger share of the market 

(Porter, 1998) 

 

Differentiation means creation of something unique industrywide. Differentiation can 

be done through design or brand image, features, technology, customer service or dealer 

network. Differentiation also protects company against competitors as it ensures 

customer brand loyalty which results in the company not being so vulnerable in case of 

prices. Moreover, customer loyalty and uniqueness of the product or service creates 

entry barriers for competitors. On the other hand, differentiation can prevent the 

company from gaining a high market share. Simply said, differentiation is an effort to 

maximize product differentiation in any way (ancillary services, higher quality, a well-

known area branding, unique design) which can be more costly (Porter, 1998). 

 

Focus means focusing on a particular buyer group, product line or geographic market. 

Prerequisite of focus strategy is the fact that a company is able to serve narrow target or 

specific part of target market more efficiently or effectively than its competitors who are 

competing more broadly. As a result, the company achieves lower costs in serving 

specific target market or differentiation due to better fulfilment of customer needs. In 

other words, company can focus on a small segment on the market that is not secured by 

the competition (so-called microsegment or market niche) (Porter, 1998).  
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3.5. Marketing planning process 

The basic points of the marketing planning process are: situational analysis, marketing 

goals and marketing plan. 

 

3.5.1. Situational analysis 

A situational analysis is suitable for analysing the internal and external factors that 

influence the current situation of the company. "Situational analysis is very important 

part of the strategy, as it enables management to realize the current situation, the 

company's prerequisites for success, specify what management should concentrate on 

nowadays and in the future and direction of the company in the future" 

(www.strateg.cz). The analysis takes into account both past and present state of the 

company. Results of analysis help to determine future market position (Sýkorová et al., 

2004). Moreover, information and results obtained through situational analysis are 

significant and important for preparation of the marketing plan (Sýkorová et al., 2004). 

3.5.2. Marketing objectives 

Marketing objectives are essential part of marketing plan as they determine what is the 

company trying to achieve and at what time, whether, it was successful (Sýkorová et al., 

2004). Moreover, defined marketing objectives are crucial for every strategy as strategy 

is based on these goals. Bovée and Thill (1992) add that goals come from mission and 

vision of the company. According to Doran (1981) marketing objectives should be set 

according to SMART criteria: 

 S – Specific 

 M – Measurable 

 A – Achievable 

 R – Realistic 

 T –Time-based 
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3.5.3.  Marketing plan 

Marketing plan is a document that helps the company to achieve its overall strategic 

objectives. Marketing plan should be strategic and updated, whenever the objectives of 

the company change (Sýkorová et al., 2004). 

According to Armstrong and Kotler (2004) the main aims of marketing plan are: 

 overview of main goals 

 determination of the markets at which the company will focus,, unless specified 

in the business plan 

 specification of goals that company wants to achieve on a certain market at a 

certain time 

 establishment of optimal strategy for achieving these goals and its specification 

towards competitors 

 budget preparation  

 harmonogram of implementation  
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3.6. Marketing mix 

Kotler and Armstrong (2004) define marketing mix as: "combination of tactical 

marketing tools – product, price, distribution and communication policy that allow a 

business to tailor to its offer to the needs of customers in the target market." Simply 

said, this definition is based on 4P (product, price, place and promotion). In other 

words, it consists of everything the firm can do to influence the demand for its product 

(Kotler and Armstrong, 2004). Which Kotler (1997) confirms by stating that: 

"marketing mix is the set of controllable variables that the firm can use to influence 

buyer's response." 

 

3.6.1. Product 

The product is anything that can be offered to the market for purchase, use or 

consumption and what can satisfy any need or desire. It includes physical subjects, 

services, people, places, organizations and thoughts (Kotler and Armstrong, 2004). 

 

3.6.2. Price  

Price is the amount of money required for a product or service, or the sum of the 

amounts that customers exchange for the benefit of ownership or use of the product or 

service (Kotler and Armstrong, 2004). 

 

3.6.3. Promotion 

Promotion can be described as the way and form used in order to provide product 

information, especially its merits, and with the aim to convince the buyer to purchase. 

Promotion can be done through various forms of advertising, through sales promotion, 

direct sales, PR, sponsorship etc. (Kotler and Armstrong, 2004). 

 

3.6.4. Place 

Place as part of a marketing mix means placing the merchandise on the market. 

Therefore, all activities of the company make the product or service available to 

customers. Every business entity implements its distribution policy (Kotler and 

Armstrong, 2004). 
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3.7. Marketing research 

In order to find out and understand the needs and requirements of customers  it is useful 

to conduct a marketing research. American Marketing Association (AMA) defines 

marketing research as "the process or set of processes that links the producers, 

customers, and end users to the marketer through information used to identify and 

define marketing opportunities and problems; generate, refine, and evaluate marketing 

actions; monitor marketing performance; and improve understanding of marketing as a 

process" (www.ama.org).  

According to Srpová and Řehoř (2010) marketing research is a specific source of 

information. It's self-contained marketing activity that is focused on collecting, 

processing and providing data associated with a particular market, product, consumer or 

problem.   

 

3.7.1. Primary research 

Primary research means information collected for specific purpose and needs of the 

research. 

 

Basic approaches to marketing research:  

Quantitative Research is looking for an extensive set of data and is implemented by 

basic techniques such as interviews (questionnaires, polls), personal interviews 

(interviews, group interviews), observation and experiment. This research includes a 

large number of respondents (Kotler et al., 2007).  

 

Qualitative research tries to get detailed and exhaustive information through 

individual in-depth interviews or group interviews (Foret and Stávková, 2003). There 

is a small number of respondents and certain hypothesis is created (Kotler et al., 2007). 

 

3.7.2. Secondary research  

Secondary information has been previously identified for another purpose and  is still 

available for new research. If there are enough sources that can be used in case of new 

research then there is no need to do the do new research. The advantage of  secondary 

data is that it is  obtained faster and  less costly than the primary research. Conversely, 

as a disadvantage can be mentioned a structure or different technique for data collection 
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(Kozel, 2006). Moreover, in case of secondary data the researcher must carefully 

evaluate them and make sure that they are relevant, accurate, up-to-date and objective. 

Secondary data represents a good starting point for research and often helps to define 

the problem and research objectives. In most cases, however, the company must also get 

primary data (Kotler et al., 2007).   

 

Process of marketing research consists of several steps where the first step is to set a 

goal and last but not least processing and especially presentating the research outputs. 

Moreover, marketing research can be divided into two stages: preparation and 

implementation (Foret and Stávková, 2003). 
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3.8. Segmentation, Targeting, Positioning 

3.8.1. Segmentation 

Market segmentation is a process of dividing a market into segments of customers. Each 

market can be broken down into segments, but not every segmentation of a market is 

expedient. The market segment is a group of consumers who respond in a similar way 

of used marketing tools. Markets are made up of buyers who are divided into one or 

more groups according to their requirements, resources, place and shopping habits. 

Thanks to segmentation, companies have the ability to divide an inhomogeneous, large-

scale market into small groups (segments) that can be more easily comprehensible by 

the company which can more efficiently tailor their products and services according to 

defined services. 

The core of market segmentation can be expressed as the process of uncovering  groups 

of customers (market segments) that meet two basic conditions: 

1. homogeneity condition - customers within the segment are as close as possible 

to their market manifestations on a given market 

2. heterogeneity condition – customers within the segments are as different as 

possible on their market manifestations on the given market (Kotler and 

Armstrong, 2004) 

 

Features associated with market segmentation: 

 market segmentation is based on respecting objectively manifesting market 

differentiations 

 is not the result of a subjective market partition 

 segments can be uncovered at different levels 

o very wide segments (mass segments) 

o niches are an example of already relatively narrow, exposed segments 

 segmentation of the market is not universal: segments exposed to one market 

may not exist in another market. (Kotler and Armstrong, 2004, Boučková, 2003) 
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3.8.2. Targeting 

Once the market segments are identified, company has to decide how many segments it 

can address.Targeting is the process of evaluating the attractiveness of individual 

segments and selecting one or more target segments. The company should choose such 

segment on the market that will consistently provide the biggestt value. Every company 

has some limited resources. Therefore, company should choose only one or a few 

market segments, or their parts - microsegments. Moreover, the company can also 

choose several segments, which are made up of different customers with same needs. 

These strategies might cause limited sales, but can be very profitable (Kotler and 

Armstrong, 2004). 

3.8.3. Positioning 

Positioning is the last step of marketing strategy. Kotler and Keller (2006) state that: 

"positioning is the act of designing the company’s offering and image to occupy a 

distinctive place in the mind of the target market. The goal is to place the brand in the 

minds of consumers to maximize the potential benefit to the firm." 

Armstrong and Keller (2006) observed that positioning consists of folllowing steps: 

 identification of  possible competitive advantages  

 selection of  right competitive advantages  

 choice of overall positioning strategy  

It is important for the product to be perceived differently than other products, otherwise, 

consumers would not be interested in buying it as they would not see the differences.  

 

The aim of  positioning is to give the product clear, distinctive and desirable place in the 

minds of target consumers.  Company should choose position that will distinguish their 

products from similar products and will give their product strategic advantage in target 

market. In order to get competitive advantage company must offer greater value to 

chosen target segments by lower prices or by, more benefits than its competitors. 

Positioning is effective if it results in different marketing offer. In order words, if it 

gives consumers more value than is offered by the competition. 
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3.9. Analysis of the environment 

In case that company wants to create a strategy which will correspond with its mission 

and will help to make the right decisions, it is important for company to analyse internal 

and external environment, in order to find out its competitiveness, to detect possible 

threats at an early stage and to realize the opportunities, company could take advantage 

of. However, every compay should srive to favourably influence the environment in 

which it operates so that it can function successfully. Unfortunately, analysis of the 

environment is not as simple as it seems. For many companies, it is difficult to correctly 

identify factors that influence the company and determine the extent of their impact. For 

analysis of these factors is, used company’s external environment analysis, the 

company's internal environment analysis, competitive analysis and other tools to help 

the company thoroughly find out their position and market situation. 

 

Figure 3: Business environment 
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3.9.1. PEST analysis 

PEST analysis is used to analyse  external environment and helps to identify changes in 

the environment that can affect the company. The external environment or the macro 

environment means all factors that affect  company. Macro-environment is constantly 

changing and developing, but the business cannot influence it. Companies can only 

flexibly adapt to these changes and innovations. However, these changes can bring 

benefits and opportunities as well as threats to the companies. PEST analysis has many 

varieties of names, according to various authors (Kotler, 1997). 

According to Kotler (1997) PEST analysis consists of following macro-economic areas: 

 

Political and legislative factors 

These factors include political stability of state and its government, regional policy, 

political parties, type of government and political influences of different groups. 

Further, there are evaluations of political and economic factors such as support for the 

industries and the companies in private sector, laws and norms such as business law, tax 

laws, regulation, as well as lawsuits and enforceability (Kotler, 1997). 

  

Economic factors 

Basic macroeconomic indicators include: inflation rate, GDP development, 

unemployment, trade balance, interest rate and monetary stability of the country. It is 

also important to mention the access to foreign sources such as loans and the banking 

system, tax rates, customs duties (Kotler, 1997). 

 

Socio-cultural factors 

The social factor is considered to be one of the most important one, as it is made by 

people. These factors include demographic statistics such as population size, age 

structure of population and ethnic distribution or population education, macroeconomic 

characteristics such as the living standards of the population and their income, or the 

ratio of employed and unemployed (Kotler, 1997). 
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Technological factors 

Today's world is full of technology and rate of economic growth is highly dependent on 

the number of discovered technologies. Technological factors include: pace of 

technological change, research and development spending, new inventions and 

discoveries, and the country's general technology level, including state-of-the-art 

technology (Kotler, 1997) 

3.9.2. Porter's five forces analysis 

According to Porter (1998) the level of competition depends on five forces, which 

determine the potential of the final profits in the sector, where the profit is measured in 

terms of long-term return on invested capital. However, all sectors do not have the same 

potential in case of final profits due to the differences in aggregate effects of competing 

forces (Porter, 1998). 

These five forces include: competitive rivalry, bargaining power of suppliers, 

bargaining power of buyers, threat of substitutes, and threat of new entrants. 

 

Figure 4: Porter's five forces 
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As stated by Porter (1998), all five competitive forces determine intensity of 

competition and profitability in sector. The greatest strength or power gains 

predominance and becomes decisive in terms of strategy formulation. Even a firm with 

a very strong market and sector position, which is not endangered by threat of new 

entrants, can have low returns if it faces a stronger producer of cheaper substitutes. 

Even in case, of absence of substitutes and blocked access of new entrants, there will be 

intense competition among existing competitors that will limit potential revenues. 

 

Threat of new entrants  

New entrants bring new capacity into industry as they are trying to gain market share, 

and often have significant resources. This can lead to price suppression or cost 

increases, thereby reducing profitability. The threat of new entrants depends on existing 

entry barriers, if the barriers of the entry are high, or if a new entrants can expect a 

strong reaction from competitors, the threat of new entrants is small (Porter, 1998). 

 

According to Porter (1998) existing barriers to entry are: economies of scale, product 

differentiation, capital requirements, switching costs, access to distribution channels, 

cost disadvantages independent of scale.  

 

1. Economies of scale - this is a reduction in the unit price of a product depending on 

the increase of the total volume of production over a certain period.  Simply said, 

companies with large scale production and sale benefit have cost advantages as the cost 

per unit get lower. In other words, the higher production in terms of quantity – the more 

benefits. This can be a barrier to entry as new entrants will have to match these cost 

advantages which may be impossible at the initial stage.  Economies of scale occur 

almost in every area of business. 

 

2. Product differentiation - established businesses have brand recognition and 

customer loyalty that are results of past advertising, customer service, production 

differences, or simply from being among the first. Differentiation creates a barrier to 

entry into the industry by forcing new entrants to create a new product with new and 

unique techniques and features that will surpass the existing products.  
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3. Capital requirements - the need to invest large sums of money as a condition of 

competitiveness  creates an entry barrier, especially if it is necessary to invest in risky 

and unrecoverable initial advertising or research and development. Capital may be 

necessary not only for the purchase of production facilities, but also for gaining 

customer confidence, purchasing supplies or covering initial losses (Porter, 1998). 

 

4. Switching Costs - one-shot costs that buyer faces while moving from the production 

of one supplier to the production of another supplier. Transition costs may include 

employee re-training, purchase of ancillary equipment, costs of time needed to test and 

evaluate a new resource. 

 

5. Access to Distribution Channels - established businesses are supplied with their 

natural distribution channels. The new company has to get these channels to accept its 

products, through price breaks by promoting joint advertising and similar ways that 

reduce profit. Existing competitors maintain long-term relationships with high-quality 

services with distribution channels, or even exclusive relationships where the channel is 

exclusively associated with a particular distributor. Sometimes this obstacle is so high 

that in order to overcome it, the new company has to create a brand new distribution 

channel.  

 

6. Cost Disadvantages Independent of Scale - established businesses may have such 

cost advantages that potential new entrants cannot reach, regardless of their size and 

economies of scale. Advantage factors can be: ownership of production technology, 

advantageous access to raw materials, favourable location, government subsidies, 

knowledge and experience. The last important  entry barrier  is government policy as 

the government may limit or even close access to the sector through licensing, access to 

raw materials, binding maximum allowable water and air pollution, safety and technical 

regulations for a particular type of production. 

If the barriers to entry are low, new entrants will not have difficulties with setting up 

and operating in the market. Nevertheless, it is not easy to reach some of the markets as 

there are industries with  high entry barriers – which make them less attractive, thus 

lower risk – low quantity – low number of newcomers (Porter, 1998). 
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Competitive rivalry 

Competition between existing competitors has a well-known form of skilful 

manoeuvring to gain an advantageous position. They use methods such as price 

competition, campaigns, product launches and improved customer service or warranties. 

The competition is due to the fact that one or more competitors either feel pressure or 

the competitive effects of one firm have a visible effect on competing partners and may 

cause retaliation or attempt to compensate (Porter, 1998). 

    

Threat of substitutes 

All companies in the industry compete in the broader sense with industries that produce 

substitutes. Substitutes limit potential earnings in the industry by setting price caps that 

companies can profit from in the industry. Identifying substitutes means searching for 

other products that can fulfil the same function as the existing product (Porter, 1998). 

  

Bargaining power of buyers  

Customers compete in the industry through lower prices, striving for higher quality or 

better service, and placing competitors against each other.  

Moreover, Porter (1998) states that bargaining power of buyers is strong if the 

following circumstances exist:  

 customers are  concentrated or buy large quantities in relation to the total sales 

volume of the supplier 

 products that are bought  represent a significant part of the buyer's costs or 

purchases 

 products that are bought are normal or undifferentiated 

 customers create a noticeable threat of re-integration (Porter, 1998). 
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Bargaining power of suppliers 

Suppliers have the powerful position as they can raise the prices or reduce the quality of 

sold goods and services. The conditions that strengthen the position of the supplier are 

similar to those that make influential buyers. Consequently, Porter (1998) mentions that 

suppliers are predominant if the following conditions are met:  

 the supply is dominated by a few companies and is more concentrated than the 

sector it supplies 

 It does not have to face other substitute products in the sector supply 

 the industry is not an important customer of the supply group 

 vendor's product is an important entry for buyer business 

 a group of vendors has differentiated production or created transition costs 

 a group of suppliers poses a significant risk of prospective integration into the 

consumer sector (Porter, 1998). 

 

3.9.3. SWOT analysis 

According to Tomek and Vávrová (2007) SWOT analysis provides analysis of external 

and internal environment of the company and gives complex overview. External 

analysis shows threats and opportunities that business has towards its competition, 

whereas, internal analysis evaluate company´s strengths and weaknesses (Tomek and 

Vávrová, 2007). Therefore, the main aim of SWOT analysis should be clear 

identification of several key strategic assets, weaknesses, threats and opportunities in 

the external environment.  

 

Koráb et al. (2007) state that: strengths and weaknesses are internal factors that can be 

influenced to some extent by company that can maintain control over them. Whereas, 

threats and opportunities are external influences that cannot be influenced by company, 

however, company can only respond to them and adapt to them. Simply said, SWOT 

analysis enables to evaluate company’s situation, in terms of strengths, weaknesses, 

opportunities,threats and weaknesses. 

 

Blažková (2007) adds that strengths are the internal factors  which  help to business to 

establish a strong market position and competitive advantage. In other words, it is about 
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evaluation of company's capabilities, skills and potential. As strengths can be 

mentioned: well-known and popular brand, good market awareness, an active approach 

to research and development, or price advantages over competition.  

Weaknesses are the opposite of the strengths; moreover, they prevent company from 

effective functioning and its development. As an example can be mentioned: poor 

location of the business, bad market reputation, high entry costs, or insufficient 

marketing plan. Opportunities enable to a company to use better available resources, 

grow efficiently and meet its goals or gain a competitive advantage on in the market. As 

an example of opportunities can be mentioned new technologies, unfulfilled market 

needs, trade barriers, or acquisitions. Threats represent unfavourable situations and 

obstacles in business operating. Moreover, they can lead to failure or bankruptcy, so it is 

necessary for the company to respond quickly and correctly to potential threat. As an 

example, can be mentioned: entry of new competitors, competitors producing at lower 

costs or a better product, or the establishment of trade barriers (Blažková, 2007). 

 

Once the analysis is complete, managers are able to assess the organization's existing 

position and determined the steps that will prepare the organization for the future. 

(Blažková, 2007). 
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4 Analytical part  

4.1. Facts about the company  
Business name:   xxx           

Location:   Kounicova 21/275, Brno, 602 00            

Date of registration:  14.5.2017                       

Legal form:  Limited Liability Company             

The business activities:   

 innkeeper activity  

 intermediation of trade and services 

Shareholders:   Bc. Michaela Posoldová   

 Registered capital:  10 000 CZK  

 

Due to the fact that the company was established recently  and the owner of the 

company wanted to keep his name and the name of the company in secret until 

everything will be set up and done.  Since I do respect his wish to keep his name and the 

name of the company in secret, information about the company are so brief plus 

business name, and shareholder were changed.  

 

4.1.2. Company's vision and mission 

Mission: company's mission is to provide customers with quality and freshly roasted 

coffee and to spread the knowledge among public – through demonstration of roasting 

and coffee cupping. In order words, to provide people with individual knowledge about 

something they like.  

 

Vision: to increase awareness about one of the possible addictions -  the coffee 

addiction.  
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4.2. Current state analysis  

4.2.1. PEST analysis 

 

Political and legislative factors 

Since the end of nineties when communism had fallen and in January 1993 

Czechoslovakia has split into the Czech Republic and Slovakia, the Czech Republic is 

among the most stable and prosperous markets in Central Europe (gov.uk). The Czech 

Republic is a member of several organizations such as NATO, EU, and OECD. 

Unfortunately, bribery and corruption still remain to be an issue in the Czech Republic 

for legal and business transactions. In 2016 the country was ranked 47th out of 176 

countries  according to the Transparency International’s corruption perception index 

(CPI). Moreover, corruption has a huge impact on the functioning of public tenders and 

on the quality of public administration and also on allocation of public funds. Since 

2014, the Czech Republic is ruled by a centre-left coalition as the coalition is led by the 

leftist Czech Social Democratic Party (CSSD), and two other two centrist ANO and the 

Christian Democrats (KDU-CSL). However, the long-term political situation is very 

unstable (Atradius, 2016). 

 

The Czech Republic is a democratic country with independent legal judicial system. 

Judicial system is composed of several parts, such as customs laws, the Civil Code, the 

Labour Code or insurance laws. Courts take care of law in the Czech Republic. 

Government is divided into legislative (Czech Parliament), executive (Czech 

Government and the President of the Republic) and judicial systems (Czech.cz). The 

Czech Republic is a unitary state with two-chamber parliament (World Bank, 2016). 

According to the examination of World Bank (2016) and in comparison with other 

countries the number of procedures required to start a business is 92 and 86 days is 

required to start a business (World Bank, 2016).  As it was mentioned  earlier, the 

government tries to simplify the process of starting a business and some effort was 

made due to implementation of the Business Corporations Act and also thanks to the 

minimum capital and reduction of paid-in capital requirements.  In case of intensity of 

local competition, the Czech Republic is ranked 14
th

 out of 139 countries. Moreover, 

enforcement of contrast is now also easier due to amending the Civil Procedures Code 

and modifying the monetary jurisdiction of courts (World Bank, 2016).  

http://transparency.org/cpi2014/results
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Economical 

The Czech Republic has favourable position in the centre of Europe that connects 

markets in East and West.  The transformation into a parliamentary democracy and 

market economy is finished (mzv.cz).  And nowadays the Czech Republic, with its open 

economy, ranks among the world’s 40 wealthiest countries, (mzv.cz) moreover, it is 

among the most developed industrial economies in Central and Eastern Europe 

(czech.cz). Open economy means: an economy where goods and services are traded 

with other countries without rules or limits (dictionary.cambridge.org).  Furthermore, 

the export share in GDP accounts for nearly 80%, which means a strong dependence of 

the Czech economy on export performance (Rojíček, 2010).  Rojíček (2010) mentions 

that the Czech Republic with less than 1% of global market shares belongs among very 

small "players". Moreover, international trade represents a large part of its GDP which 

is dependent on export of machinery and transport equipment. Reversely, taxation on 

labour is high due to high employer social contributions. Investment is hampered by 

barriers such as lengthy procedures for issuing land-use permits and delays related to 

complaint procedures at the anti-monopoly office. Moreover, business environment is 

affected by  high costs associated with paying taxes, the low availability of on-line 

public services and a lack of predictability of legislation. Nevertheless, some progress in 

reducing these barriers has been made in recent years (European Commission, 2016).  

 

Socio-demographic 

In comparison with other EU Member States the Czech healthcare sector performs well 

in terms of accessibility of care and general indicators of population’s health are 

improving, which is proved by relatively low unmet medical needs due to accessibility 

issues (i.e. cost, distance and time of access.) (European Commission, 2016). 

Furhermore, poverty and social exclusion are the lowest (in comparison within EU), due 

to social transfers, excluding pensions, that have significant impact on reducing poverty 

and  the pension system is also relatively successful in preventing old-age poverty as it 

is below the EU average. Unfortunatelly, as every nation, even Czech Republic has 

problem with ageing population. (European Commission, 2016).Within social indicators 

the Czech Republic is operating very well. Number of people living in poverty is 

steadily decreasing. Unfortunately, birth rate in the Czech Republic belongs to one of 
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the lowest in the Europe (European Commission, 2016). The Czech Republic is 

developed country and its high life expectancy and at the same time low birth rate will 

put relevant pressure on public finances (Statistical Information Centre, 2016).  In 

Human Development Report, which is made by the United Nations within Development 

Programme 2016, has the Czech Republic Human Development Index (HDI) score 

0,878 and its rank is 28
th

 out of 187 countries. Human Development Index is the best 

score one and the worst score is zero (United Nations, 2016). In 2015 unemployment 

rate was one of the lowest rates in the EU, thus, the employment rate is well above the 

EU average of 70.6 %, due to the fact that workers were drawn into the labour market. 

Social transfers, excluding pensions, play an important role in reducing poverty and the 

pension system is relatively successful in preventing old-age poverty (European 

Commission, 2016). According to European Commission (2016) education outcomes 

are relatively high – the interest in teaching proffesions is low  which can cause a 

barrier to in case of human capital improvement. In comparison with other EU member 

states  the Czech healthcare sector performs well in terms of accessibility of care and 

general indicators of population’s health are improving , which is proved by relatively 

low unmet medical needs due to accessibility issues (i.e. cost, distance and time of 

access) (European Commission, 2016). Unfortunately, as every nations even the Czech 

Republic has problem with ageing population. (European Commission, 2016). 

 

Technological 

According to the World Economic Forum (2016) the Czech republic is ranked as 36
th

 

country out of 139 countries in the Networked Readiness Index. Poor effort in public 

research and development spending creates barrier against a transition towards a more 

diversified, innovation-driven economy (European Commission, 2016). Despite the 

fact, that there are some efforts to increase research and development spending, the 

outcomes are still poor. Even though the transport infrastructure and energy efficiency 

remain wide, the road network in particular underperforms compared to other EU 

countries. Moreover, the energy and carbon intensity of the Czech economy remains 

high. The Czech Republic is ranked 26
th

 out of 139 in capacity for innovation. Despite 

the weak outcomes of research and development systems, the Innovation Union 

scoreboard ranked the Czech Republic as a moderate innovator (Innovation Union 

Scoreboard, 2017). 
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4.2.2. Porter's five forces analysis 

Threat of new entrants 

Threat of new entrants is low due to very complicated and long process of business 

establishment, administrative burdens, financial difficulty and high number of 

competitors, which discourages a lot of people tfrom starting their own business. 

Expertise and knowledge of key skills also limits threat of new entrants. Because 

inexperience and lack of knowledge often leads to failure even if the company has a 

convenient location and modern amenities.    

  

Bargaining power of suppliers 

Coffee roastery as a small business has a limited bargaining power over its suppliers. In 

the volume of sales, the company cannot compete with settled down and well known 

coffee roasteries, therefore, the terms of business will be more difficult to negotiate. 

Nowadays, the advantage is that there is more than one supplier available, which 

reduces the risk of non-delivery of goods due to unavailability of goods from a single 

supplier. Moreover, owner of the company can go abroad in order to make an 

arrangement with local suppliers right from the plantation or with the owners of the 

plantations. Although, the owner can try to make an arrangement through the Internet 

since we live in modern age, there is nothing better than personal communication, at 

least for the first time contact. Furthermore, as there is a choice of multiple suppliers, 

the company can choose the most appropriate and most suitable one. However, there is 

nothing extraordinary in changing the supplier as it is usually without major 

complications. On the other hand, long communication and ogoing purchases from one 

supplier strengthen business relationships; long-term cooperation can bring considerable 

benefits toboth sides.  

Bargaining power of buyers 

Customers are a threat to business to some extent. If there are not enough customers the 

company will go bankrupt. If there are a lot of random customers they will probably not 

last for a long time and the number of customers will decrease again. For that reason, 

the company needs to have a certain number of stable customers that will return 

regularly. Since a satisfied customer is a happy customer –he/she will probably - as the 
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result - recommend the coffee roaster to his/hers friends and other acquaintances. 

Customers are influenced by several factors such as: the reputation of the business, the 

quality of offered services, the pricing policy,interior of the company and staff, opening 

hours, the location of the coffee roasting plant, availability of assortment and others 

aspects. However, the frequency of purchases and visits depends also on the customer's 

life situation, economic and social situation and lifestyle. Therefore, a company should 

make strong base of customers. 

Threat of substitutes 

Substitute for a coffee can be any drink; therefore, the substitute depends on the 

popularity of beverages by individual customers. Since majority of drinks and coffees 

can be bought almost anywhere, plus drink can differ only in the way of serving, quality 

or in prices. Besides these factors the customer decides which coffee roaster to visit 

according to the environment of the company, location and prices. Therefore, just 

beverages cannot be considered as a substitute threat, bigger threat is the competition as 

a whole. However, substitute threat could be such products that are original and are sold 

by some competitors. Further threat could be competitive offers, these are one shot and 

time-limited, and for that reason, they should not have a significant impact on the 

effective functioning of coffee roastery. 

Competitive rivalry 

Since the company has a branch in Brno and is planning to open a branch in Prague, 

therefore (geographically) close competitors from Brno and Prague were analysed. The 

number of competitors and their location in each city were found on the  website: 

www.prazirny.eu, afterwards,  website of each competitor  were  examined in order to 

find out some information (such as: their location, how many coffee types they offer, 

their prices, location, size of packing, what they tell about themselves) and to give the 

company valuable recommendation. According to the website www.prazirny.eu was in 

Brno found 10 coffee roasters, whereas, in Prague was found 11 roasters. In both cases: 

roasters are located mainly in the city centre. As it was said earlier, information about 

coffee roasters was found on their official website. Comparison of competitors was 

organized into table due to clear arrangement and comparison. In case that competitors 
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mentions some extra information (such as: sale of green coffee, possibility to see coffee 

roasting and others) this information is given under the table in extra information.   

 

Competitors – Roasters in Brno - listed in alphabetic order (map in Appendix 2) 

1. Bota Coffee 

2. Caffé del Sagio 

3. Káva Malena 

4. Penerini Coffee 

5. Gill´s coffee 

6. Rusty Nails Roastery 

7. Kopi Luwak 

8. MonRo 

9. Fifity Beans 

10. Rebel Bean 

 

Competitotors – Roasters in Prague - listed according to their location (meaning Prague 

1 (map in Appendix 3)  

1. Čestvá káva 

2. Orifinal Coffee 

3. Kaldi Fresh Coffee Bar 

4. Dos Mundos 

5. Kavárna Pražírna 

6. Kafe King 

7. Café Jordan 

8. Caffka 

9. Primo Coffee 

10. Balírny Praha Holešovice 

11. Coffee Source 
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Table 2: Roasters in Brno  

Name,website: Single 

brewed  or 

Mixture 

 

Types of 

coffees 

 

Decaff. 

 

Packing 

 

Price 

Direct 

Fair 

trade? 

 

Accessory? 

 

Café? 

 

Cupping 

 

Roaster 

Bota Coffee 

www.botacoffee.cz 

 

both 

Arabica:17 

Robusta:1 

Mixtures:2 

 

yes 

250g 

1000g 

 

R 

 

no 

 

yes 

 

no 

 

no 

 

no 

Caffé del Sagio 

www.saggio.cz 

 

both 

Arabica: 24 

Mixtures: 5 

 

yes 

100g,250g, 

500g, 

1000g 

 

R 

chooses 

personally 
 

yes 

 

yes 

 

yes 

 

yes 

Fifty Beans 

www.fiftybeans.cz 

 

single 

7 types  

no 

 

250g 

 

no 

no  

yes 

 

x 

 

no 

 

no 

Gill's Coffee 

www.gills.cz 

 

single 

3 types  

no 

100g 

300g 

1000g 

 

no 

single 

origin 

 

yes 

 

no 

 

no 

 

yes 

Káva Malena 

www.kavamalena.cz 

 

both 

Arabica:4 

Mixture:1 

 

no 

100g 

300g 

 

R 

no  

no 

 

no 

 

yes 

 

no 

Kopi Luwak 

www.kopiluwak.eu 

 

both 

Arabica: 7 

Robusta: 3 

Mixture: 8 

 

yes 

50g, 100g, 

200g, 500g, 

1000g 

 

R 

yes  

yes 

 

no 

 

no 

 

yes 

MonRo 

www.kavarnamonro.cz 

 

both 

offers 32 

types 

 

yes 

100g and 

more 

 

R 

no no  

yes 

 

no 

 

no 

Penerini coffee 

www.penerini.cz 

 

single 

11 types  

no 

150g, 200g, 

250g, 500g 

 

R 

yes yes  

no 

 

no 

 

yes 

Source: Author's work 

 

 

https://www.google.cz/search?biw=1600&bih=784&q=source+author's+work&spell=1&sa=X&ved=0ahUKEwjNj5GpluvUAhVDuBoKHd7PC5YQBQgeKAA
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Continuation of Table 2 : Roasters in Brno  

 

Name,website: 

Single 

brewed  or 

Mixture 

 

Types of 

coffees 

 

Decaff. 

 

Packing 

 

Price 

Direct 

Fair 

trade? 

 

Accessory? 

 

Café? 

 

Cupping 

 

Roaster 

Rebel Bean Coffee 

www.rebelbean.cz 

 

single 

 

Arabica: 4 

 

no 

250g 

1000g 

 

no 

 

no 

 

yes 

 

no 

 

no 

 

no 

Rusty Nails Coffee 

Roastery 

www.rustynails.cz 

 

single 

 

Arabica: 2 

 

no 

270g 

1000g 

 

R 

 

no 

 

no 

 

no 

 

no 

 

no 

Source: Author's work 

Explanation: 

 Websites are listed due to the fact that information about roasters was taken from them.  

 Price – R means reasonable price (1 gram of roasted coffee – sold for 1 CZK) 

 Direct trade  means  direct trade of sourcing from farmer to company 

 Accessory:  competitor sell accessories such as: coffee machines, teas etc.  

 Café: means that competitor has its own café 

 Cupping if competitors mentions  the possibility of coffee cupping  

 Roaster: if competitor state some information about the roaster machine, roastering process  etc. 

 

 

 

 

https://www.google.cz/search?biw=1600&bih=784&q=source+author's+work&spell=1&sa=X&ved=0ahUKEwjNj5GpluvUAhVDuBoKHd7PC5YQBQgeKAA
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Extra information:  

Bota Coffee 

 sells green coffee: (Uganda, Brazil Santos, Peru, India), therefore, can be potential supplier (if needed)  

 roasts coffee after the order was made and according to the needs and wants of customer 

Kopi Luwak  

 sells civet coffee  

 known worldwite 

 sells accessories and teas 

 on the e-shop is mentioned the date when the coffee was roasted  

Gill's coffee 

 in  order to keep the maximal possible freshness and quality of the coffee, roasts coffee after the order was made and according to the 

needs and wants of customer 

Káva Malena 

 has on the Facebook profile  really short (44 seconds) video of coffee roasting 

Fifty beans 

 states that uses the most modern technologies and  mentions two types of coffee roaster machines that they use 

Caffé del Sagio 

 according to the information on the website www.prazirna.eu  it is possible to roast own coffee in Caffé del Sagio 
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Table 3: Roasters in Prague  

Name,website: Single 

brewed  or 

Mixture 

 

Types of 

coffeess 

 

Decaff. 

 

Packing 

 

Price 

Direct 

Fair 

trade? 

 

Accessory? 

 

Café? 

 

Cupping 

 

Roaster 

Čerstvá káva  

www.cerstvakava.cz 

Prague 1 

 

both 

 

Arabica:8 

Mixture:1 

 

no 

 

250g 

 

R 

 

no 

 

yes 

 

no 

 

no 

 

no 

Original Coffee 

www.originalcoffee.cz 

Prague 1 

 

both 

 

Arabica: 4 

 

no 

 

250g 

 

no 

 

no 

 

yes 

 

yes 

 

no 

 

yes 

Kaldi Fresh Coffee bar 

www.kaldi.cafe 

Prague 2 

 

not found 

 

5 types 

 

not 

found 

 

not found 

 

not 

found 

 

not 

found 

 

not found 

 

yes 

 

yes 

 

yes 

Dos Mundos 

www.dos-mundos.cz 

Prague 2 

 

single 

 

Arabica: 5 

 

no 

300g 

1000 g 

 

no 

 

yes 

 

yes 

 

yes 

 

yes 

 

yes 

Kavárna Pražírna  

www.kavarnaprazirna.cz 

Prague 2 

 

single 

 

Arabica: 4 

 

no 

 

250g 

 

R 

no  

no 

 

yes 

 

no 

 

yes 

Kafe King 

www.kafeking.cz 

Prague 3 

 

single 

 

4 types 

 

no 

250g 

500g 

1000g 

 

R 

 

no 

 

yes 

 

yes 

 

yes 

 

no 

Café Jordán  

www.cafejordan.cz 

Prague 4 

 

single 

 

Arabica: 4 

 

no 

1000g  

R 

no  

yes 

 

no 

 

no 

 

no 

Caffka 

www.caffka.cz 

Prague 5 

 

single 

 

Arabica: 5 

 

no 

250g 

1000g 

 

R 

 

yes 

 

no 

 

no 

 

no 

 

yes 

Source: Author's work 

http://www.cerstvakava.cz/
http://www.kaldi.cafe/
https://www.google.cz/search?biw=1600&bih=784&q=source+author's+work&spell=1&sa=X&ved=0ahUKEwjNj5GpluvUAhVDuBoKHd7PC5YQBQgeKAA
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Extra information: 

Čerstvá káva  

 Offers also other branded coffees such as Lavazza, Illy, Segrafredo, Dallmaye and other. Therefore, Čerstvá káva sells decafainated 

coffee, but does not roast it by itself. 

In Prague 1, was also found Ebel coffee, but since the websites were not working and Facebook page was not found the coffee was not included 

in the competitors. 

Original Coffee  

 Explains higher price by the fact that coffees are available only in the limited amount, as they have only 4-5 of exclusive coffeess from 

the actual harvest.  

Kaldi Fresh Coffee Bar 

 Is special due to the fact that in café  has small roaster machine and roaster cylinder is made from glass, so customers can see the whole 

process of coffee roasting.  

 Kaldi also attracts customers by stating come and see how the coffee is roasted 

Dos Mundos  

 Offers cupping of coffee, dates of cupping are mentioned on website where customers can book it.  

 Offers the possibility to see coffee roasting  as they state come to see and see how we  roast the coffee, roast coffee for times a week  - 

dates and times are mentioned on Facebook profile, where they also have short video (26 seconds) of coffee roasting  

In Prague 2 was also found  Double B, but since the websites were not working and Facebook page was not found the coffee was not included 

in the competitors. 
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Kavárna Pražírna  

 Mentions on Facebook profile that has coffe shop with own coffee roasting machine. 

Kafe King  

 Sells green coffee, but not for roasting but for drinking. 

Café Jordán 

 Mentions that has the best coffee in the Czech Republic, that their roaster uses the most modern technologies, unfortunately, does not 

support these information with facts or data. 

 Offers coffee cupping in the form of visiting people in the company, where will make coffee cupping for them. 

Primo coffee 

 Another place  where they roast the coffee after the order was made, however, they have small amounts of roasted coffee  in case that 

some customer would come to visit and would like to buy some coffee 
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Continuation of Table 3 :  Roasters in Prague 

Name,website: Single 

brewed  or 

Mixture 

Types of 

coffeess 

 

Decaff. 

 

Packing 

 

Price 

Direct 

Fair 

trade? 

 

Accessory? 

 

Café? 

 

Cupping 

 

 

Roaster 

Primo coffee 

www.primocoffee.cz 

Prague 6 

 

both 

Arabica : 22 

Robusta :4 

Mixtures :4 

 

yes 

100g, 

250g,500g, 

1000g 

 

R 

 

 

no 

 

yes 

 

no 

 

no 

 

yes 

Balírny Praha 

Holešovice 

www.balirny.com 

Prague 7 

 

both 

a lot 

Arabica:32 

Robusta: 3 

 

no 

 

500g 

1000g 

 

R 

 

yes 

 

yes 

 

no 

 

no 

 

yes 

Coffee Source 

www.coffeesource.eu 

Prague 10 

 

both 

 

17 types 

 

yes 

250g,500g, 

1000g, 

4000g 

 

R 

 

yes 

 

yes 

no no no 

Source: Author's work 

Extra information: 

Balírny Praha Holešovice  

 Has huge assortment as  offers  choice of: aromatized coffee, bio – organic coffee (9types), gourmet coffee (16types), arabica– dark roast 

(32 types)  and light roast (3types), robusta (3types), mixtures (2types), cup of excellence (5 types) 

 Sells green coffee.  

 

In Prague 7 was found Alchymista  candy store, coffee shop and coffee museum , unfortunately information on the websites are limited as there 

is only contact and address and the possibility to book the table. Moreover, information listed on Facebook profile are also limited, therefore, 

Alchymista included in the competitors.  

https://www.google.cz/search?biw=1600&bih=784&q=source+author's+work&spell=1&sa=X&ved=0ahUKEwjNj5GpluvUAhVDuBoKHd7PC5YQBQgeKAA
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In Prague 9 was found the company Moje káva but since its websites does not mention its own coffee or roastering of coffee and due to the fact 

that Moje káva seels the well-known brands was not included in the competitors. 

 

In Prague 10 was also found Brew Time but since the websites were not working and Facebook page was not found Brew Time was not 

included in the competitors. 
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Since in both cities (Brno and Prague), there is so many roasters that can keep on 

functioning, it shows that there is a potential and chance to succeed. Only two of the 

roasters, both based in Prague, offer the possibility to see coffee roasting, but none of 

them offers the possibility to try it. From the comparison of the competitors above, it 

can be concluded that website and e-shop are necessary, as they enable to sell the coffee 

more effectively, efficiently and quickly. Furthermore, all roasters or websites mention 

that they have freshly roasted coffee; some of them even mention the date of last 

roasting etc.  Plus majority of them mention that they have a direct supplier or some 

supplier of the coffee abroad, which means that having a supplier abroad is good choice 

as it is a direct trade which is probably cheaper way than  supplying the coffee in the 

Czech Republic.   

However, there was found one competitor, who offers very similar service as the 

company, however, this competitor does not even mention it on its website, he was 

found through Google and the firm Allegria (Appendix 4) but not through the website 

www.prazirny.eu., however,  that offer includes:    

 some information about coffee (green coffee, regions) 

 demonstration of roasting – different roasting stages 

 roasting of different coffee 

 tasting of  6 types of coffee and over-roasted coffee   

 preparation of espresso on professional machine under the guidance of 

experienced barista 

 demonstration of alternatives to coffee making 

The cost of this offer and experience is 11 900CZK, which makes it not accessible to 

normal human beings. On the other hand, it shows that there is some interest, because if 

there has not been any interest, this offer would not have been published or would have 

had a lower price. However, since this price is so high, the company can set and will for 

sure set the price way lower, and it will have a slightly different program as the 

company wants to make the experience of coffee roasting demonstration available to 

everyone, as it was one of the ideas behind its establishment.  

 

 

http://www.prazirny.eu/
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4.2.3. Marketing research 

n order to find out and understand the needs and requirements of customers, marketing 

research was conducted.   

Marketing research ran from 26. 03. 2017 to 26. 04. 2017 and 314 respondents 

participated in it. Respondents were asked to complete the questionnaire through social 

networks and also via email, therefore, all responses were completed electronically. 

Among other things, an effort was made to address the same category of men and 

women in different age categories.  

In the questionnaire semi-open and closed questions are, used, where the respondents, if 

possible, tick one or more of the answers offered.  The aim was to obtain respondents‘ 

interest in the services offered. Moreover, the questionnaire was divided into two parts, 

the first part relates to coffee and the other part concerns the roasting of coffee, the 

questionnaire could be also filled by those who did not drink coffee. The questionnaire 

was composed of 21 questions for those who drink coffee and 9 for respondents that do 

not drink coffee.  

  

The questionnaire can be found in the appendix 1. 

   

The results of the questionnaire are following:   
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1.  Are you male or female?  

  
Graph 1: Respondents by gender  

Source: Author's work  

 

From the graph above, it can be said that out of 314 respondents who participated in the 

survey almost three-quarters are women, representing 74% and men representing the 

remaining 26%. The number of respondents was sufficient to establish general views. 
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57 

 

2. How old are you?  

  
Graph 2: Respondents by age  

Source: Author's work 

67% of respondents were represented by the age group of 19-29 years. The second most 

represented group (12%) is the group of respondents aged 30-39 years then 11% 

represents the group aged 40-49. Group of individuals that are less than 19 years old 

and 50 years and more together represented 10%. The largest proportion of respondents 

aged 19-29 can be explained by the fact that the questionnaire was issued electronically 

and this age group is closer to the Internet and spread of information viaInternet and 

social networks more than other age groups. Moreover, they also spend more time on 

the Internet.    

 

  

 

 

 

 

 

 

 

 

 

2% 

67% 

12% 

11% 

8% 

Less than 19 years

19-29 years

30-39 years

40-49 years

50 years and more

https://www.google.cz/search?biw=1600&bih=784&q=source+author's+work&spell=1&sa=X&ved=0ahUKEwjNj5GpluvUAhVDuBoKHd7PC5YQBQgeKAA
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3. Are you drinking coffee?  

  
Graph 3: Coffee vs. non-coffee drinkers 

 

Source: Author's work 

 

Graph 3 shows that majority - 85% of respondents drink coffee, therefore, it can be said 

that the company does not have to worry so  much about customers and fulfilment of its 

mission. If the strategy will be well chosen, there should not be a problem with it as 

there is potential to create strong customer base. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

85% 

15% 

Yes

No

https://www.google.cz/search?biw=1600&bih=784&q=source+author's+work&spell=1&sa=X&ved=0ahUKEwjNj5GpluvUAhVDuBoKHd7PC5YQBQgeKAA
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4. How often do you drink coffee?  

  
Graph 4: Coffee drinking habits 

Source: Author's work 

 

Graph shows that more than half of respondents (68%) drink coffee daily, 23% 

responded that they drink coffee several times a week and 9% of respondents drink 

coffee sometimes. 68% of respondents shows that in case of good strategy and 

marketing there is a potential to attract strong base of customers. 
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https://www.google.cz/search?biw=1600&bih=784&q=source+author's+work&spell=1&sa=X&ved=0ahUKEwjNj5GpluvUAhVDuBoKHd7PC5YQBQgeKAA
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5. How many coffees do you drink per day 

 
Graph 5: Number of coffees consumed daily 

Source: Author's work 

 

The graph shows that 39% of respondents drink 1 coffee per day – 30% of respondents 

drink 2 coffees per day, whereas, 19% of respondents drink 3 coffees, probably in the 

morning, afternoon and in the evening.  More coffees per day  are not usual as they have 

around 2-3% of respondents.  As majority of respondents drink 1-2 coffees per day, it 

indicates which size of packaging  would be sold the most. Since one espresso or 

ristretto contains around  8 grams of coffee,the best size of packaging could be 500 

grams. For those who drink 1 coffee per day it would be packaging for two months, 

whereas, for those who drink 2 coffees per day – it would be packaging for one month.  

As a shot of espresso or two are crucial ingredient of all coffee drinks such as café latte, 

cappuccino etc., this theory could be applied to everyone who drinks coffee.  
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https://www.google.cz/search?biw=1600&bih=784&q=source+author's+work&spell=1&sa=X&ved=0ahUKEwjNj5GpluvUAhVDuBoKHd7PC5YQBQgeKAA
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6. Where do you usually drink coffee during the day? 

 

 
Graph 6: Place of coffee drinking 

Source: Author's work 

 

41% of respondents usually drink coffee at home probably in the morning. 36% of 

respondents drink coffee at work and 14% at coffeehouse. Therefore, promotion should 

be targeted on households and firms.  Coffeehouses are usually supplied with coffee 

that is connected with the company that supplied the coffeehouse with a coffee machine 

and therefore with coffee and also with promotional dishes and cups. Households and 

firms are interconnected meaning if a person has  good coffee at home and not so good 

coffee at work – he/she will bring the coffee to the work, so others could try it, taste it 

and agree on changing it and vice versa.  
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https://www.google.cz/search?biw=1600&bih=784&q=source+author's+work&spell=1&sa=X&ved=0ahUKEwjNj5GpluvUAhVDuBoKHd7PC5YQBQgeKAA
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7. The reason why you drink coffee is? 

  
Graph 7: Reasons to drink coffee 

Source: Author's work 

 

Half of the respondents (50%) drink coffee for its taste and 24% drink coffee as a 

supplement of relaxation. Therefore, the promotion should be targeted on coffee taste in 

relation with relaxation and also energy as 14% answered that they drink coffee because 

of energy. Moreover, these answers show that it would be appropriate to utilize the 

potential of decaffeinated coffee since these answers show that caffeine as such is not 

the primary reason for drinking coffee. Therefore, company should keep this in mind 

and get decaffeinated coffee into people´s attention and then take advantage of it.  
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https://www.google.cz/search?biw=1600&bih=784&q=source+author's+work&spell=1&sa=X&ved=0ahUKEwjNj5GpluvUAhVDuBoKHd7PC5YQBQgeKAA


 

63 

 

8. Which type of coffee do you prefer?  

   
Graph 8: Preferred type of coffee 

Source: Author's work 

 

53% of respondents prefer single-brewed coffee, 16% respondents answered that they 

prefer mixture of multiple types and 14% respondents prefer instant coffee – which 

could be explained by the fact that they probably do not have any type of coffee maker 

or some other alternative instrument such as: moka pot, chemex, french press, 

aeropress. Therefore, it could be useful for the company to show and mention some of 

these alternative instruments, so the respondents who prefer instant coffee would switch 

either to single brewed coffee or to mixture of multiple types. As only 2% of 

respondents chose decaffeinated coffee, it proves the fact that people are not aware of 

the fact that single brewed coffee can be decaffeinated at the same time. Moreover, 

these answers confirm the trend results from question 7 that people drink coffee because 

of its taste, since single brewed coffee and mixture of multiple types of coffee is a 

quality and it is composed from exclusive grains.  Furthermore, the company should 

take advantage of this fact and inform people about the fact that decaffeinated coffee 

can be single-brewed as mentioned also in question 7. 
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https://www.google.cz/search?biw=1600&bih=784&q=source+author's+work&spell=1&sa=X&ved=0ahUKEwjNj5GpluvUAhVDuBoKHd7PC5YQBQgeKAA
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9. Do you have a favourite type of coffee or you buy discounted coffee?  

  
Graph 9: Type of coffee 

Source: Author's work 

 

Graph above shows that majority of people have favourite type of coffee, meaning that 

they are willing to pay for a good quality coffee as they are used to drinking coffee they 

know and like. Therefore, reasonably high price, that will correspond with the quality of 

the coffee and therefore will be justified will not be a problem for customers. 
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https://www.google.cz/search?biw=1600&bih=784&q=source+author's+work&spell=1&sa=X&ved=0ahUKEwjNj5GpluvUAhVDuBoKHd7PC5YQBQgeKAA
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10. Do you have some type of coffee maker at home?  

   
Graph 10: Coffee maker at home 

Source: Author's work 

 

11. Do you have some type of coffee maker at work 

                     
Graph 11: Coffee maker at work 

Source: Author's work 
 

From the graphs above it is obvious that majority of respondents have some type of 

coffee maker at home (79%) and at work (60%). In case of answers at question 12 – 

coffee maker at work, the percentage is lower due to the answer and fact that some of 

the respondents do not have a job. Since majority of respondents have coffee maker at 

home or at work, it would be more than suitable to concentrate and target the 

advertisement on households and on firms, thus, on individuals.  
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https://www.google.cz/search?biw=1600&bih=784&q=source+author's+work&spell=1&sa=X&ved=0ahUKEwjNj5GpluvUAhVDuBoKHd7PC5YQBQgeKAA
https://www.google.cz/search?biw=1600&bih=784&q=source+author's+work&spell=1&sa=X&ved=0ahUKEwjNj5GpluvUAhVDuBoKHd7PC5YQBQgeKAA
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12. Where do you usually buy coffee?  

  
Graph 12: Place of coffee purchase 

Source: Author's work 
 

As 49% of respondents buy coffee at a supermarket it shows that they are influenced by 

promotion and also by price. Therefore, it is important for a company to make good 

promotion that will get to these customers. Moreover, company can fulfil its potential as 

coffee roastery is in the second place with 18%. In the third place is coffee house or 

teahouse with 16%, which can be due to the fact that respondents tasted the coffee and 

they liked it, therefore, they bought it and they got used to this tasting and buying 

method. Tasting is a good way of selling, simply said, tasting and buying are 

interconnected.  
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https://www.google.cz/search?biw=1600&bih=784&q=source+author's+work&spell=1&sa=X&ved=0ahUKEwjNj5GpluvUAhVDuBoKHd7PC5YQBQgeKAA
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13. How often do you buy coffee?  
 

  
Graph 13: Frequency of coffee buying  

Source: Author's work 
 

40% of respondents buy coffee less than once per month and 37% of respondents once 

per month. It could mean that they are buying 500g – 600g packages. Morever, it could 

also mean that they do not want to think about buying coffee every two weeks. 

Therefore, one of the features on the e-shop could be sending an e-mail to the customer 

– asking whether he or she needs a new package of coffee and also recommend him/her 

a different type of coffee according to his/her taste. This e-mail could be send 5 days in 

advance so the coffee roaster would have time to roast the chosen coffee and customer 

would have new package in time and he/she would not be a day without coffee and 

would have freshly roasted coffee with its aroma and taste. Moreover, larger package of 

coffee means also cheaper price, therefore, these 500 grams packages are win-win for 

both – for the customer as well as for the company.  
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https://www.google.cz/search?biw=1600&bih=784&q=source+author's+work&spell=1&sa=X&ved=0ahUKEwjNj5GpluvUAhVDuBoKHd7PC5YQBQgeKAA
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14. I usually spend for coffee per week? 
 

  
Graph 14: Coffee spending habits 

Source: Author's work 
 

Answers in the graph above help to determine how to set the prices and what are 

people´s buying habits and if they are willing to pay for a good and quality coffee. 

Majority (41%) of respondents spend less than 100CZK for coffee per week, which 

corresponds and proves its correlation with the size of packaging (500grams) in 

question 13.    
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15. When you are buying coffee – how important are these arguments for you? 

 
Graph 15: Arguments for coffee selection 

Source: Author's work 

 

According to the respondents the most important argument when buying coffee is 

quality of coffee (50%). As important arguments are actually perceived two arguments: 

price and accessibility of coffee. Whereas design, packaging and advertisement are 

perceived as not too important. Brand reputation and origin of coffee – are evaluated as 

neutral argument while choosing coffee. These answers confirm that it will be possible 

to fulfill company´s mission, as the quality of coffee is the most important feature in 

choosing coffee.  Moreover, argument of quality again proves the fact that respondents 

are willing to pay for a good coffee with reasonable price.  
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16. Do you know how the coffee is made? 

  
Graph 16: Process of coffee production 

Source: Author's work 

 

Almost half of the respondents (47%) know how coffee is made. On the other side, the 

majority of them (53%) is not familiar with the process of coffee production (from 

planting through roasting to drinking). Even though majority of respondents do not 

know it – one third (29%) from these respondents would like to get familiar with this 

process. Thus, it would be more than useful to explain it via presentation before 

roasting, moreover, it could be also useful to have this process shown in the interior of 

the coffee roastery.  
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17. Have you ever seen coffee roasing? 

  
Graph 17: Coffee roasting: saw versus did not see 

Source: Author's work 

 

Almost one third (29%) of respondents answered that they have never seen coffee 

roasting which nowadays – in modern times - can be a bit unusual as we live with a 

permanent access to the Internet. 25% of respondents saw it on TV and 22% in the 

coffee roastery and 21% on the Internet. 22% of respondents who saw it in a coffee 

roastery is not such a huge percentage, therefore, there is still huge potential. Even 

though more than half of the respondents saw it, they are still interested as they would 

like to see it again. 
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18. Would you like to see coffee roasting? 

 

 

  
Graph 18: Wish to see coffee roasting 

Source: Author's work 

 

Even though 71% of respondents answered (question 17)  that they saw coffee roasting, 

70% of respondents would like to see coffee roasting probably for the first time and 

some of them would like to see it again, as they did not probably get to see it personally 

(question 17).  The rest of respondents (30%) answered that they are not interested, 

which can be explained by few facts: that they already saw it, they do not drink coffee 

or they are not interested in coffee and  in getting to know new things at all. However, 

as the majority of respondents (70%) is interested in seeing it, thus, this outcome is very 

positive  for the company – as demonstations of coffee roasting are part of company´s 

mission.  
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19. What time of coffee roasting do you prefer?  

 

 
Graph 19: Preffered time of coffee roasting 

Morning: 12:00-17:00. Afternoon: 12:00-17:00. Evening: 17:00-22:00 

 

Source: Author's work 

 

The graph above shows how to set the times of demonstrations of coffee roasting. Even 

though one third (30%) of respondents answered that they are not interested in seeing it 

as they probably saw it (question 20). 25% of respondents answered that time does not 

matter at all, meaning that they will adapt to the chosen time. However, 15% of 

respondents answered that they prefer weekend afternoon 12:00-17:00 and almost the 

same number of respondents answered workday evening 17:00-22:00. So the company 

should take these answers into consideration and set the demonstrations of coffee 

roasting on workday - evening 17:00-22:00 and on weekend afternoon 12:00-17:00. 
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20. Would you like to try to roast some coffee? 

   
Graph 20: Coffee roasting 

Source: Author's work 

 

Another essential question, which was question 20: Would you like to try to roast some 

coffee? According to the results displayed in the graph above it can be said that  more 

than half of the respondents (57%) would like to try coffee roasting and the rest 43% 

can be explained by the fact that these respondents are scared of new things which is 

normal, and they are scared that they could do something wrong or these respondents do 

not drink coffee, more explanations under the graphs 17 and 18.   
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21. Would you be interested in coffee tasting? 

  
Graph 21: Coffee tasting 

Source: Author's work 

 

Graph above shows that more than half (78%) of the respondents would be interested in 

coffee tasting which was one of the reasons for the establishment of the company, 

moreover, now it is part of its mission. As the results prove interest in demonstation of 

coffee roasting it would be more than useful to target promotion this way: coffee 

roasting and coffee tasting.  
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4.2.4. SWOT analysis 

 

Strengths 

 specialisation 

 the quality of the services provided 

 pleasant environment and interior of the company  

 acceptable prices 

 differentiation from competition - uniqueness 

 

Weaknesses 

 low substitutability of the entrepreneur in the first months of business 

 minimal practice in the business world 

 an enterprise without history 

 

Opportunities 

 unfilled market and customer needs 

 customer interest in provided services  

 suitable spaces in multiple locations 

 special actions and special packages 

 expansion of branches 

 demand for new product (coffee roasting) 

 

Threats 

 lack of customers 

 selection of bad location 

 competitors and overall competition 

 tax increases 

 legislative changes 
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5 Proposals  

The main aim of this master thesis is to propose a trategy for entering into new market 

based on critical analysis. Therefore, the strategy should compose of the ways to enter 

geographically new market, moreover, it should be based on analysis of the external and 

internal environment of the company.  Furhtermore, thanks to this strategy, the 

company should be able to fulfil its goals. In other words, strategy is a way how to 

achieve the company´s objectives.   

 

According to Kotler (2007) strategic planning consists of several steps that should be 

successively planned and formulated in order for the strategy to be effective as much as 

possible. The steps consist of:  

 Definition of mission 

 Analysis of internal and external environment 

 Formulation of  goals 

 Strategy formulation 

 Program formulation  

 Implementation 

 Feedback and control 

 

Company´s mission and the analysis of the internal and external environment are 

mentioned in the analytical part. Company´s mission – chapter 4.1. and 4.2. Analysis of 

the environment. Thanks to analyses of internal and external environment, there were 

determined strengths, weaknesses, opportunities and threats and other factors, which 

helped to determine the areas that the company should focus on. In order to recommend 

appropriate and effective strategy it is necessary to formulate the goals that the company 

wants to achieve. Objectives are one of the most important parts of the strategic process 

as the whole strategy is based on them.   
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5.1. Goals of entry 
 

Market objectives 

 develop market geographically within the Czech Republic (in case of success 

gradually penetrate new markets in  foreign countries – such as Slovakia, 

Poland)  

 increase the number of customers and keep these customers 

 

Marketing goals 

 make company more visible for the customers  

 attract the interest of  ordinary passer-by’s 

 get new customers and creare strong base of customers 

 improve promotion  of the company via internet, banners and advertisements  

 increase sales and sales turnover 

 ensure the positive perception of the company  
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5.2. Selected strategies of entry 

The most suitable strategy in order to reach the above-mentioned objectives, are 

especially: development of the market, increase in market share, getting new customers, 

increase in sales, the strategy of  expansion to new geographic markets, therefore, 

market development strategy according to Ansoff matrix and focus strategy according 

to Porter generic marketing strategies.  

 

As the recently established company is situated in Brno 2nd largest city in the Czech 

Republic, it would be appropriate to set another branch in Prague  the capital city of the 

Czech Republic, as the firm is still new and does not want to expand into foreign 

countries. The main reasons for choosing Prague as another geographically new market 

can be the following: 

 Prague is an important transport hub connected to several highways and 

expressways, which would facilitate the delivery of goods and access for  

customers 

 Prague is a business-oriented city, so there are many companies among which 

the company could find beneficial customers 

 attractiveness of the market and the possibility to increase turnover and profit 

 increase of  company’s competitiveness, the possibility of obtaining customers 

from competitors and thereby increase of market share 

 location with many multinational companies 

Moreover, in regards to the company's goals, it is best for the company to enter the 

market in Prague by opening a new branch. In case of opening new branch, the 

company builds on so-called  green meadow  as it would not have a built customer base 

etc. However, opening of a new branch is fast and profitable and effective as new 

employees and customers are not influenced by the company's previous history and 

everything would be under control. Moreover, acquisition or takeover would not be an 

option as the company was recently established, thus unknown. The main benefit of 

opening a new branch is the development of the company by expanding the branch 

network that will be more accessible for new customers who will increase the 

company’s turnover and profit by their purchases. In addition, the company will 

increase its competitiveness and market share. Before planning, the company must set 
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clear goals and objectives. The implementation of plans must then be controlled and 

evaluated through feedback. Emphasis must be put on the accomplishment of all tasks 

that will ensure that project and strategy will be fulfilled and completed.  
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5.3. Segmentation, Targeting, Positioning 
 

Since the company is not able to satisfy the market as a whole – it is useful to choose 

one or few segments that the company will focus on. Moreover, in case of choosing one 

segment or its part niche segment the possibility to sastisfy customer needs is higher. 

After the evaluation of factors (such as location of competitors and suppliers) needed 

for the selection of suitable location or market segment Prague was chosen as a target 

segment (reasons in chapter 5.2.) and since the majority of competitors - the roasters 

cover the city center and its close neighborhood, it is appropriate for the company to 

choose poorly secured market around the northwest, southwest or southeastern part of 

Prague. Moreover, these parts have very good access from neighboring areas or cities. 

 

According to the results of the marketing research the most attractive segments are 

households and firms, therefore, individuals who buy coffee for their own consumption. 

There are several reasons for choosing Prague as the market segment: first of all, this 

segment is large enough, Prague is predominantly a business city, with lots of 

companies and great population, with the largest number of inhabitants - because it is 

the capital city (more reasons mentioned in chapter 5.2). Since the company tries to 

distinguish itself primarily by offering something new, it has a great chance of reaching 

out to households and businesses. 

 

In order to spread awareness among the customers, the company should present itself 

and its products through logo, websites, social networks such as: Facebook and 

Instagram profile, banners etc. that would highlight the company's quality and 

uniqueness. Furthermore, the company should highlight its strengths and special 

services, such as demonstrations of coffee roasting and tasting. 
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5.4. Marketing mix 

Since the company was founded recently, it is necessary  to develop coherent marketing 

mix that will be properly targeted  and will lure new customers, thus will increase 

demand for the product and services. 

 

Marketing mix is designated for both branches: 

1) for the existing branch in Brno – due to the fact that the company is established 

recently  and features of marketing mix have not been coherently developed yet 

2) for the new branch in Prague  

5.4.1. Product 

The product is a crucial element of the marketing mix as the company builds its 

business on it. Moreover, with the product are connected other elements of marketing 

mix, price - that determines for how much to sell the product, promotion – the ways 

how to promote the product, place – how to make the product available to customers. 

The product does not only represent the product itself, moreover, its represented also by 

other aspects such as:  packaging, brand, assortment, service, complaints.  Furthemore, 

these aspects make up the so-called expanded product. 

 

The basic product or the main product is coffee (freshly roasted coffee) and as the 

service can be mentioned demonstrations of coffee roasting with the possibility for the 

customers to try coffee roasting followed by coffee cupping. Moreover, customers can 

also buy coffee or the coffee that they roasted. These services could be considered as 

expanded product. However, the coffee is characterized by its quality, although it can be 

perceived subjectively. According to the results of marketing research, the quality of 

coffee is perceived as the most important argument while purchasing and selecting 

coffee. The company has adequate range of products, as the total number of coffees 

available is at the present time around 6- 7types of coffee. Among these 6-7 types of 

coffees are well-known coffees, or fair-trade coffee or coffee produced thanks to the 

school projects etc. However, the overall assortment can satisfy the demands of most 

customers, and therefore, the assortment of products sold has been labeled as a strong 

side of the company in the analytical part of the work. Since the company is prepared to 

adjust its offer according to the needs of customers and based on the results of 
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marketing research, it can be said, that people do not know much about decaffeinated 

coffee, moreover, it seems that they are not aware that decaffeinated coffee can be 

single-brewed at the same time. Furthermore, as the results of question 7 – the reason 

why do people drink coffee, is its taste, the company should inform people about this 

fact and then take advantage of it and sell decaffeinated coffee.  

 

Even though it was mentioned before it is useful to mention it again. Based on results of 

question 13 and 14 (frequency of purchases and coffee spending) the reccommended 

size of packaging is 500grams and 250grams of coffee.  500gram would be packaging 

for one month for those who drink 2 coffees per day, similarly, 250gram would be also 

packaging for one month for those who drink only one coffee per day. These sizes 

would ensure that people will have good quality coffee at home, moreover, according to 

the marketing research, the quality was perceived as the most important factor when 

buying coffee.  

 

As mentioned under graph 16, where 53% of respondents do not know the process of 

coffee production and one third of them (29%) would like to know it, it would be useful 

to explain this process before coffee roasting and also have it displayed on the walls as 

decoration. Moreover, interior of the coffee roastery plays an important role in how the 

customer perceives the products that he/she is buying. The environment is made up of 

products, employees, equipment, interior itself and customers themselves. Interior or the 

environment of the shop can also affect if customer will buy the product or not – as it 

creates a certain emotional attitude and subsequently influences the final decision of the 

customer.  Therefore, the environment should be quiet, with adequate light and 

temperature; colours should be neutral and connected with a theme of coffee.  

 

In case of marketing mix, service goes under the product and the service that the 

company will provide is demonstrations of coffee roasting with the possibility to try it. 

Plus it should also explain the process of coffee production from planting through 

roasting to drinking. Demonstrations of coffee roasting were one of the reasons for the 

establishment of the company - since 70% of respondents answered that they would like 
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to see coffee roasting. Moreover, these services are also part of company´s mission as it 

is something new and special and rarely available.  

 

5.4.2. Price 

There are many ways to determine and set the price of a product or service. Some 

companies use the alternative of over-pricing as they are trying to convince the 

customer about the high quality of the product. Whereas, others choose the alternative 

of under-pricing in comparison with their competitor. However, price is the result of 

combination of external and internal factors. Internal factors are represented by 

company goals, product differentiation and cost. External factors include market, 

market situation, demand, competition, distribution network, and also the country's 

legislative system. 

 
When choosing how to accurately price the product and services, the company must 

also take into account the price of the product, the added value of the company to the 

product (in this case roasting, packing), the quality of the product, the value that the 

product brings to customers, price of competitors and the willingness of the customer to 

pay for that product. For  accurate and objective pricing, the firm must have a clear 

overview of all these factors mentioned above. Moreover, it will  force the firm to 

constantly analyse and study all these factors and to predict the future development.  

Optimal price can be set by combination of various factors such as: costs, consumer 

value, competitors, demand for the product. 

However, choosing the optimal price does not have to lead to achieving the maximum 

profit, as more likely, the maximum profit is achieved by the combination of factors 

such as: product, price, place and promotion, in other words marketing mix.  

 
As it was mentioned earlier  the reasonable price in case of coffee is mentioned as 

1CZK for 1 gram of roasted coffee  meaning 250grams of coffee should be sold around 

250 CZK. However, in case the coffee is really good quality or is really special it is 

understandable that the price will be higher. Even results of marketing research prove 

the importace of the price as the price was perceived as an important factor from all 

arguments when buying coffee. 
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5.4.3. Promotion 

As the company was established recently there are no signs which could attract the 

attention to the new branch and there are no webstes or references in online catalogues 

that could provide information to the potential customers.   Moreover, the company did 

not use any other standard media to increase awareness of their existence such as radio, 

television, newspaper or magazine, social networks and so on. The company wants to 

use the non-violent form of promotion, that does not force to buy something but rather 

makes the potential customers interested in visiting the coffee roastery and consequently 

buying some coffee. Thus, this fact must be taken into consideration when selecting the 

suitable form of promotion. However, it is necessary to increase the number of 

customers and make a customer base in the future and make sure that these customers 

will perceive the company in a positive way.  

 

Logo 

First of all, it is important for the company to have some logo that will represent it. 

Nowadays, it is important to create a logo that would be different and that will make  

the company stand out among the others.Therefore, it would be useful to ask  an 

advertising agency to do it, as agencies have a lot of experience with that, moreover,  

the company should ask the agencyto design few logos so they could choose one of 

them and then adapt it to their needs and wishes if necessary. It is important for the 

company to be satisfied with the logo as it will represent them. However, the logo 

should be simple, make sense and should tell some story such as: what it means and 

what it is about, what it expresses, moreover, a logo should correspond with the 

trademark. Furthermore, a logo does not just represent the products, it represents 

company as a whole. 

 

Website 

Since the company does not have a website yet, it would be useful to create and have 

some, in order to represent the company and give some information to customers. 

Nowadays, websites, are one of many ways of communicating with customers, thus, 

every company should have a website. The main advantage of a website is presenting 

the coffee roastery and therefore reaching out to a wide range of customers, as well as a 
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lasting (and unlimited) and flexible (changeable according to the current state) 

presentation of the offer. Even though websites should by created by specialists, the 

company should say what it wants to have on them and roughly sketch what it should 

look like and what should be included.  The overall look of the website should be 

simple and user-friendly, easy to navigate, structured into several categories.  

 

The website should include the following sections:  

 about us – about the company – where could be described vision and mission of 

the company, and the reason why the company was established 

 offer of the products and services which could also include available assortment 

of coffees at each branch and also at e-shop 

 e-shop – via which it will be able to fill inan order form - meaning buying and 

paying for the chosen coffee type  

 where can you find us – could contain a map or several maps of different scales 

indicating the location of both branches 

 contact – addresses of the branches (again with small maps), email and 

telephone  

 opening hours  - opening hours of both branches 

 contact form – that would allow the customer to ask or recommend or write 

whatever he/she likes or dislikes 

 review or evaluation – where customers could write which type of coffee and 

level of roasting they like the most etc. 

 Moreover, there should be also icons of social networks such as Facebook logo 

and Instagram logo through which visitors could get right on the company’s 

Facebook or Instagram profile, which will be regularly updated and filled with  

news, information and  photos. 

The sections mentioned above could be at the top of the website page listed in right 

corner. In the centre of the main page could be interactive map of the world – and in 

case the visitor would point at some country, a window would pop up with the 

information about available coffee types and brief description of its taste. 

When the website is ready, the company should register in internet catalogue 

www.firmy.cz (which is used to search for companies and services from all fields), 

http://www.firmy.cz/
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www.mapy.cz, www.kamvbrne.cz etc. Huge advantage is that the registration to 

thesecatalogues is free and the company will be visible online. Furthermore, after the 

website is completed, the company should also make Facebook page and Instagram 

page, where it should post news and photos and other information about the company or 

available assortment. 

 

Exterior presentation  

The outside presentation of the branches is important for its promotion, it is not just 

about how the building looks but also about various banners and signs that can get the 

attention of passerby’s and therefore of potential customers.  If possible, the front 

facade should be repaired and painted or at least be without graffiti or holes or 

something like that. In front of the branch could be signs or stands, unforunately, their 

disadvantage is their local  and short reach, however these disadvantages could be 

eliminated by other types of promotion such as: websites, Facebook profile and 

Instagram profile, advertisements in newspaper, advertisement in radio, leaflets and 

business cards.  Plus there should be sign with the name of the company.   

 

Business cards  

Business cards are another form of promotion. Business cards should contain the name 

of the firm, logo, and address with all the contacts – telephone number, website address 

and email address. The main benefit of business cards is their low cost. Unfortunately, 

their reach is limited as they are handed over personally, which means direct contact 

with the customer. However, it would be useful to make 400 business cards – 200 for 

each branch (Brno and Prague) as the address of these branches is different,  in case of 

interest and effectiveness, the company can print even more.    

 

Articles in newspapers and interview  

Another way to promote the company is to write and publish an article about the 

company and release it online or through some local or regional newspapers. Moreover, 

the company can also give an interview to some newspapers or some websites etc. Plus 

after some time of functioning, the customers will write reviews on different kinds  of 

websites of social networks such as Facebook by themselves, which will also promote 

http://www.mapy.cz/
http://www.kamvbrne.cz/
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the company, hopefully in a good way. Facebook is used massively; therefore, there is a 

huge chance that it will increase awareness of the company.   

Moreover, company can also ask some popular person or blogger or YouTuber if he/she 

could do an advertisement and mention the company and say what is the company’s 

mission and what is it doing and why is it special and worth a visit.   

 

As another way of promotion, the company could organize teambuildings if people 

would be interested, for example a firm can organize teambuilding for its employees in 

form of demonstration of coffee roasting followed by coffee cupping. If these people 

were satisfied, they would probably pass the information about the company further.   

 

Moreover, the employees in the company should have some training, know what they 

are selling, they should know something about coffee and coffee roasting,  and they 

should also share company’s vision and mission. Employees are crucial component and 

connection between the company and the product as they are also the ones who can 

contribute to selling of the product.  

 

5.4.4. Place  

Place (distribution) is another crucial element of marketing mix, by place is meant the 

movement of the product from producer (company) to the customer. In other words, 

how the product is brought and where it is brought. Decisions about the ways of selling 

are crucial as the right place can increase sales and thus increase the market share.  

The distribution channels include all individuals and firms that are involved in the 

transfer of products and services from the place of origin to the customer.  Distribution 

includes: purchase, warehousing and subsequent sale of products and services, as well 

as related activities with this process. Company is currently buying product from two 

suppliers, these suppliers were chosen carefully with attention to quality, delivered 

product, reliability and the price.These suppliers supply the company with green coffee, 

which the company roasts. Therefore, suppliers are crucial for the company, so the 

company should try to build good relationships with them. Moreover, the company is 

satisfied with these suppliers as they have really good quality coffee and reasonable 

prices, therefore, the company is notlooking for new ones.  
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Since the storage of the company is quite large, it is possible to store large quantities of 

inventory. As for sales, customers can still buy products through personal sales,  but in 

the future it is recommended to launch an e-shop, through which customers would be 

able to buy products.  Moreover, ordering of goods will be also possible by phone or by 

email.  

 

The branch itself and its interior are important as they are also a source of competitive 

advantage, so it should give to customers good impression not only inside but also 

outside. Therefore, the company should repair the external environment meaning repair 

the facade, replace the doors if they are destroyed and place a big sign outside – as 

mentioned in section of promotion. After entering the shop, the customer should be 

noticed by the employee who would welcome him/her and will be glad to help him/her.  

More about the interior of the company is mentioned in the section  5.4.3. - Promotion.  
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5.5. Harmonogram  

Proposal and realization of logo 

As mentioned earlier, logo is important as it is the way for people to remember the 

company, hence it should be simple, make sense and tell the story., It is better to ask 

experts (advertising agency) to help the company with its design etc. Proposal of logo 

and its realization should not take more than two weeks.  

 

Proposal and realization of websites 

Websites are also one of the important features, way of promotion, therefore; realization 

of websites connected with e-shop should by also assigned to advertising agency, which 

is able to create websites approximately within 14 days. Moreover, as it was mentioned 

earlier, websites are needed in order to effectively promote the company – its product 

and services. 

 

Proposal and realization of business cards 

Business cards are another way of promotion, even though, their reach is limited, they 

still work, and therefore, it is useful to have some business cards.  Business cards should 

be also assigned to advertising agency. They should be assigned after the logo and 

websites are done, however, their proposal and realization could take about one week.  

 

Registration in online catalogues 

When the logo and websites are ready, the company should register into online 

catalogues such as: prazirny.eu, mapy.cz, firmy,cz, kamvbrne.cz etc.. This registration 

is possible almost immediately, however, it should be done after the website of the 

company is done. It is useful as people could find more information about the company, 

its products and services. Registration should not take more than 2 days.  

 

Interior of the company 

In the meantime oft he logo proposal, , website and business cards, the company could 

also assign the creation of bar and shelves that will be needed in the interior of both 

branches since the completion  will take around 3 weeks. It would be appropriate to 
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assign it as soon as the company has some ideas what the interior should look like and 

how it should be organized. 

 

Coffee roasting machine 

The purchase of coffee roasting machine is also important – as it is one of key elements 

of the whole company – its purchase and delivery should not take more than three days.  

 

Decoration of the interior  

Should be done after the bar and shelves for the coffee are completed and delivered. In 

case the company does not have clear idea on how to decorate it, it should find some 

expert who would help with that as the interior or environment of the branch is one of 

the features that can affect customer decision whether to buy or not buy the coffee. 

These decorations should not take more than one week.  

 

Other necessary things (cups, tables, bags, buckets) 

By other necessary objects are meant cups, spoons, tables, chairs, bags for the coffee, 

buckets for roasted coffee, coffee machine and weighing machine, gas bomb and cash 

desk, containers for the coffee that will be displayed on the shelves. Purchase of all 

these objects should not take more than one week.  

 

Purchase of green coffee 

Green coffee is crucial element as whole company is based on coffee. Therefore, 

company should order some coffee from its supplier, it should not take more than 2 

days – as one day itwill order it and will pick it up or it will be delivered the next day.  

 

Notices and placards 

Notice and placard are also one of the ways of promotion plus they will navigate the 

customers to the branch. Therefore, the company should use them, their order and 

creation and delivery should not take more than one week. 
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Articles in newspapers and interviews 

First of all, it is necessary to provide the newspapers with the necessary information or 

make an interview in the newspapers; it should not take more than one day. However, 

the article will take longer as the newspapers or online magazines have to process the 

information and write an article, therefore, it could take about two weeks or three 

weeks.  

 

Facebook page – Instagram profile 

Nowadays, promotion through social networks is crucial for almost every company, for 

that reason, the company should make Facebook page where it can post information 

about actual offer, opening times and offer of services and other special events. 

 

Since the company wants to take advantage of coming Christmas  as they represent a lot 

of possible orders, it wants to perform its activities before Christimas. For that reason, it 

is recommended to start as soon as possible meaning 18. 9. 2017 and if everything goes 

well and according to the plan (events listed and described in the timetable above) it 

should be all completed by November 12 at the latest. For better orientation and 

overview the timetable is organized into table.  
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Table 4: Harmonogram 

What/When: 18.9. 

-

24.9. 

25.9. 

- 

1.10. 

2.10. 

- 

8.10. 

9.10. 

-

15.10. 

16.10. 

- 

22.10. 

23.10. 

- 

29.10 

30.10. 

- 

5.11. 

6.11. 

-

12.11. 

Proposal and realization 

of logo 
  

Proposal and realization 

of websites 
   

Proposal and realization 

of business cards 
   

Interior of the company 

(shelves, bar) 
   

Decoration of the 

interior 
   

Notice and placards 

 
   

Purchase of Coffee 

roasting machine 
   

Other necessary  objects 

(cups, tables, chairs) 
   

Registration into online 

catalogues 
   

Coffee bags – from the 

supplier  
   

Interview in newspapers 

 
   

Article in the 

newspapers 
  

Facebook and Instagram 

profile 
 

Source: Author's work 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

https://www.google.cz/search?biw=1600&bih=784&q=source+author's+work&spell=1&sa=X&ved=0ahUKEwjNj5GpluvUAhVDuBoKHd7PC5YQBQgeKAA
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5.6. Financial plan 

Since marketing mix was developed for both branches the existing one in Brno and new 

onein Prague, financial plan was also projected for both branches.  

5.6.1. Initial costs  

Initial costs are one-time expenses required for the company to get started. 

Table 5: Initial costs 

Item: How many times? Where? Price (CZK) 

Proposal and realization of 

logo  

 15 000  

Proposal of website and 

realization of website 

 65 000 

Proposal of business cards  1 500 

Realization of business cards 

(double-sided) 

400 1 600 

Notice on the branch  2x both 10 000 

Decoration of the interior 15 000 30 000 

Coffee – 7 bags of coffee  Prague 55 000 

Packages for the coffee 250grams – 400times  

500grams – 400times 

5 200  

Buckets for roasted coffee 20x Prague 2000 

Cups   50x  5 000 

Glasses 50x 750 

Dishes (spoons etc)  3 000 

Coffee roasting machine 1x, Prague 300 000  

Gas bomb 3 3 000 

Coffee machine  1x, Prague 35 000 

Bar  2x both 20 000 

Shelfes for the coffee 2x – a lot  10 000 

Jars for the coffee different sizes  7 000 

Interior decoration 2 both 50 000 

Cash desk 1x Prague 5 000 

Weighing machine 1x Prague 1 000 

Tables 4 each 8 (10 reserve) 10 000 

Chairs 20 each – 40 (50 reserve) 37 500 

Total: 672 550 CZK 

Source: Author's work 

 

Timetable and initial costs were estimated after the examination of prices on the internet 

and conversation with advertising agency Marais s.r.o. Moreover, since the total initial 

costs are so high and owner of the company has 372 500CZK, he will need to take the 

loan in order to have these remaning 300 000CZK. 

https://www.google.cz/search?biw=1600&bih=784&q=source+author's+work&spell=1&sa=X&ved=0ahUKEwjNj5GpluvUAhVDuBoKHd7PC5YQBQgeKAA
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5.6.2. Operating costs 

Operating costs were calculated as expenses associated with the functioning of the 

company in one month.  

Table 6: Operating costs 

Item: Price (CZK) 

Rent, electricity, energy consumption - Brno 23 000 

Rent, electricity, energy consumption - Prague 28 000 

Website - maintenance 2 000 

Repayment of loan 5 725 

Insurance 2 000 

EET  (e-sales) + internet 2 400 

Wages 120 000 

Overheads 1 500 

Return on investment (ROI) – 10 years 5 605 

Total: 190 230 

Source: Author's work 

 

Repayment of loan: loan was 300 000 CZK – according to information stated by Air 

Bank (Appendix 5) and fact, that  the owner wants to pay it back in 5 years (60 months) 

is the monthly repayment is 5 725 CZK with interest rate 4,9%. 

Return on investment: optimal time of return on investment is 8-10 years.         

Meaning: 672 550: 120 = 5 605 CZK per month (10 years = 120 months). 

 

Realistic variant: 

190 230

220
= 864,68 ≅ 865 

 operating costs/month: 190 230 CZK 

 coffee, roasting, gas, packing: 220 CZK 

 

Meaning that company has to sell 865 kilos of roasted coffee every month, in order to 

be cover monthly operating costs and be at zero, at the end of the month.  

 

 

 

 

https://www.google.cz/search?biw=1600&bih=784&q=source+author's+work&spell=1&sa=X&ved=0ahUKEwjNj5GpluvUAhVDuBoKHd7PC5YQBQgeKAA
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However, since it is estimated that every month will come to see coffee roasting 20 

people and price for this demonstation is estimated to be 1 900 CZK (net income: 

1 300CZK). 

20 × 1 300 = 26 000 

26 000 ÷ 220 = 118,18 ≅ 118 kg 

865 −  118 = 747kg 

 

Meaning that company has to sell 747 kilos of roasted coffee and demonstrate the 

coffee roasting to at least 20 people in order to be at zero, at the end of each month.  

 

Therefore, in this case: 

747 × 220 = 164 340 

164 340 + 26 000 = 190 340 

 

Since operating costs are: 190 230 CZK and company earned 190 340, therefore 

company gained 110 CZK meaning company covered its monthly operating costs. 

 

Optimistic variant: 

In case of optimistic variant it is estimated that 25 people will come to see 

demonstration of coffee roasting and 865 kilos of coffee will be sold. 

 

25 × 1 300 = 32 500 

865 × 220 = 190 300  

32 500 + 190 300 = 222 800  

 

In case of optimistic variant company earned 222 800 CZK, operating costs are: 

190 230CZK, which means 222 800 − 190 230 = +32 570 CZK.  

Therefore, there is possibility repay the loan in advance, return on investment can be 

higher and wages can be increased.  
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Pesimistic variant: 

Whereas, in case of pessimistic variant it is estimated that only 16 people will come to 

see coffee roasting demonstrations and only 700 kilos of roasted coffee will be sold. 

 

16 × 1 300 = 20 800 

700 × 220 = 154 000  

20 800 + 154 000 = 174 800 

 

In case of pessimistic variant company earned only 174 800 CZK, operating costs are: 

190 230CZK, which means  174 800 − 190 230 = −15 430 CZK, therefore, company 

can not manage to cover its monthly operating costs. In this case company should 

reduce the number of employees or at least reduce their wages, and do not include the 

repayment of interest in the operating costs, so company could get from minus to zero.  
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5.7. Risk assessment  

As every business contains some risks, even this company can face some risk that the 

firm cannot influence and avoid. However, using appropriate precautions can decrease 

the extent of their impact. The risks connected with the strategy mentioned above could 

be: 

Table 7: Risk quantification 

Risk Impact (Y) Probability (X) 

poor planning of finances 8 4 

failure to provide credit 3 7 

problem with repayment of loan 5,5 3 

bad location 3 3,5 

lack of customer´s interest 8,5 3 

wrong estimation of customer´s needs 7 2,5 

macroeconomic risks 4 2 

increase of prices (suppliers) 3 4,5 

changes in legislation 2,5 3 

tax increase 3,5 4,5 

threat of competitors 5 5 

change of supplier 2 7 

Source: Author's work 

5.7.1. Risk map 

The risk assessment can be graphically represented in the risk map, where the 

probability of risk lies on x-axis and impact lies on y-axis. 

Figure 5: Risk map 

 
Source: Author's work 
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https://www.google.cz/search?biw=1600&bih=784&q=source+author's+work&spell=1&sa=X&ved=0ahUKEwjNj5GpluvUAhVDuBoKHd7PC5YQBQgeKAA
https://www.google.cz/search?biw=1600&bih=784&q=source+author's+work&spell=1&sa=X&ved=0ahUKEwjNj5GpluvUAhVDuBoKHd7PC5YQBQgeKAA
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5.7.2. Risk elimination 

Financing 

Nowadays, many projects are not successful due to poor planning of finances or lack of 

at a certain stage. Company may be unprofitable at a certain time, but this loss is 

affected by the amount of funds that can offset the imbalance. It is up to the 

entrepreneurs how they will handle and manage their resources. Thus, the company 

should be familiarised with the conditions of the loans etc.  Failure to obtain credit loan 

can have serious impact on the realization of company’s activities, but theprobability is  

low as gettibg a credit from banks is mainly about how much do we want to borrow, 

how much are we willing to pay for interest and other fees, if we are able to pay our 

commitments -  and if we can guarantee a guarantee. Since the intial costs were 

estimated to be 672 500 CZK and the owner can provide 372 500 CZK,  he needs to 

borrow additional 300 000 CZK. Moreover, it is important to be familiar with all the 

possibilities and offers that banks have – as they differ in terms of conditions for credit, 

maturity, interest rate and annual percentage costs.  

 

Marketing 

Marketing or mis-targeted marketing, which can have a negative impact on company´s 

revenue.  Since the company will not have earnings it will become unprofitable, which 

will make it hard for the company to keep on going. Lack  of interest due to wrong 

marketing or bad location can be also a risk for the company. Therefore, the company 

should promote itself its products and services in every possible way, in order to reduce 

such risk. Moreover, mis-target marketing can also cause wrong estimation of customer 

needs, unfortunately with this risk the company cannot do anything but it can prevent it 

by detailed analysis through marketing research.  

 

Economic situation  

Risk of economic crisis like the one in 2008-2009 could impact each business due to the 

fact that markets are interconnected  therefore the  impact could be observed all over the 

world. Unfortunately, there is no way to protect the company against the risks of 

economic crisis or at least to minimalise such risk. On the other hand, impact of 

economic crisis on each insdustry will be probably as the industries are not the same. –
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As another economic risk can be considered an price increase by suppliers, fortunately, 

the company can always get rid of a supplier without huge problems. Another economic 

risk can be an increase of taxes. Thecompany should count on this risk even though it 

can do anything about it. 

 

Competitors 

The company must take into account also the risk posed by existing or potential 

competitors, therefore, the company should create strong customer base on long-term 

basis, sometimes that isbetter than large amount of short-term customers – the company 

should also realize that at the beginning it cannot compete with large firms that have 

been on the market for ages and have large market share.  

 

The company should try to avoid all these risks mentioned above by building a stable 

company, with strong customer base which will help with dealing with these risks. 

Other possible risks cannot be influenced; their impacts may differer according to their 

size. For that reason they should be solved individually according to their impact. 
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6 Conclusion 
 

The purpose of this master's thesis was to analyse current situation of the chosen market 

and on basis of critical analysis propose the strategy for its entering. Appropriate 

strategy can help a company to achieve its goals. Therefore, the proposals lead to the 

fulfilment of company´s objectives.  

The main objective of this master's thesis was to propose a strategy for entering 

geographically new market for a recently established company. The company does not 

want to expand into foreign countries and their markets.  

 

The text starts with theoretical background and tools necessary for creation of entry 

strategy to new market, moreover, this part provides basic knowledge for processing the 

other parts.  

The analytical part contains brief information about the company as the owner wanted 

to keep his name and the name of the company a secret. The company's mission is to 

provide customers with quality and freshly roasted coffee and to spread the knowledge 

among public through demonstration of roasting and coffee cupping. In order words, to 

provide people with individual knowledge about something they like.  Its vision is to 

increase awareness about one of the possible addictions – the coffee addiction. 

Moreover, the analytical part also includes analysis of the external environment (PEST 

analysis, Porter's five forces analysis and markeing research) and internal environment 

(SWOT analysis). Based on Porter's five forces analysis the following can be stated : 

threat of new entrants is limited due to complicated and long process of business 

establishment and its financial difficulty, plus high number of competitors can 

discourage a lot of people to start their own business. Bargaining power of suppliers is 

also limited as the company is a small business thus cannot compete with settled and 

well known firms in the volume of sales. Bargaining power of buyers, customers are a 

threat to each business, therefore the company needs to establish strong customer base. 

Threat of subsitutes is high, as every drink can be perceived as substitute. As far as 

competitive rivalry, according to the examination of website www.prazirny.eu in Brno, 

there are 10 competitors and in Prague there are 11 competitors. Only one direct 

competitor with very similar service portfolio was found. SWOT analysis proved that 
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strengths and opportunities (such as demand for new product, uniqueness of services, 

and customer´s interest in provided service) prevail the weaknesses and threats.  

 

Next part of the thesis is crucial as it includes proposals that should enable the company 

to achieve its goals and to enter geographically new market. Proposals regarding 

product, price, promotion and place, in other words marketing mix, harmonogram of 

proposed activities and financial plan, risk assessment supplemented with ways of the 

risk limitation. Moreover, it also includes explanation of why it was proposed to enter 

Prague as geographically new market. Briefly, proposals regarding marketing mix are as 

follows: it is important for the company to keep quality coffee with adequate price as 

quality and price are (according to the respondents) the most important factors when 

buying coffee. The most important factor was price, second place was a tie between two 

factors with the same percentage – price and accessibility. Accessibility in case of 

marketing mix will be provided through e-shop. However, in case of marketing mix, the 

most proposals were introduced for promotion as the company was only recently 

established and currently there is nothing promoting the company, meaning there are no 

signs of promotion at all. The proposals address logo, website, business cards, exterior 

presentation, interview and articles in newspapers plus registration into online 

catalogues. Since the company mentioned that it would like to perform its activities and 

services before Christmas as it represents the opportunity for numerous considerable 

orders and purchases. Therefore, it was recommended to start as soon as possible, 

meaning 18.9.2017 and if everything goes well and according to the proposed 

harmonogram, the company could perform its activites by November 12 at the latest. 

Financial plan includes initial costs and illustrates how much kilos of coffee company 

must sell in order to cover monthly expenses. As every business, this company can face 

some risks too, such as: financing, marketing, competitors) they are also mentioned 

together with suggestions how to avoid them or at least limit their impact. It is also 

important to mention that there are some risks against which company cannot do 

anything (such as: economic crisis, changes in legislation and increase of taxes) and it 

just has to accept them.  For better imagination of risks, their probability and impacts 

were represented on a risk map.   
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Appendixes 
 

Appendix 1: Questionnaire translated to English 

 

Hello, 

I would like to ask you if you could  fill out questionnaire for my diploma thesis. The 

questionnaire contains 21 questions (in case you drink coffee), 9 questions  (in case you 

don’t drink coffee). It takes about 3 minutes. The questionnaire concerns coffee and 

coffee roasting. 

 

Thank you in advance for your time when filling out the questionnaire. 

 

Question 1:  Are you a male or female? 

 Male  

 Female 

 

Question 2:  How old are you? 

 Less than 19 years 

 19-29 years 

 30-39 years 

 40-49 years 

 50 years and more 

 

3. Are you drinking coffee? 

 Yes  

 No 

 

4. How often do you drink coffee? 

 Daily 

 Several times a week 

 Sometimes 

 

5. How many coffees do you drink per day? 

 0 

 1 

 2 

 3 

 4 

 5 

 6 

 6 and more 
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6. Where do you usually drink coffee during the day? 

 At home 

 At school 

 In coffeehouse 

 In restaurant 

 Somewhere else 

 

7. The reason why you drink coffee is: 

 Energy 

 Sport performance increase 

 Force of habit 

 For its taste 

 Relax 

 Other reason 

 

8. Which type of coffee do you prefer? 

 Single-brewed coffee (100% robusta or 100% Arabica) 

 A mixture of multiple types of coffee (the so-called coffee mix – for example 

90% of Arabica and 10% of Robusta) 

 Decaffeinated coffee 

 Coffee  from capsules (for example Nescafé – Dolce Gusti, Bosch – Tassimo) 

 Instant coffee 

 I am not sure 

 

9. Do you have a favourite type of coffee or you buy discounted coffee? 

 I have favourite type of coffee ( Brazil, Nicaragua, Kenya, Mexico) 

 Discounted coffee 

 

10.Do you have some type of coffee maker at home? 

 Yes 

 No 

 

11. Do you have some type of coffee maker at work? 

 Yes 

 No 

 I don’t have a job 

 

12. Where do you usually buy coffee? 

 In the shop – supermarket/hypermarket 

 Coffee roastery 

 Coffeehouse or Teahouse 

 Branded dealer 

 E-shop 
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13. How often do you buy coffee? 

 Less than once per month 

 Once per month 

 2-3 times per month 

 Once per week 

 More than once per week 

 

14. I usually spend …… for coffee per week. 

 Less than 100 CZK 

 100 – 200 CZK 

 200 – 300 CZK 

 300 – 400 CZK 

 400 – 500 CZK 

 More than 500 CZK 

 

15. When you are buying coffee – how important are these argument for you? 

 

 Not 

important 

No too 

important 

 

Neutral 

 

Important 

 

Very important 

Quality of coffee 

 

 

 

 

    

Price of coffee 

 

 

 

 

    

Design, packing, 

advertisement 

 

     

 

Accessibility 

 

 

 

    

Origin of coffee and 

the ethical aspects of 

its production 

     

 

Brand reputation 

 

 

    

 

 

16. Do you know how the coffee is made? (From planting till the final product) 

 Yes, I know 

 No, I don’t know 

 No, I don’t know but I would like to know it 
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17. Have you ever seen coffee roasting? 

 Yes, in television 

 Yes, on the internet 

 Yes, in coffee roasting house 

 Yes, elsewhere 

 No 

 

18. Would you like to see coffee roasting? 

 Yes 

 No 

 

19. What time of coffee roasting do you prefer? 

 Workday – morning – 8:00-12:00 

 Workday – afternoon – 12:00 -17:00 

 Workday – evening – 17:00-22:00 

 Weekend – morning – 8:00-12:00 

 Weekend – afternoon – 12:00 -17:00 

 Weekend – evening – 17:00-22:00 

 Time doesn’t matter at all 

 I am not interested in it. 

 

20. Would you like to try to roast some coffee? 

 Yes 

 No 

 

21. Would you be interested in coffee tasting? 

 Yes 

 No 
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Appendix 2: Map of competitors in Brno 

 
Source: prazirny.eu 

 

 

 

Appendix 3: Map of competitors in Prague 

 
Source: prazirny.eu 
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Appendix 4: Degustation and coffee roasting 

 
Source: https://www.firmanazazitky.cz/degustace-a-prazeni-kavy 
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Appendix 5: Information about the loan 

 

 
 

Source: https://www.airbank.cz/produkty/pujcka?variant=D 


