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Anotace: 
 
Záměrem diplomové práce je předložit podnikatelský plán, jehož podstatou je založení 
obchodní společnosti a realizace v oblasti specializovaného sportovního odvětví 
„powerkitingu“. V první části práce se věnuji teoretickým východiskům, které jsou dále 
aplikovány a rozvedeny v praktické části. Zde se zabývám vlastním založením firmy, její 
struktuře, analýze okolí a marketingové strategii spolu s vyhodnocením rizika a rentability. 
Dále jsou zkoumány možnosti rozvoje firmy. Na závěr je provedeno zhodnocení 
předloženého plánu. 
 
Annotation: 
 
The aim of the thesis is a business plan proposal. The purpose of the plan is to start a small 
company; which specializes in a field of sporting activities called: „powerkiting“. The initial 
part deals with the theoretical background which is followed by the practical part, where  an 
emphasis is put upon the requirements for setting up a company, the anticipated structure of 
the company, an environmental analysis and marketing strategy together with an evaluation of 
risk and profitability. The possible development of the company is then examined and finally 
the evaluation of a proposed business plan is made. 
 
Klíčová slova: 
 
Firma, podnikatelský plán , analýza firmy, založení podniku, marketingová strategie, finanční 
plán,drobné podnikání. 
 
Key words: 
 
Company, business plan, company analysis, company formation, marketing strategy, small 
business, financial plan. 
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Introduction 
 

The topic of my chosen thesis is a Business plan in the field of specialized sporting 

activities, which is focused particularly on powerkiting and its disciplines. I have many years 

of experience in these sport activities which I am applying in this business plan.  

Kiteboarding is a young sport, but it is also one of the fastest growing sports in the 

world and consequently brings opportunities for business. Kiteboarding can be practised on 

the water, land or snow, which gives a universal opportunity for all year long use. It has an 

opportunity to become a mainstream sport for example as snowboarding did in the past. It will 

depend on its future development what potential it brings. 

 

This work combines the studied theoretical knowledge along with the practical 

experiences and finds interesting solutions and possibilities for this type of business. The aim 

of the plan is to create a company which will be providing kiteboarding courses, rental and 

sale of kiteboarding equipment and also describes further possible developments for the 

company.  

 

This proposal has an actual base which is planned to be realized in June 2009. For this 

purpose my business partner an I have formed a limited liability company High limit s.r.o. 

Entrepreneurship in this field of business is not a typical example but I am sure it will bring 

lots of challenges and it will be interesting to put it into action and have the opportunity to 

compare it to this business plan. The company doesn’t create a totally new product, but I 

believe that there is a gap in the market which we will attempt to fill. 
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1 Specification of goals and used methods 
 

The aim of the work is to create on the basis of theoretical economical knowledge a 

solid business plan.  The objective of the plan is to start up a company which could establish 

itself between leaders in the market of powerkiting activities with the regards to maximizing 

profit. This work is divided into three main parts: Theoretical background, analysis of actual 

conditions and the authors’ suggestion for the solution. In the end of this thesis I would like to 

evaluate the feasibility of the whole project. 

 

One of the important aspects how to reach these goals is by scanning the business 

environment and evaluation of the current competitors by the use of the economical models 

such as PEST analysis of the environment, Porter’s five forces or SWOT analysis. For 

acquiring primary data about powerkiting in the Czech Republic a questionnaire will be used 

which can also be helpful to find the wants and needs of the customers. SWOT analysis will 

help to modify the final product in regard to the potential of the company. In my own 

suggestion for the solution I will apply corresponding marketing mix which aim is to 

effectively and quickly advance the company’s entrance into the market. In the financial plan 

I will calculate possible costs and revenues in order to show profitability of the project. 

Possible obstacles which could occur with the implementation of the plan will be summarized 

in the risk analysis.  
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2 Theoretical background 
 

2.1 Business plan 
 

A business plan is a formal statement of a set of business goals, the reasons why they 

are believed attainable, and the plan for reaching those goals. It may also contain background 

information about the organization or team attempting to reach those goals. [7] 

The business goals may be defined for for-profit or for non-profit organizations. For-

profit business plans typically focus on financial goals, such as profit or creation of wealth. 

Non-profit and government agency business plans tend to focus on organizational mission 

which is the basis for their governmental status or their non-profit, tax-exempt status, 

respectively - although non-profits may also focus on optimizing revenue. Business plans may 

also target changes in perception and branding by the customer, client, tax-payer, or larger 

community. A business plan having changes in perception and branding as its primary goals is 

called a marketing plan. [6] 

 

Purpose of the business plan 
 

We can divide purpose of the business plan for internal and external use. Internal 

purpose of the business plan describes goals of the company and how it may be achieved by 

technological and economical sources of the company in certain period of time. 

External purpose of the business plan is usually for presentation of company’s goals to 

external subjects to find an investor to provide a capital.  

Both plans internal and external should correspond wit each other and describe 

common goals and methods how to reach them. [13] 

 
Outline of a Business Plan  
 

Business plan has usually a formal structure which can be as follows:  

 

• Cover Sheet  

• Statement of Purpose or Executive Summary  

•Table of Contents  

A. Description of Business  
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B. Product/Service  

C. Market  

D. Location of Business  

E. Competition  

F. Risks and Opportunities  

G. Management  

H. Personnel  

I. Application and Expected Effect of Loan (if needed)  

J. Summary [2] 

 

2.2 Small and medium enterprises  
 

Micro, small and medium-sized enterprises are socially and economically important, 

since they represent 99 % of all enterprises in the EU and provide around 65 million jobs and 

contribute to entrepreneurship and innovation. However, they face particular difficulties 

which the EU and national legislation try to redress by granting various advantages to SMEs. 

A legally secure and user-friendly definition is necessary in order to avoid distortions in the 

Single Market. 

The revision ensures that enterprises which are part of a larger grouping and could 

therefore benefit from a stronger economic backing than genuine SMEs, do not benefit from 

SME support schemes. [17] 

The increase of the financial ceilings is designed to take into account subsequent price 

and productivity increases since 1996, however the headcount ceilings remain fixed. 

 
 Table #1 SME‘s 

Enterprise category Headcount Turnover Or Balance sheet total 

medium-sized < 250 ≤ € 50 million ≤ € 43 million 

Small < 50 ≤ € 10 million ≤ € 10 million 

Micro < 10 ≤ € 2 million ≤ € 2 million 
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2.3 Choosing an enterprise form 
 

When starting a company it is necessary to choose a legal form of the business. Every 

business activity is specific and may require different business form in order of management, 

finance and control.  

 

Enterprise forms by the law 
There are two main possibilities of enterprise in the Czech Republic: 

 

a) As a physical person   

- An entrepreneur needs a license for conducting a trade called a trade permit. There are two 

kind of trade: 

Notifiable under authority of the Trade Licence Office - releasing a trade permit, the need to 

fulfil criteria of legal capacity, blamelessness and being at least 18 years of age. 

Notifiable trades are specialized according to subject matter as: regulated trade, handicraft 

industry, irregulated trade. 

Vocational - specific conditions, the need to apply for a trade license - eg. for taxi driving, 

carriages, etc. 

 

b) As a corporate body  

- artificially created subject, in legal relation acts as a person; can be formed by people or 

entities : 

• Limited liability Company 

• Co-partnership 

• Joint-stock company 

• Limited partnership 

• Co-op (cooperative) 

• aggregate corporation 

 

There is no limit on the level of foreign participation in a Czech legal entity. Foreigners 

can establish both joint ventures and wholly owned subsidiaries in the Czech Republic. 

All of the above legal entities as well as branches and foreign non-EU or non-EEA sole 

proprietors are required to be registered in the Commercial Register. Special approval is 
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needed to carry on certain activities not governed by the general trade licensing regime. The 

affected industries include, among others, certain financial institutions (such as banks, 

securities dealers, insurance companies, investment funds, investment companies/mutual 

funds, and pension funds), telecommunications, utilities, pharmaceuticals, broadcasting, 

gambling, and employment mediation (recruitment, executive search etc). [19] 

 

2.3.1 How to establish a limited liability company 

For this business plan has been chosen limited liability company as it is the most 

suitable form from possible options. Following steps are needed to be fulfilled for establishing 

a Limited liability company. 

1. Extracts from the police record for future managing directors 

2. Confirmation from the revenue authority for documents declaring that partners have no tax 

outstanding payments. 

3. Statutory declaration and specimen signatures (authenticated) of future managing directors 

4. Establishment of the company's place of business (e.g. signing an occupational lease for 

using non-residential rooms, including documented landlord ownership by the land register) 

5. Establishment of partnership articles at the first general meeting; signing and verification 

by the commissioner for oaths. 

 6. Establishment of a bank account for basic capital deposit (the bank usually requires an 

original of the partnership agreement); the bank will issue a written document about the 

payment of deposits by each partner afterward 

7. Reporting of trading at the Trade Licensing Office and license application  

8. Within 90 days of establishing a company, there must be an application for registration in 

the Commercial Register. The application has this enclosure: 

- Two copies of the partnership agreement signed and verified by the commissioner for oaths 

- Confirmation from the curator of deposits 

- Bank confirmation of ability to make deposits 

- Authorized copies of trade licenses 

- Documents about the legal title of using real property 

- Occupational lease 

- Statutory declarations of managing directors and specimen signatures 

- Extracts from the police records for managing directors 

- Legal stamp valued at CZK 5,000 
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9. Registration at the Social Security Administration and a selected health insurance company 

no later than eight days after registering in the Commercial Register (registering may take 

some time, even months) 

10. Registering at the revenue authority within 30 days of establishing a company [18] 

 

Legal regulation are stated in the Commercial Code (§ 105 - 153e) [16] 

 

2.4 Strategic analysis 
 

The external environment is (and has always been) a major preoccupation of strategy. 

Ansoff (1965) underlined the need for scanning the wider environment review. Environmental 

scanning can be done at a variety of levels. For instance, we can consider the PEST factors at 

large in the environment. At the most general level these begin with the ‘PEST’ factors. Next, 

within the market itself, are the five competitive forces (Porter 1980).  [1], [12] 

 

2.4.1 SLEPT analysis 

It is very important that an organization considers its environment before beginning 

the marketing process. In fact, environmental analysis should be continuous and feed all 

aspects of planning. The following factors are examined: 

 

Social 

 

Social factors relate to pattern of behaviour, tastes, and lifestyles in other way to the 

habits of the consumer. A major component of this is a change in consumer behaviour 

resulting from changes in fashions and styles. The age structure of the population also alters 

over time (currently we have an ageing population). An understanding of social change gives 

business a better feel for the future market situation.  

 

Legal 

 

Legal factors refers to government legislation that places constraints or obligations 

upon a business, e.g. consumer protection legislation, environmental legislation, health & 
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safety and employment law, etc; businesses must adapt to changes in the law quickly in order 

to avoid prosecution. 

 

Economic 

 

Economic changes are closely related to social ones. The economy goes through a 

series of fluctuations associated with general booms and slumps in economic activity. In a 

boom nearly all businesses benefit and in a slump most feel a negative effect. Other economic 

changes that affect business include changes in the interest rate, wage rates, and the rate 

of inflation (i.e. general level of increase in prices). Businesses will be more encouraged to 

expand and take risks when economic conditions are right, e.g. low interest rates and 

rising demand. 

 

Political 

   

Political changes relate to changes in government influence. Political changes are 

closely tied up with legal changes. The political arena has a huge influence upon the 

regulation of businesses, and the spending power of consumers and other businesses. You 

must consider issues such as: 

 

How stable is the political environment? 

Will government policy influence laws that regulate or tax your business? 

What is the government's position on marketing ethics? 

What is the government's policy on the economy? 

  
Technological  

 

Technological factors play a particularly significant role in modern business, and 

businesses must be aware of new technology in order to keep up with the rapid changes that 

are occurring in this field. The creation of databases and electronic communications have 

enabled vast quantities of information to be shared and quickly distributed in a 

modern company enabling vast cost reductions, and often improvements in service. 

Organisations need to be aware of the latest relevant technologies for their business and to 

surf the wave of change. [9], [14], [20] 
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2.4.2 Industry and competitor analysis  

Objectives 

 

To develop a sound strategic plan for an existing or a new business it is necessary to 

understand the industry in which the business will operate and the competitive forces within 

that industry. Questions to be answered include the following:  

-What is the current size and what are the major trends in the industry?  

-What are the main competitive forces? Who are the competitors and what are their relative 

strengths?  

-How should the strategy be adapted to respond to changes in the industry?  [3] 

 

2.4.3 Porter’s five forces analysis  

This tool was created by Harvard Business School professor, Michael Porter, to 

analyze the attractiveness and likely-profitability of an industry. 

The Porter's 5 Forces tool is a simple but powerful tool for understanding where power 

lies in a business situation. This is useful, because it helps you understand both the strength of 

your current competitive position, and the strength of a position you're looking to move into. 

In order to construct a competitive strategy, an organisation needs to know what is likely to 

happen in the markets in which the organisation delivers its products and services. It also has 

to know who its competitors are in a particular industry structure. Five Forces Analysis 

assumes that there are five important forces that determine competitive power in a situation.  

 

These are: 

Supplier Power: Here you assess how easy it is for suppliers to drive up prices. This 

is driven by the number of suppliers of each key input, the uniqueness of their product or 

service, their strength and control over you, the cost of switching from one to another, and so 

on. The fewer the supplier choices you have, and the more you need suppliers' help, the more 

powerful your suppliers are. 

 

Buyer Power: Here you ask yourself how easy it is for buyers to drive prices down. 

Again, this is driven by the number of buyers, the importance of each individual buyer to your 

business, the cost to them of switching from your products and services to those of someone 
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else, and so on. If you deal with few, powerful buyers, they are often able to dictate terms to 

you. 

Competitive Rivalry: What is important here is the number and capability of your 

competitors – if you have many competitors, and they offer equally attractive products and 

services, then you’ll most likely have little power in the situation. If suppliers and buyers 

don’t get a good deal from you, they’ll go elsewhere. On the other hand, if no-one else can do 

what you do, then you can often have tremendous strength. 

 

Threat of Substitution: This is affected by the ability of your customers to find a 

different way of doing what you do – for example, if you supply a unique software product 

that automates an important process, people may substitute by doing the process manually or 

by outsourcing it. If substitution is easy and substitution is viable, then this weakens your 

power. 

 

Threat of New Entry: Power is also affected by the ability of people to enter your 

market. If it costs little in time or money to enter your market and compete effectively, if there 

are few economies of scale in place, or if you have little protection for your key technologies, 

then new competitors can quickly enter your market and weaken your position. If you have 

strong and durable barriers to entry, then you can preserve a favourable position and take fair 

advantage of it. 
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These forces can be neatly brought together in a diagram like the one below: 

  

Picture #1 Porter’s five forces 

 
  (source: mindtools.com)  

 

Using Porter’s five forces framework, organisations can analyse and understand 

competition in a particular industry. ‘All five forces jointly determine the intensity of industry 

competition and profitability, and the strongest force or forces are governing and becoming 

crucial from the point of view of strategy formulation. For example, even a company with a 

very strong market position in an industry where potential entrants are no threat will earn low 

returns if it faces a superior, low-cost substitute. Even with no substitutes and blocked entry, 

intense rivalry among existing competitors will limit potential returns.’  [5], [8] 
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2.4.4 Competitor Analysis 

In formulating business strategy, managers must consider the strategies of the firm’s 

competitors. While in highly fragmented commodity industries the moves of any single 

competitor may be less important, in concentrated industries competitors analysis becomes a 

vital part of strategic planning. 

 

Competitor analysis has two primary activities: 

 

• obtaining information about important competitors 

• using that information to predict competitor behaviour 

 

The goal of competitor’s analysis is to understand: 

 

• with which competitors to compete 

• competitors´ strategies and planned actions 

• how competitors might react to a firm’s actions 

• how to influence competitor behaviour to the firm’s own advantage. 

 

Casual knowledge about competitors usually is insufficient in competitor analysis. Rather, 

competitors should be analyzed systematically, using organized competitor intelligence-

gathering to compile a wide array of information so that well informed strategy decisions can 

be made. 

 

Competitor analysis framework 
 

Michael Porter presented a framework for analyzing competitors. This framework is based 

on the following four key aspects of competitor: 

 

• competitor’s objectives 

• competitor’s assumptions 

• competitor’s strategy 

• competitor’s capabilities 
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Objectives and assumptions are what drive the competitor, and strategy and capabilities 

are what the competitor is doing or is capable of doing. These components can be depicted as 

shown in the following diagram: 

 
Picture #2 Competitors‘ framework diagram 

 
  Adapted from Michael E. Porter1 
 

A competitor analysis should include the more important existing competitors as well 

as potential competitors such as those firms that might enter the industry, for example, by 

extending their present strategy or by vertically integrating. 

 

Competitor’s current strategy    

 

The two main source of information about a competitor’s strategy is what the 

competitor says and what it does. What the competitor is doing is evident in where its cash 

flow is directed. 

                                                 
1 Michael E. Porter, Competitive strategy, 1980, p.49 
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Competitor’s objectives 

 

Knowledge of a competitor’s objectives facilitates a better prediction of the 

competitor’s reaction to different competitive moves. For example, a competitor that is 

focused on reaching short-term financial goals might not be willing too spend much money 

responding to a competitive attack. Rather, such a competitor might favour focusing on the 

products that hold positions that better can be defended. On the other hand, a company that 

has no short term profitability objectives might be willing to participate in destructive price 

competition in which neither firm earns a profit. 

 

Competitor objective may be financial or other types. Some examples include growth 

rate, market share, and technology leadership. Goals may be associated with each hierarchical 

level of strategy- corporate, business unit, and functional level.  

 

The competitor’s organizational structure provides clues as to which functions of the 

company are deemed to be the more important. For example, those functions that report 

directly to the chief executive officer are likely to be given priority over those that report to a 

senior vice president. Whether the competitor is meeting its objectives provides an indication 

of how likely it is to change its strategy. 

 

Competitor’s assumptions 

 

The assumptions that a competitor’s managers hold about their firm and their industry 

help to define the moves that they will consider. For example, if in the past the industry 

introduced a new type of product that failed, the industry executives may assume that there is 

no market for the product. Such assumptions are not always accurate and if incorrect may 

present opportunities. For example, new entrants may have the opportunity to introduce a 

product similar to a previously unsuccessful one without retaliation because incumbent firms 

may not take their threat seriously.  

A competitor’s assumptions may be based on a number of factors, including any of the 

following: 

• beliefs about its competitive position 

• past experience with a product 
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• regional factors 

• industry trends 

• rules of thumb 

 

Competitor’s resources and capabilities   

 

Knowledge of the competitor’s assumptions, objectives, and current strategy is useful 

in understanding how the competitor might want to respond to a competitive attack. However, 

its resources and capabilities determine its ability to respond effectively. 

A competitor’s capabilities can be analyzed according to its strengths and weaknesses in 

various functional areas, as is done in a SWOT analysis. The competitor’s strengths define its 

capabilities.  

Finally, since the competitive environment is dynamic, the competitor’s ability to react 

swiftly to change should be evaluated. Some firms have heavy momentum and may continue 

for many years in the same direction before adapting. Others are able to mobilize and adapt 

very quickly . Factors that slow a company down include low cash reserves, large investments 

in fixed assets, and an organizational structure that hinders quick action. 

 

Competitor response profile 

 

Information from an analysis of the competitor’s objectives, assumptions, strategy, 

and capabilities can be compiled into a response profile of possible moves that might be made 

by the competitor. This profile includes both potential offensive and defensive moves.  

The specific moves and their expected strength can be estimated using information gleaned 

from the analysis. 

The result of the competitor analysis should be an improved ability to predict the competitor’s 

behaviour and even to influence that behaviour to the firm’s advantage. [21] 

 

2.4.5 SWOT analysis 

Objectives 

 

The analysis of strengths, weaknesses, opportunities and threats brings together the 

results of the analysis of the firm (internal), the environmental analysis (external) and the 
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portfolio analysis. A swot analysis serving as the fundamental methodology for formulating 

the firm’s strategy. Implicit in the swot analysis is the aim of achieving the optimum match of 

a firm’s resources with the environment in order to gain sustainable competitive advantage 

by: 

• building on a firm’s strengths;  

• reducing weaknesses or adopting a strategy that avoids weaknesses;  

• exploiting opportunities, particularly using the firm’s strengths;  

• reducing exposure to or countering threats.  

 

A swot analysis used on its own is a crude, rather subjective tool. However, this is also an 

advantage because it can be done quickly. In any event, a swot analysis should be short and 

simple; complexity and over-analysis are to be avoided. This means a swot analysis is easily 

understood and communicated and can fit on one page. Therefore you could use a swot 

analysis to carry out a quick strategic review. The process of creating a swot analysis is 

valuable because it involves discussion among managers or key people in a business. This 

stimulates thinking in a way that is not too structured or restrictive. [3] 

 

Table #2 SWOT overview Matrix 

  POSITIVE/ 
HELPFUL 
to achieving the goal 
  

NEGATIVE/ 
HARMFUL 
to achieving the goal 

  
INTERNAL Origin 
facts/ factors of the 
organization 
  

Strengths 
Things that are good 
now, maintain them, 
build on them and 
use as leverage 

Weaknesses 
Things that are bad 
now, remedy, change 
or stop them. 

  
EXTERNAL Origin 
facts/ factors of the 
environment in 
which the 
organization operates 
  

Opportunities 
Things that are good 
for the future, 
prioritize them, 
capture them, build 
on them and 
optimize 

Threats 
Things that are bad 
for the future, put in 
plans to manage 
them or counter them 
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Aim of a SWOT Analysis 

• Reveal your competitive advantages 

• Analyze your prospects for sales, profitability and product development 

• Prepare your company for problems 

• Allow for the development of contingency plans 

  

A SWOT analysis is a process to identify where you are strong and vulnerable -- where 

you should defend and attack. The result of the process is a 'plan of action', or 'action plan'. 

The analysis can be performed on a product, on a service, a company or even on an 

individual. 

 

Weaknesses of SWOT analysis  

 

Whilst ‘SWOT’ is an extremely common strategic technique and perhaps the 

dominant one in most organisations it might be accused of being limited and even dangerous. 

Its deficiencies include: 

• Inefficiency (Professor Cliff Bowman of Cranfield School of Management jokingly calls 

this a ‘Stupid Waste of Time’). 

• Subjectivity – especially of its ‘strengths’. 

• Incompleteness: especially of the ‘threats’ and also ‘weaknesses’ listed. 

• Inadequate interpretation (what is its so-what?) For example, what is really important in it, 

and what strategic options does it suggest.  [4] 

 

2.5 Marketing 
 

Marketing is a total system of interacting business activities designed to plan, price, 

promote, and distribute want-satisfying products or services to organisational and household 

users in a competitive environment at a profit. Brilliant marketing can be a tremendous engine 

for corporate growth, increasing profits, and generating excitement among customers and 

employees. [11]  
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2.5.1 Market analysis and strategy  

A central aspect of any business plan is the marketing strategy. To develop a 

marketing strategy, the market and potential customers must be analysed. Marketing differs 

from selling in as much as marketing has a customer rather than product focus. This means 

that customer needs should be analysed with a view to segmenting the market on this basis. 

From this flows the targeting of particular segments with a segment-specific marketing mix. 

This positions products in the market, based on an understanding of buyer needs, attitudes and 

behaviour. The market analysis and strategy are an important part of the marketing plan 

within the business plan. The marketing plan includes qualitative aspects and the 

quantification and forecast of demand and sales.  [3] 

 

Mastering the ingredients for marketing strategy includes the following:  

 

 Focus on the customer  

 

Above all, customers are the focal point around which all parts of your 

product/service, promotion, pricing, and promotion activities must converge. The essential 

belief is that they know more about what they need than your senior executives do. 

 

Build networks  

 

Use information technology to link customers, suppliers, business partners, and 

employees. By encouraging a continuous flow of information, you will engage in ongoing 

communications from product concept to delivery of a wanted product to a customer. 

Effectively applied, informational technology performs as a powerful competitive marketing 

strategy and effective business model that allows you to be far more virtual with customers 

and suppliers.  
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 Create alliances  

 

Acquisitions, alliances, and other forms of partnering are keys to success. To make the 

alliances work, however, requires a high level of trust and willingness to achieve mutually 

agreed upon, short and long-term goals.  

 

Look at corporate culture  

 

Understanding your organisation’s core values, maintaining an outside-in mind-set, 

and an orientation that is totally customer-driven are central components of marketing 

strategy. A company’s culture – expressed as values, ideas, and behavioural patterns – 

emerges to form healthy relationships with customers, suppliers, and employees.  

 

Apply technology  

 

The Internet is an integral part of most marketing strategies with immense impact on 

the effective use of the sales force and customer service personnel. Summary the new rules of 

competition demand organisations built on change, organised around networks, based on 

interdependencies of partners, and constructed on technological advantage. [11]  

 

2.5.2 The Marketing mix 

Marketing decisions generally fall into the following four controllable categories: 

 

• Product 

• Price 

• Place (distribution) 

• Promotion 

 

The term ‘marketing mix’ become after Neil H. Borden published his 1964 article, The 

concept of the Marketing mix. The ingredients in Borden’s marketing mix included product 

planning, pricing, branding, distribution channels, personal selling, advertising, promotions, 

packaging, display, servicing, physical handling, and fact finding and analysis. E. Jerome 
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McCarthy later grouped these ingredients into the four categories that today are known as the 

4 P´s of marketing. [21] 

Picture #3 Marketing mix 

 
 

 

These four P´s are parameters that the marketing manager can control, subject to the 

internal and external constraints of the marketing environment. The goal is to make decisions 

that centre the four P´s on the customers in the target market in order to create perceived value 

and generate a positive response. 

 

Product decisions 

 

The term “product” refers to tangible, physical products as well as services. Here are some 

examples of the product decisions to be made: 

• Brand name 

• Functionality  

• Styling 

• Quality 

•  Safety 

• Packaging 

• Repair and Support 
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• Warranty 

• Accessories and services 

 

Price decisions 

 

Some examples of pricing decisions to be made include: 

• Pricing strategy (skim, penetration, ect.) 

• Suggested retail price 

• Volume discounts and  wholesale pricing 

• Cash and early payment discounts 

• Seasonal pricing 

• Bundling 

• Price flexibility 

• Price discrimination 

 

Place (distribution) decisions 

 

Distribution is about getting the products to the customer. Some examples of distribution 

decisions include: 

• Distribution channels 

• Market coverage (inclusive, selective, or exclusive distribution) 

• Specific channel members 

• Inventory management 

• Warehousing 

• Distribution centres 

• Order processing 

• Transportation 

• Reverse logistics 

 

Promotion decisions 

 

In the context of the marketing mix, promotion represents the various aspects of 

marketing communication, that is, the communication of information about the product with 
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the goal generating a positive customer response. Marketing communication decisions 

include: 

 

• Promotional strategy (push, pull, etc.) 

• Advertising 

• Personal selling and sale force 

• Public relations and publicity 

• Marketing communications budget 

 

Limitations of the marketing mix framework 

 

The marketing mix framework was particularly useful in the early days of the 

marketing concept when physical product represented a larger portion of the economy. Today, 

with marketing more integrated into organizations and with a wider variety of products and 

markets, some authors have attempted to extend its usefulness by proposing a fifth P, such as 

packaging, people, process etc. Today however, the marketing mix most commonly remains 

based on 4 P´s. Despite its limitations and perhaps because of its simplicity, the use of this 

framework remains strong and many marketing textbooks have been organized around it. [8] 

 
Setting the Promotion Mix 
 

When deciding how to properly utilize the marketing communications mix to meet 

your marketing objectives, it is important to consider the relative strengths and weaknesses of 

each component of the mix. Further, you must always define your total budget first (generally 

defined in the Marketing and/or Business Plan) and then decide upon the best way to leverage 

the different elements of the mix to maximize the return on your investment. You will balance 

the various parts of the mix to not only create an integrated approach to your marketing 

communications but you must also devote enough resources for each component to be 

successful. 

2.5.3 Communications Mix  

The Marketing Communications Mix is the specific mix of advertising, personal 

selling, sales promotion, public relations, and direct marketing a company uses to pursue its 

advertising and marketing objectives. 
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Advertising 

This is the mass media method of marketing communication and provides exposure to 

the largest, most geographically dispersed audience at the lowest cost per head. That being 

said, advertising costs can ad up quickly with mediums like television, radio and even online 

advertising which can be prohibitively expensive for many businesses. 

Other traditional forms of paid advertising include newspapers and magazines, the 

Yellow Pages, billboards, signs and posters. As well, advertising on buses, benches, gas 

pumps and even public restrooms is in vogue today. Basically, any medium which provides 

an opportunity to target "eyes and/or ears" can be a venue for advertising and you can see 

examples of successful promotion in the most unlikely places. 

Direct Marketing 

This marketing communication competency enables companies to reach out directly to 

consumers without intermediary channels such as those required for advertising. This 

component of the marketing communication process includes direct mail, catalogues, coupons 

and inserts, telemarketing, online marketing and television infomercials. Done correctly, 

Direct Marketing is extremely effective in the long run and allows for a targeted marketing 

approach to specific consumers to create valuable lasting relationships. 

Direct Marketing is the marketing communication method that enables companies to 

interact with a relatively large number of customers and encourage a "call to action" or "most 

wanted response" which is usually a purchase. The downside of Direct Marketing is that it is 

usually unsolicited and seen as a nuisance by the general public. Telemarketing, e-mail 

spamming and junk mail are universally despised and so Direct Marketing tools should be 

used with thought and caution.  

Personal Selling 

This is the most dreaded as well as the most expensive of all methods in the marketing 

communication process. However, if you are a small business owner or otherwise have the 

ability to personally sell and build relationships with customers, it can be one of the most 

rewarding aspects of the marketing process, both personally and professionally. 
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Just as with traditional marketing, successful selling begins and ends with the 

customer. The whole objective is to ascertain needs and create the best solution for customers. 

Along the way you build relationships and continue to gather information about how you can 

better serve customers which is your reason for being in business in the first place. 

Sales and marketing are fundamental to the survival of any business and both involve 

creating customers for the business value you have created. The former targets one person (or 

entity) whereas the latter targets many. Both engage, inform and persuade through a variety of 

communicational tools. Aligning both will increase your success regardless of conditions. 

Successful sales and successful marketing both begin with an atitude and that attitude 

is customers first. 

Public Relations 

This refers to how you handle your relationships and the flow of information with your 

various "publics" or the people who have a stake in or are affected by your business. This 

includes the general public, consumers, shareholders, employees, partners, competitors and 

the government. 

PR becomes a more and more crucial element of the marketing communication mix as 

a business or organization grows larger. That being said, it is still a vital component of the 

marketing communication process to think about for smaller businesses as well. PR tools 

include press and media releases, lobbying, charitable and public events, advertorials, 

financial reports, promotional collateral, facility tours, sponsorships, interviews and any other 

method for the promotion of a positive image to people. 

Being "people conscious" starts with the individual and carries through to the 

organization. Once again, people buy from people at the end of the day and the most 

successful people and organizations are those that benefit other people the most. As with 

many facets of sales and marketing, PR also has a "good" and "bad" side. 

The good side of PR is fostering socially conscious business practices whereas the bad 

side is epitomized in shady political lobbying, "spin doctors" and so forth that divert from the 

truth as opposed to promote it. Suffice it to say that in today's connected world, more than 

ever, any sized organization needs to be cognizant that it operates within the larger framework 

of society and has corresponding responsibilities. 
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Sales Promotion 

This is the last traditional component of the marketing communication mix that is 

discussed here as part of the marketing communication process. Sales promotion simply refers 

to purchase incentives that you provide your customer with. These can assume a number of 

forms including offering free goods or services, coupons and vouchers, gifts and prizes, 

discounts, samples, financial incentives, charitable promotions and any other value-add over 

and above your standard product or services. 

Sales Promotions are generally short-lived, "one off" incentives intended to provide 

consumers with that last "push" to buy. The main takeaway is that regardless of the size and 

type of your business, you should continually look at ways in which to create additional value 

for customers. Your customers will appreciate it and, in facts, customers have been shown to 

pay premium prices for real value and real service. 

Marketing Communication Process 

While the information age may have changed how the world runs and how business is 

done, some fundamental principles still hold true for marketing in general and the marketing 

communication process as well. Being aware and aligning yourself to these principles will 

lead to success. After all, people continue to buy from people, technology and the hustle and 

bustle of modern life notwithstanding. 

The Marketing Communication Process covers additional individual marketing 

communication tools such as e-mail, flyers, mailing lists, newspaper and magazine ads, 

Yellow Pages, merchandising and packaging, trade fairs and events and eMarketing. As well, 

other disciplines related to the marketing communications mix such as branding, product 

placement, underwriting, graphic design, sponsorship and online marketing. 

Marketing Communications is a very broad discipline and there are a tremendous 

number of ways and means for reaching out to your customers in today's high tech world. [22] 

2.6 Financial plan  
 

In general usage, a financial plan can be a budget, a plan for spending and saving 

future income. This plan allocates future income to various types of expenses, such as rent or 
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utilities, and also reserves some income for short-term and long-term savings. A financial plan 

can also be an investment plan, which allocates savings to various assets or projects expected 

to produce future income, such as a new business or product line, shares in an existing 

business, or real estate. 

 

In business, a financial plan can refer to the three primary financial statements 

(balance sheet, income statement, and cash flow statement) created within a business plan. 

Financial forecast or financial plan can also refer to an annual projection of income and 

expenses for a company, division or department. A financial plan can also be an estimation of 

cash needs and a decision on how to raise the cash, such as through borrowing or issuing 

additional shares in a company. While a financial plan refers to estimating future income, 

expenses and assets, a financing plan or finance plan usually refers to the means by which 

cash will be acquired to cover future expenses, for instance through earning, borrowing or 

using saved cash. [10] 

 

2.7 Risk analysis  
 

Innovation and business development are inherently risky. Risk analysis identifies 

different types of risk as well as describing strategies to manage and minimise the impact of 

risk on a business.  

 

The nature of risk 

 

Risk varies from business to business, but the dimensions of risk are similar across all 

businesses. The level of risk associated with a particular business or project will depend upon 

the following: ¨ 

• The value of resources devoted to the project.  

• The proportion of total business resources represented by those resources.  

• The length of time for which the resources will be devoted to the project.  

• The inherent risk of the project.  

• The cost of exiting the project.  

• The recoverable costs were the project to fail.  
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Many potential risks can be identified during the business planning process and strategies 

can be developed to mitigate them. There will also be unforeseen risks that a business must be 

able to deal with as and when they arise. A business’s ability to manage unforeseen risks will 

largely depend on the calibre and experience of management and the nature of the event. An 

important aspect of business planning is that, as a result of having developed a comprehensive 

business plan, when unforeseen events occur, managers have the time and the resources 

available to tackle them.  

 

Types of risk Business risks can be categorised as:  

• Operational 

• Industry 

• Financial 

• Political  

• Operational  

 

Operational risks are internal to the business and relate to its ability to achieve its chosen 

strategy. [3] 

 

2.8 Introduction to Powerkiting 
 

Power kiting started out in the 70s and has really taken off in recent years. Today’s 

four-lined power kites can be used for a dazzling array of sports, including land boarding, kite 

buggying, kite surfing and snow kiting. 

Learning how to use a power kite is the first step in any kiting sport. It's great fun and 

can be practiced at any time of the year wind permitting. The power which you can get out of 

these kites is surprising even in the lightest of breezes.  

 

What is a Power Kite and how does it work? 
 

A power kite is usually an aerofoil shaped wing made from high performance fabric 

and supported by bridles. By steering and manoeuvring the kite with control lines different 

amounts of power can be generated. 

Once a kite is inflated its aerofoil design encourages it to move forward and give lift. 
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Supportive bridle lines keep the kite at the optimum angle to the wind to achieve the speed 

and power.  

Generally, the bigger the kite or the faster the kite travels or the stronger the wind the 

more power, pull or lift will be generated. Ultimately it is the flier that controls the kite and 

bears the responsibility for the safety of self and that of others. 

 
Kiteboarding 
 

Picture #4 Kiteboarding 

 
 

About to arrive at your ocean or lakefront facility is the red-headed stepchild of 

wakeboarding and windsurfing— kiteboarding. As one of the World’s fastest-growing water 

sports, kiteboarding has quickly spread to areas that would otherwise not be considered ideal 

for wind-driven recreational opportunities. kites are arriving on land-locked lakes because 

they can be launched in as little as 5-6-m/s winds. In this sport, riders harness the wind 

through the use of large 6 to 20 square-meter traction kites and are capable of reaching speeds 

of  50km/h and elevating themselves 5m or more of the water. Riders use a kiteboard or small 

surfboard as a riding surface, then are harnessed to four 30-meter lines that connect to the bar 

which handle the kiter. The harness places the pull of the kite on the body rather than the 

arms, and it is recommended that riders wear a helmet and an impact vest. Riders are pulled 

through the water by the force of the kite. 
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Among top destinations worldwide for kitesurfing are: 

 

• Spain: Tarifa in the south, famous for prevailing winds that blow through the Straits of 

Gibraltar; the Golf de Rosas on the Costa Brava has a good reputation for kitesurfing 

and windsurfing, Fueteventura and Lanzarote. 

• Egypt has a growing kitesurfing scene, with a new resort in Nabq in Sharm el Sheikh 

(good for beginners). Hurghada is a popular spot, in Safaga the Skyriders Kitesurf 

School is well established. A kitesurfing festival took place in April in El Gouna. 

• South America: Brazil is up and coming, while Coche Island in Venezuela is fast 

becoming known as one of the best kitesurfing destination in the world. 

• Morocco: Essaouira is the most popular place, with good wind conditions. 

• Dominican Republic: Cabarete is an established kitesurfing destination. 

• Mozambique: with no crowds it is a wild place for kitesurfing. 
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3 Analysis of actual conditions 
 

3.1 Macro environmental - SLEPT analysis 
 

Before creating a business plans or when evaluating existing ones it is important to 

preview the external environment. This takes the form of a SLEPT analysis, an investigation 

of the Social, Legal, Economic, Political, and Technological influences on a business. In 

addition it is also important to be aware of the actions of your competitors. These forces are 

continually in a state of change. 

3.1.1 Social factors 

Kiteboarding is becoming more and more popular among young people and the 

awareness of the sport is continuously growing. This sport is very attractive to watch and 

nowadays we can observe growing demand for adrenaline sports. 

In the society is widely spread opinion that sports is for young and healthy people. 

This opinion is one of the threats for any business in this field. Fortunately past decade has 

seen exponential growth in the number of extreme sports. In 1995, the first X Games were 

held, featuring various competitions in motocross, skateboarding and more. Two years later 

came the Winter X Games, which helped bring snowboarding to the Winter Olympics that 

year.  

Today, extreme sports are garnering more popularity, as more companies are seeing 

opportunity in the market's hip, daring, 15- to 35-year-old demographic. University students 

are also large potential group, because of their demand for active holidays and sufficient of 

the free time, unfortunately they are often limited by finance so products for them have to be 

modified. At the moment higher percentage of the males than females are attracted to the 

sport. Company focus mainly on the Czech market, but in future is planning to expand also to 

the foreign markets mostly to neighbouring countries where the standard of living is higher 

and this kind of activities more affordable.   

The flux of advice on healthy living in the media has also helped to raise awareness 

and importance of adopting a healthy active lifestyle. 
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3.1.2 Legal factors 

In the Czech republic business has to follow certain laws, especially Trade licence law 

(zákon č. 455/1991 Sb., o živnostenském podnikání) and by the Commercial law (zákon č. 

513/1991 Sb., obchodní zákoník), which has to adhere all corporations.  

In recent years changes in many laws have been particularly significant because 

as members of the European Union we have to adopt directives and regulations created by the 

EU which then become part of Czech law. SMEs’ have to follow changes in laws at all the 

time, but most importantly those which affect their business.  

 

Important factors which influence legal changes are: 

 

• stability of government 

• tax policy 

• support of entrepreneurship by government and EU structural founds 

• Legislative 

• Labour law 

• Environmental protection 

 

The legislative process in a country undergoing changes brings many obstacles, which is 

quite hard to monitor regularly. As it has been mentioned before there is not a single point 

where full texts of regulations could be obtained online. Various regulations and their 

wording can be searched within the official websites of the Czech ministries (departments of 

state). 

Kiteboarding belongs to the sports with higher risk of injury. That’s why the company has 

to be insured and kitebording courses need to have strict rules, because the company is 

responsible for the clients. Also to be able to run this kind of business, company needs a 

special licence. 

3.1.3 Economical factors 

We have to analyze the economical situation in the country to be able to better 

understand of consumer behaviour. Economical depression leads to reduction of demand for 

services and non consuming products and what may negatively influence the company. 
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In the Czech Republic growth continued in the first years of the EU membership. The 

credit portion of the financial crisis of 2007–2009 did not affect the Czech Republic as much, 

mostly due to its stable banking sector which has learned its lessons during a smaller crisis in 

the late 1990s and became much more cautious. As a fraction of the GDP, the Czech public 

debt belongs among the smallest ones in Central and Eastern Europe. However, as a large 

exporter, the economy was sensitive to the decrease of the demand in Germany and other 

trading partners. In the middle of 2009, the annual drop of the GDP for 2009 was estimated 

around 3% or 4.3%, a relatively modest decrease. The impact of the economic crisis may have 

been limited by the existence of the national currency that temporarily weakened in H1 of 

2009, simplifying the life of the exporters. 

 

Graph #1 Gross Domestic Product 

 
Since 2008 the financial crisis affect the economical environment in Czech Republic 

many employees lost their jobs and the many companies slowed down the production or even 

stopped it totally. According Czech statistic agency in the beginning of year 2008 the inflation 

rate was 3,4% and increased during the year up to 6,5%, mainly due to growth of growth of 

prices of the energy. 
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Graph #2 Inflation and gross average wage 1999-2008 

 
Economical forecast 

Current-account deficits will be moderate over the medium term, mainly owing to 

surpluses on trade and current transfers. Large inflows of foreign direct investment (FDI) 

should cover the current-account deficit over most of the forecast period. 

 

 Table #3 Economical forecast 
Key indicators 2008 2009 2010 2011 2012 2013 

Real GDP growth (%) 3.0 -3.0 1.2 2.9 3.5 3.2 

Consumer price inflation (av; %) 6.3 1.7 2.1 2.0 1.9 1.9 

Budget balance (% of GDP) -1.0 -4.7 -5.0 -4.8 -4.2 -3.5 

(source economist.com) 

 

Governor of Czech National bank Jan Tuma stated: "We've said yes, the economy will 

slow noticeably, somewhere below 3 percent," he told HN. "I still can imagine it will be like 

this but the truth is that now this is rather a more optimistic option which, however, is not 

ruled out. We were also aware of the risk that global downturn might even be bigger than 

expected at the time of drafting of the forecast," HN quotes Tuma as saying. That is why the 



42 

CNB experts were asked to prepare an alternative forecast scenario allowing for a sharper 

slowdown in the world and a growth of the Czech economy at 0.5 percent as a result, Tuma 

said2 

According to Mather marketing agency majority of the Czech consumers reduced the 

consumption due to the  crisis, but not for long term, just till the situation  will stabilize. 

According to STEM and CVVM agencies in this year people are frighten from loosing a job 

and lowering of standard of living. 

The Czech Republic became the worst place in Europe for alternative sources of 

project and business financing in 2008, CTK has learnt from a chart drawn up by the 

European Association for Private Equity and Venture Capital (EVCA). 

By contrast, the only category where the Czech Republic exceeded European average 

were tax and legal conditions for motivating and keeping best talents in firms and funds. 

3.1.4 Political factors 

In November 2009 political situation in the Czech Republic settle down when we took 

EU presidency and the policy focused on European issues. Till the half of March 2009 there 

was right side party ODS in the government, which favour is liberal business environment in 

form of lower income taxes, simplify the trade licence register ect. Suddenly the opposition 

put down the government in the middle of EU presidency. This has a negative effect on Czech 

currency which get dramatically weaker. This also influenced the company as an importer and 

the buying prices grow up.  

Since than a non-partisan government has been formed, and took office in May, to prepare the 

2010 budget, ahead of the parliamentary election that has been brought forward to October 

2009. This will be a crucial moment for further development in the country. 

As threat from political factor can be changes in tax policy, social and healthy 

deduction, changes in labour law ect. Also any political instability has an effect on exchange 

rate of Czech currency.   

The big issue is when the Czech Republic will convert to common European monetary 

union and accept Euro as a national currency this will affect most of the companies. 

 

                                                 
2 Author: ČTK 
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3.1.5 Technological factors 

Nowadays every company which wants to remain competitive in the business 

environment has to follow modern technologies, innovation and technological development in 

company’s field of business.  Internet has become very important channel for promotion and 

also for communication with the clients, mass presentation of the company and retail place as 

well. Kitesurfing technology has also been adapted to new sports in recent years, such as kite 

sailing (with catamarans), landkiting and snowkiting. Weather forecasting is very important, 

the accurate forecast enables to help decide where to go. GPS technology combined with 

internet opens new ways to undiscovered locations suitable for kiteboarding.  Kite equipment 

is evolving very fast, every year producers of kiteboarding gear introduce new products with 

technical inventions. Also the demand for the quality is much higher in consequence 

companies have to use new technologies for production to be effective and to be able to 

satisfy these requirements.  

 

3.2 Porters’ five forces 
 

The five Porter’s forces may help to evaluate level of competition in the market. This 

analyse shows the picture of opportunities or threats which the company must be aware. 

3.2.1 Threat of new entrants 

At the moment company is in the position of new entrant to the market and uses the 

moment of surprise by quick realisation of business ideas and with the intention to find the 

gap on the market. If kiteboarding itself will be still developing as till nowadays and new 

people join to the sport it is highly expectable that new competitors will appear. We can 

assume that the risk of new entrants is high. That is the reason why it is so important to build 

a good brand name for customers that will be loyal to the products and services. To be more 

resistible to the actual and new competitors it is essential to be active and flexible to the 

change at all the time and to have a good knowledge about the business environment. 

Financial demands for the investment with ensure result makes also barrier for newcomers.     
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3.1.2 Bargaining power of suppliers 

Choosing a supplier is very crucial, because the cooperation with the producers is very 

intensive. Distributor usually presents the brand in the country and has to invest into the 

promotion. As a Seller of kiteboarding equipment it is usual to have around 3 to 6 brands for 

kites, kiteboards, protective gear, wetsuits, fashion and other goods. Suppliers hold a strong 

position, because the price, guarantee and reaction on the orders plays very important role. 

This is the reason why the company wants to have more of the independent suppliers to be 

able to satisfy customer in every circumstance. The position of the producers in the 

international market helps to sell the products as it supports their brand which increases the 

demand for the product also in the region.  

3.1.3 Bargaining power of buyers 

According to the fact that customer has many of choices when buying a product their 

bargaining power is high. It is very important to fully satisfy the customer and to be able to 

cover his or her demand. The buyers are also important factor for promoting the equipment in 

the action that is why their positive attitude to the company is needed. 

3.1.4 Threat of substitutes 

Threat of substitute is quite low, because this line of business is very specific and we 

would hardly find straight substitute to kiteboarding. In general sense substitute could be any 

other sport or activity, but applicant for kiteboarding would not find the same or similar 

combination elsewhere. Typical alternative to water version of kiteboarding (kitesurfing) is 

windsurfing and surfing.  The benefits of kitesurfing over other forms of surfing is that  

1) you don't need waves to surf 

2) you can kite surf in lower wind speeds than you can with a windsurf and the kite flies in 

cleaner wind. 

3) the kite can also be used for other forms of traction kiting 

That is also the main possible reasons why kitebording could become a mass sport and surely 

has a potential for growth. 
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3.1.5 Level of rivalry 

In the Czech Republic is high level of rivalry in the kitebording business. On the 

Czech market many international brands are present, but not as much kiteboarders to provide 

with the equipment so sellers have to be very competitive. The potential advantage of the 

company could be quick entrance on the market with wide range of activities and services. 

We can anticipate that competition between companies will grow, what in the other side 

customer will appreciate, because prices of equipment and services will decrease. At the 

moment on the Czech market are about 5 bigger companies and many more smaller, further 

analysis are made in Competitors chapter. Between competitors word of mouth is very 

powerful and is often used to disadvantage the counterparty for example by lowering the level 

of their teaching methods or saying bad things on account of the quality of competitors’ 

products, these practices have very harmful effect.  

 

3.2 Competitors analysis 
 

Even thought kiteboarding is not yet very well known sport. We can say that the 

competition in this industry is quite strong in the Czech Republic. The main companies are 

Harakirikiteboarding, Mushow, Bestkiteboarding and Kitesport. Kite sports are growing every 

year and new competitors are appearing. It is very important to maintain competitive 

advantage against competitors. Every kiteboarding company is trying to create its own 

community to have stronger background. 

Kiteboarding business is specific with creating groups around them, these groups link 

communities to themselves. Basically the function of these groups is to provide equipment 

and services, also running a kiteboarding portals and doing promotional events. In these kind 

of groups operates firms and individual entrepreneurs as well.    

 

Harakirikiteboarding (kiteboarding.cz) 
 

It is on the market since 2003 with kiteboarding courses and sales of kiteboarding 

equipment, it has a portfolio of brands: Naish, Flysurfer, Nobile or Peter Lynn, they are also 

selling used equipment. Harakiri organize some of the kiteboarding events and actively push 

kiteboarding and its company through media. At the moment it is a leader on the market. 
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They have higher prices, because they can afford it from their position. Recently they started 

with own kiteboarding portal: kiteboarding.cz. 

 

Mushow 
 

Was the first kiteboarding community in the Czech Republic. Firstly it was just a 

group of riders without any business activities. After they started with its own brand Mushow- 

producing kiteboards, fashion and recently started a kite school. Mushow tries to be a brand 

with an image, which is laidback and relaxed, but some of the customers rather looking for 

serious approach. The main company behind Mushow is AUTRANGE, s.r.o. which has in 

distribution brands: Ozone, Slingshot and Flexifoil. Their price level is set as high, but also 

offers some price deals on certain products. 

 

Kitesport s.r.o. 
 

Company focused on kiteboarding courses, rental, selling brands Airush and producer 

of Pegas kites and it is also connected with Aloha C.W.C. s.r.o. (one of the Czech biggest 

retailer for snowboarding, skateboarding, windsurfing and kiteboarding equipment). This 

company has a strong background, competitive prices and connection with the media.  

 

Best kites s.r.o. 
 

Is very progressive company with very proactive approach to attract customers. They 

have success with snowkitig courses and maintain some of the good spots in Czech. In their 

portfolio are: Bestkiteoarding, Gin and Crazy Fly. They also created its own brand Snape. 

Best kiteboarding is one of the world’s most famous brand so they have strong support behind 

them and they can offer higher price level. 

 

Other competitors 
 

.Along these bigger groups are smaller competitors for example: Lekr s.r.o., Kite4Fly, 

TAC team and others, who usually operate in smaller scale, but could be potentially 

dangerous if they catch a empty place for service or product on the market. They also try to 

attract costumers by lower dumping prices with a short term effect.  
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Price comparison 

 

In table below you can easily compare the prices in crowns of standardized products 

what gives you an overview of the price level. There are usually not as much differences in 

the courses itself, but the prices vary.  

 

Table #19 Price comparison of the competitors 

 
3 days 
kiteboarding 

6 days 
kiteboarding 

2 days 
land/snow 

Harakirikiteboarding 4990 9990 3490 
Kitesport 6600  3900 
Best kites 5900 8900 3090 
Mushow 7500  4000 
Kitelement 5200 8900 3000 

 

3.3 Kiteboarding Market trends and Market research   
 

There are two main sources of data - primary and secondary. Primary research is 

conducted from scratch. It is original and collected to solve the problem in hand. Secondary 

research, also known as desk research, already exists since it has been collected for other 

purposes. For the purpose of this work I have used secondary to describe wider market 

environment from Mintel database and primary data from own research made on the Czech 

market. 

 

Kitesurfing is one of the world’s fastest-growing extreme sports and the UK is at the 

forefront, according to the British Kite Surfing Association (BKSA). Since it was formed by 

its nine founder members, the BKSA has grown steadily to become one of the largest 

kitesurfing clubs in the world – at the beginning of 2007 the membership had reached 3,000.  

The BKSA estimates that in 1999 there were ten people who kitesurfed in the UK and that 

this had grown to 10,000 by 2008. Its worldwide estimates suggest there are 100 people in 

1999, which had increased to 200,000 by 2008. 

“There’s been a huge increase, it’s a new sport and easy compared to windsurfing as 

it’s about technique rather than strength. Over the last ten years there’s been a lot of 

development in technology too,” said BKSA chairman Richard Gowers. Around 20% of 

kitesurfers are female. 
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Research by the MCA put the estimate much higher, at around 88,000 UK kitesurfers 

who enjoyed the sport worldwide in 2007. About 16,000 of these are female, 72,000 male. 

The majority are aged between 16-34 (48,000), with the rest between 35-54 years old.3 

3.3.1 Target segment 

Kiteboarding isn’t limited by the age, but it requires to be healthy as it is rather 

technical than physically demanding sport. For example kiteboarding practice 10 years old 

kids and 60 years old people as well. Males are more often presented in the sport, but the 

percentage of females is growing. 

In regard on this facts our target segment are people in the age range of 18 to 45 years. It 

is easier to access for the people with higher income, because of financial requirements of the 

sport. I doesn’t mean that it isn’t unavailable to the others, but they have to sacrifice more to 

get into the sport. So it is also tightly connected with the motivation. Other important aspect  

for practise kiteboarding is of course to have enough of free time. That gives us these main  

target groups: 

 

• Students 

Students have very good premises to get into the sport: enough free time, can be easily 

motivated especially by the group, and younger people are generally more flexible. The 

barrier to powerkiting for students are unfortunately financial requirements what mostly 

affects the decision whether or not go for it.   

 

• Yung successful and active people 

These group usually have a good well paid job, many plans for the self realization, but 

unfortunately lack of free time. This group is mostly wanted by the competitors, because these 

people are flexible and easy to work with and they usually have strong motivation and looking 

forward to relax with an active holidays.   

 

• Older financially secured people with active lifestyle 

People in this group gain success in professional life, but have a need to feel some 

excitement and try something new. Weakness of this group is often lack of motivation and 

often some physical problems. This group shouldn’t be looked over, because they have 

                                                 
3 source: Mintel Adventure Tourism - Europe - May 2008 
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patience and financially it doesn’t make them any difficulties. They are potentially good 

customers, because they take often into the courses relatives or friends and make the course 

also as an opportunity to socialize within different situations, for example fathers take for the 

kiteboarding course his son.   

   

The potential customer should be somebody how already know about kiteboarding and is 

decided to learn it. The best way how to proceed is to pass kiteboarding course as it is fastest 

and most importantly safest way how to learn the sport. It also saves money and people can 

avoid pointless injuries. For the company is not a goal to invest into huge promotion 

campaigns, but rather to be a first choice for the people who are looking for the best care and 

professional approach. 

Kiteboarding is a sport from which potential novice need to have a respect. Some of the 

people misunderstood that it is something like parasailing or other water attractions from 

which they have some sensation, just have to pay for it. Kiteboarding is not the same thing if 

the newcomer isn’t willing to learn it or doesn’t give afford than the kiteboarding course 

would be a waste of time. That affects the promotion of the company, which aim is not to 

create mass communication, but rather to attract target segment, which is looking for 

company’s products and services, so the company has to be visible mostly on the websites 

and forgo the competitors.  

3.3.2 Market research- by questionnaire 

This questionnaire should help to scan the market environment and defined the 

demand for the products and services.   

 

The research was made on base of contest where the winning price was a kiteboard. 

We have totally collected 250 questionnaires. The relevant information are compile in this 

research. The original questions are in the appendix. First graphs are common and later 

section is divided on questions for kiteboarders and non kiteboarders. 
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Graph  #3 Responders by gender 
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The graph shows that females are at the moment less participated in the sport, what is 

also possible to observe on the kiteboarding spots. What isn’t shown on the graph is the 

growth of female kiteboarders in last few years. When the sport started it was very rare to see 

female on the board, what we cannot say at the present. That brings the idea to focus specially 

on this group which could have big potential in the future. We can see the real example in 

female fitness centres or girlie camps for snowboarding or surfing which are highly successful 

at the moment. Company wants to use this model by preparing special kiteboarding courses 

for women in cooperation with ladies fitness centres.  

 

Graph #4 Age of respondents 

Age range of respondents

54%40%

6%

up to 25 years

25 to 35 years

over 35 years 
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We can see from the graph that mostly are interested young people less than 25 years 

old. The age target group is higher because of financial requirements and necessity to be 

independent in order to travel to locations where is possible to practice kiteboarding. 

Nevertheless for younger age group is necessary to create a program which would be more 

accessible for example by ensuring the transportation and accommodation and also to be 

financially reachable with providing discounts or grants. Also the group aged over 35 years 

requires more services and need more support, but in the other hand they are able to pay for 

this extra care.  

 

Graph #5 Communication channels 

How did you find us?
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This figure is important for the company in order to choose the right information 

channel, which is the way how to get to potential customer. In the time when the research was 

made the websites of the company was released just shortly and this was probably the reason 

why it wasn’t so effective. However the choice of advertisement through social network 

Facebook proves to be quick and financially accessible option how to attract our target group. 
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Graph #6 Participated kiteboarders and non kiteboarders 
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This graph shows that people know about kiteboarding, but many of the respondent 

haven’t got a chance to try it on their own yet. This people are primary target group for the 

company. 

 
Graph #7 Is kiteboarding dangerous? 

Do you think that kiteboarding is dangerous?
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In total, responses show that the majority of repliers don’t consider kiteboarding as a 

dangerous sport. This fact could be maybe slightly misguided, because most of the people are 

not able to admit the fear. From real experience it is the feeling of fear what mostly 

discourage people from first practise with the kite. Without proper planning and knowledge 

by facility managers, kiteboarders may unknowingly put themselves and spectators at risk. 
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Graph #8 Is kiteboarding hard to learn? 
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Graph cannot give us any prevailing opinion on the question if respondents find 

kiteboarding hard to learn. 

  

Graph #9 Kiteboarding courses 
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We collected just 45 responses to this question; nevertheless most majority would use 

kiteboarding courses as a way how to start with kiteboarding. This result proves that there is a 

demand for this kind of service and occasion to develop in this direction. 
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Graph # 10 Most attractive powerkiting discipline 
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Generally kiteboarding (on the water) is the most popular powerkiting discipline. On 

the other hand it also demands the most expensive equipment and the condition in the Czech 

Republic are not good to practice kiteboarding, but we have many of good locations for 

landkiting and snowkiting. The reaction to this result could bring more effort by promoting 

these activities to be more visible and hence attractive to the people.  

 

Graph # 11 Barriers into the sport 

What would be probably for you the biggest 
barrier into the sport?

26%

49%

5%

8%

2%

10%
Insufitient suitable places
for kiteboarding
Too expensive

Physical requirments

No friends w hich w olud
join.
Afraid

Others

 
 

It was expected that respondents will find kiteboarding expensive, but what most of 

them don’t know is a fact that prices of equipment for this sport get considerably lower in last 

years, especially in used equipment and older models, what in effect can bring much more 
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people into kiteboarding. What most of the respondents don’t know is that for kiteboarding is 

needed assistance for starting and landing the kite, what could maybe discourage them. 

 

Graph #12 Years of experience 
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This was very positive finding, that most of the respondents started within last 2 years 

what means significant growth in the industry and good perspective for the company. 

  

Graph # 13 Favourite kiteboarding discipline 
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Most of the replies favoured kiteboarding, but it doesn’t mean that is most practised, 

landkiting and snowkiting are also variances which are easier to provide in the Czech 

republic. 
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Graph # 14 How did you learn kiteboarding? 

How did you started?

24%

49%

27% With friends

On your own

Through kiteboarding
course

 
 

It is very positive figure that more than one quarter of respondents get to the 

kiteboarding by using professional courses. As a matter of fact those courses are more and 

more available and affordable; forecasting higher percentage of usage what in consequence 

helps to develop kiteboarding quicker and safer. Almost half of the replies states that learned 

kiteboarding  on their own, what is highly doubtable, because you need an assistance for this 

sport.  

 

Graph #15 Equipment requirements 
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Price is a very important factor when choosing the equipment. Price is also very 

tightly connected with the quality of the product and service and people mostly try to find the 

balance,. 
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3.4 SWOT analysis 
 

I went through internal factors in the company and summarize strengths and 

weaknesses. From external observation of the industry and upcoming trends are made 

comments to the possible threats and opportunities. 

 

Table #4 SWOT 
Strengths Weaknesses 

 

• Distribution of well known brands 

and good relationship with the 

producers. 

• Complex range of products and 

services 

• Quick entrance on the market  

• Providing of new and innovative 

services 

• Strong autonomous realization team 

• Competitive prices 

• High quality of services and products 

• Flexibility to change and quick 

reaction to the actual demand 

• Adaptation to the client   

 

 

• New on the market  

• Insufficient free capital – big investments with 

the start-up and much of the finances in the 

stock 

•  Insufficient promotion and visibility  

• Organisational problems – delegation and 

competencies  

•  These activities are seasonal 

• Dependent on the weather and need to travel 

to the kiteboarding spots 

• Running to much activities at the same time 

 

Opportunities Threats 

 

• Enlarge the group of customers  

• Bring a new services and products  

• Potential of the growth of the 

industry  

• Build a brand, create own products   

• Improve promotion, organize events 

• Create a specialized high street shop   

 

 

• Weak economical situation at the moment 

• Strong competition  

• Decrease of retail prices 

• New companies are entering the market 

• Difficulties with managing all of the activities 

in the same time 
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3.4.1 Strengths 

Company has in portfolio some of the well known international brands, which thanks 

to its brand name are easier to sell and they also have their own promotion. This is linked to 

the relationship with the producers especially when setting the price and after sale support. 

For the firm is important to have a complex range of kiteboarding products and services to be 

fully disposal to the potential customer.  This objective has to be completed soon to maintain 

the advantage of quick entrance on the market, that competition can not affect it in any way. 

Company is trying to find and fill the gaps on the market by bringing new products and 

services with its realisation team, where everyone focus on individual tasks in order to follow 

the business plan. Most important is the quality of providing services and products and 

satisfied customer who will have a reason to return and company will still have something to 

offer him. The business plan is adapting to the actual conditions to be flexible on change.   

 

3.4.2 Weaknesses 

In this business is needed to have good references and the best promotion are happy 

customers who transfer their experiences further. This is what company High limit s.r.o. 

missing because of its short history and we have to substitute this by giving much more effort 

to create own community and this will take some time. At the moment this weakness is very 

crucial, because the company as a newcomer has to invest a lot to the equipment for 

kiteboarding courses and stock of material. This is the reason why company quickly runs out 

of capital and now has to slow down its other developing activities and transfer its current 

assets into cash. Company has to find its place on the market and attract more customers by 

intensive promotion and building brand name. 

Among the other issues are organizational problems where delegation is needed, but 

subordinates (kiteboarding instructors) aren’t able to handle responsibility in particular tasks 

and this leads to inefficiency by slowing down the work and transferring elementary decisions 

to the management. Disadvantage of the industry is that individual powerkiting activities are 

seasonal: Landkiting from spring to autumn, Kiteboarding mainly in summer and for 

snowkiting the snow is needed. All this sports needs wind, place and special equipment this 

can be a barrier for some of the potential clients. 
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3.4.3 Opportunities 

Among opportunities of the company belongs enlargement of potential target group by 

focus on youth and try to make kiteboarding more affordable and popular and present it as a 

sport for every active person, to put off the image of a danger extreme sport. Also women as a 

segment have a large potential in the sport, because the perceive kiteboarding as a physically 

demanding sport, what in fact isn’t true, it is rather technical sport. There is possibility to 

cooperate with women fitness centres to attract these customers. As the whole industry 

growing and kiteboarding is one of the quickest developing sports it is highly probable that 

there will be increase of clients. As the company will become known it will create the 

opportunity to start with own brand for products and services with the brand name 

Kitelement. Among the other opportunities belong creation of own high street shop, which 

will be used as a promotion place and customers can find an advice here.  

3.4.4 Threats 

At the moment the biggest threat is current economical situation when the 

consumption is slowed down and people behave unpredictable. In the same time the 

competition is very strong and the price of products and services decreases and there isn’t 

much space for making a profit. Even in this complicated situation new competitors entering 

the market. The company High limit s.r.o. has in plan wide range of activities starting at the 

same time and there is a risk connected with managing all of these actions and also big 

responsibility given on the employees.  

 

To sumarize it is hard to predict future development, but company has a potential to 

compete with present competitors and is also able to extend current services and products.  

 



60 

4 Authors’ suggestion for the solution 
 

For realisation of the business plan own company was recently created. The proposal 

deals with the marketing, organization structure, financial plan and further possible 

development of the company. 

  

4.1 Company info 
 

Name:    High limit s.r.o. 

Residence:   Znojmo, Kuchařovická 3611/11, PSČ 669 02 

Identification number: 283 34 272 

Establishment:  30.6. 2009 

Type of company:   limited liability company 

Statutary body: 

Co-owner: Marek Volavý 

 Contribution: 100 000,- Kč 

 Company share: one half 

Co-owner: Jakub Kaman 

    Contribution: 100 000,- Kč 

 Company share: one half 

Basic capital: 200 000,- Kč 

Websites:   www.kitelement.cz 

Registrated brand:   Kitelement 

 

 

Object of the business as stated in trade register:  

 

- Providing of physical training and sport activities in powerkiting, snowkiting, buggykiting 

and landkiting 

-pursuit of cultural and entertainment activities, trade shows, exhibitions and other similar 

actions 

- Rental of movable assets  

- Specialized retail and wholesale with sporting equipment, fashion and textile 
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History of the company: 

 

The company was settled on 30th of June 2009, but the idea and preparing for 

realization started already in November 2008. The main focus is given to the activities 

connected with powerkiting (kiteboarding, landkiting, snowkiting), especially providing 

services and selling kiteboarding equipment.  

 

Company characteristic 

 

The company High limit s.r.o. is retailer of equipment for powerkiting, also providing 

courses of powerkiting , advisory and education in these activities. Promotion of kiteboarding 

and its awareness for the wider public is one of the company’s goals. The company also wants 

to start its own brand Kitelement which will be tightly connected with activities of the firm. 

This brand will be used for creation of the fashion collection wear which will be designed for 

kiteboarders. These products should be further distributed to the specialized shops. Company 

is planning to open its own high street shop for offering its products and also to be used as a 

display room.   

 

4.2 Marketing mix of the company 
 

This analysis focuses on company’s product, creation of the price, distribution and 

forms of presentation of the company.  

4.2.1 Product 

The plan includes many activities connected on kiteboarding which can be sum up in 

these points: 

- retailing kiteboarding equipment 

- sales of used equipment 

- kiteboarding courses 

- rental  of kiteboarding equipment 

- advisory in powerkiting 
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It is very important to find the right brands which are included in company’s portfolio. High 

limit s.r.o. wants to be recognized as a company with high quality products and services with 

corresponding price, we do not want to be cheapest on the market and attract people on low 

prices on the account of quality. 

     

Anticipated brand portfolio (samples are to be viewed in the appendix): 

  

Easy fly – Czech producer of foil kites 

Gath –Australian producer of helmets specialized on water sports, which are worldwide #1  

Kitelement – Own brand which providing services and design fashion clothes and kiteboards 

Liquid force – One of the leading producer of kites, kiteboards and accessories   

Rl boards – Czech manufacturer of  kiteboards 

Royal kiteboarding – International brand producing kites, kiteboards, fashion and 

accessories  

 

At first it is most important to be successful with kiteboarding courses, because it is 

also important channel how to reach new clients and offer them all range of products and 

services. These courses are divided on kiteboarding, landboarding and snowkiting, also 

courses for the beginners are available. The courses takes 1 to 6 days, depending of the level 

and demand of the client. Close attention is paid to every detail of the lessons so that the 

student receives the best experience possible. The most care is given to assure; comfort, 

quality and above all safety.  

  

4.2.2 Price 

According to the highly specialized products the price is positioned more expensive, 

but compared to main competitors are slightly lower and some of the products are discounted 

to attract more customers. The price of kiteboarding courses comes from competitors’ prices 

and is slightly moderated to be more affordable. Customers which have used our courses have 

an extra discount when purchasing the equipment. Also group discounts are available.    
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Current prices of kiteboarding lessons and rental of the equipment 

Kiteboarding courses 

Preliminary course: 950,- Kč per person 

3 days course  5200,- Kč per person 

Following courses 1500,- Kč per person / per day  

Week course:  8900,- Kč per person 

 

Snowkiting/ landkiting courses 

2 days courses  3000,-   per person 

Following courses 1500,- Kč per person / per day 

Progression package 

 

Rental of kiteboarding equipment 

 

Progression package- Top of the range equipment (kite + board)  

8.500,- per week    

1.200,- per day 

Element package- Good quality equipment for all levels of riding skills. (kite + board)  

6.400,- per week 

  900,- per day  

 

There is no intention to under price the competition rather to have better quality and 

wider range of services. 

4.2.3 Place 

The community development process begins with the company’s distribution network. 

This may be achieved by authorised retail outlets. These could by mainly snowboarding, 

skateboarding or windsurfing shops. Also “kitesports centres” where customers can “fly 

before they buy” seems to be a good option for distribution, these are mainly independent 

powerkiting schools. The company also would like to moves the product to market through  

academies and university clubs, to whom equipment would be available at discounted rates. 

The objective of the company’s distribution strategy is to build, support and maintain an 

effective customer community. Websites are the most important channel for distributing 

products and service. Customers can buy products online or register for courses.  
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Learning kite spots are usually abroad- Greece, Germany, France and other 

destinations with open water and steady wind.  The best conditions are those which have: 

shallow water, consistent wind with onshore direction, place for lunching and landing the kite 

and plenty of space for learning. For landkiting and snowkiting can be suitable places found 

even in the Czech republic. 

4.2.4 Promotion 

The main platform of High limit s.r.o. promotional programme is to communicate 

their commitment to after-sales support, and their ambition to maintain good relationships 

with both customers and dealer outlets. This strategy, in turn, generates positive word-of-

mouth communication, and often act as a channel for customer feedback that can inform 

future product innovation and development. 

 

Websites of the company will be the most important promotional tool so it has to be 

attractive, easy to use and functional. The preview of the web-sites can be seen below. 

 

Picture #5 Previeew of the websites 

 
 

Advertising 

By using banners, posters, leaflets and web adverts. 
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• Mainly on websites - paid advertisement and free registration to companies’ databases 

as well, also by  articles in public forums, facebook, paid banners est.  

• Advertisements in specialized Magazines about extreme sports or students’ 

magazines.  

• Advertisements on the surface of company’s cars.  

• Flag with the company’s name on kiteboarding spots. 

 

Contests 

Contests for the valuable prizes is a good way how to attract potential customers and 

how to promote brand name. 

 

Picture #6 Contest 

 
 

Sponsorship 

Sponsoring of talented riders is good representative tool and it shows the potential of 

the sport and characteristics of the equipment for the others. 
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Partnership with other companies 

It could work on the basis of exchange of the customers. For example offering 

kiteboarding courses to the members of fitness centres or cooperation with the travel agencies 

. 

Public presentations of the kiteboarding 

By providing free of charge public presentations in pubs or clubs, this could attract 

some of the participants on the kitebboarding courses.  

 

4.3 Communications Mix  
 

Picture # 7 Communication mix 

 
 

Public Relations 

 Media Relations – Presentation on kiteboarding forums, 

 Community relations – Creating a community by having an experience with us 

(usually by selling a product or service), than internet social networks are used as a 

communication channel. 

 Employee relations – motivating employees by incentives and giving an opportunity to 

participate on company’s  goals.  

 Events – organizing and participating on sport and cultural events as an occasion to 

meet with clients and business partners. 

 Company’s  culture – Keep a neat and professional attitude at all the time. 
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Direct marketing 

Mostly e-mail will be used as a communication channel for passing news, sales or 

events alerts. This has to be highly targeted to attract people with potential interest.  

 

Personal selling  

Personal selling is oral communication with potential buyers of a product with the 

intention of making a sale. This kind of sale is typical to apply for participants of the 

kiteboarding courses which looking for the advice when buying new equipment.  

 

Sales promotion 

Competitions and prize draws on the internet and using a discounted prices for certain 

products. 

 



68 

4.4 Company structure 
 

 
 

The structure of the company is hierarchical and everything is organized by the 

management. Autonomous are external workers which are contracted on specific job. Also 

kiteboarding courses have head instructor who is responsible for neat flow of the course and is 

in charge of other instructors, he also gives reports to the management. The company will be 

using 4 full time employees and 2 to 5 employees on short term contract according to the 

actual situation.  

 

Sales 

Accountant 

Kiteboarding school  

Management 

snowkiting 

Landkiting 

Kitesurfing 

Websites, design 

Logistics 

Kiteboarding rental 
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4.5 Personal analysis 
  

Recruiting of employees 
 

Most of the employees are working external or on the short-term contract. External 

working forces are specialists on given task for example web designer or accountant. These 

people are chosen on the base of their qualities and references. On short- term contract are 

usually kiteboarding instructors and people helping with the events. Process of recruiting a 

kiteboarding instructor is very difficult, because he or she needs to have a skills and also good 

communication level. These instructors are presenting the company’s image and also helping 

to strengthen the brand Kitelement.  

 

Education 
 

The company High limit s.r.o. is seeking  for instructors who are well trained 

professionals that are dedicated to their sports. Kiteboarding is constantly evolving, and while 

our original training techniques served us well, our newest techniques work even better. 

Education of kiteboarding instructors is ongoing process, they are learned theoretical and 

practical as well. The training program corresponds precisely to kiteboarding teaching 

methods. At the end of the training, they should have developed abilities in the following 

major areas: safety, practical environment, analysis, technique, teaching psychology and live 

situation.   The most important is to pass on the company vision and teach them how to deal 

with the customers. 

 

Appraisal and motivation 
 

External workers are paid usually on contract bases the price is negotiated before 

fulfilment. Short-term workers are evaluated according the nature of the employment and also 

non financial incentives are used. The most important is to motivate instructors, because they 

get in touch with the customers hence they attitude have to be positive, also they are carrying 

big responsibility. That is the reason why instructors are paid on base of percentage rate from 

the turnover of the course. 
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4.6 Financial plan 
 

It's at the end of the business plan, but the financial plan section is the section that 

determines whether or not business idea is viable, and is a key component in determining 

whether or not business plan is going to be able to attract any investment into the business 

idea. 

4.6.1 Opening balance sheet and source of finance 

For starting up this business plan company will use its own share capital in amount of 

500000,- Kč and the rest will be financed from short term bank loan. The loan will be taken 

for 6 years with 13% per annum interest rate.     

 
Table #5 Opening balance sheet 

Long term assets   Owners equity   
Intangible assets 0 Basic capital 500000 

Tangible assets 0
Profit from previews 
years 0 

        
Current assets   Creditors   

Cash in Bank 850000
Bank loans and 
overdrafts 350000 

Trade debtors 0 Trade creditors 0 
Prepayments  0 Other creditors  0 
        
Total assets 850000 Total liabilities 850000 

 

4.6.2 Plan of revenues 

The plan of forecasted revenues is made in three versions: optimistic, realistic and 

pessimistic and is divided on sections according the source of revenue.  
 

 The base is the pricelist of services from which forecast of revenues is counted. 
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Table #6 Pricelist of the kite school 
Pricelist of kite 
school      

  
Length in 
days 

Price in Czech 
crowns 

Landkiting  2 3000 
Snowkiting  2 3000 
Kitesurfing  3 5200 
Kitesurfing  6 8900 

 

  Table #7 Pricelist of the kiteboarding rental 

Price list of 
kiteboarding rental     

  
Length in 
days 

Price in Czech 
crowns 

Board 7 2200 
Inflatable kite 7 4500 
Foil kite 7 4300 

 

 

Kite school revenues 

The anticipated turnover from kite school is counted on the basis of frequency of 

specific course, its price and number of participants. Usulally the capacity for course is 10 

people, only for snowkiting is bigger capacity of 15 people. Versions of the expected 

revenues are 55%, 35% and 20% of the company’s capacity defined for optimistic, realistic 

and pessimistic forecast.  
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Table #8 Anticipated frequency of courses 

  Landkiting Snowkiting
Kitesurfing- 
week courses 

Kitesurfing-  3 
days courses 

Month 
# of 
courses 

# of 
courses # of courses # of courses 

January 0 8 0 0
February 0 8 0 0
March 2 3 0 0
April 4 0 0 0
May 4 0 0 1
June 2 0 0 3
July 0 0 4 0
August 0 0 4 0
September 2 0 0 3
October 3 0 0 2
November 4 0 0 0
December 0 6 0 0

 

 

Table #9 Anticipated revenues from powerkiting courses 

Month 
Optimistic 
turnover 55%  

realistic 
turnover 35% 

Pessimistic turnover 
20% 

January 198000 126000 72000
February 198000 126000 72000
March 107250 68250 39000
April 66000 42000 24000
May 94600 60200 34400
June 118800 75600 43200
July 195800 124600 71200
August 195800 124600 71200
September 118800 75600 43200
October 106700 67900 38800
November 66000 42000 24000
December 148500 94500 54000
        
Total 1614250 1027250 587000

 
 

Revenues from kiteboarding rental 

The rental works on week bases so the shortest possible length of rental is one week 

which is possible to extend. This is due to the problem of takeover and returning of 

equipment. In the rental of kitebooarding equipment are available: 6 Inflatable kites, 4 Foil 

kites and 5 Kiteboards. According to optimistic, realistic and pessimistic version is expected 

11, 7 or 4 times rent of each type of equipment per year.  
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Table #10 anticipated revenues from rental of kiteboarding equipment 

  
Optimistic 
turnover 

Realistic 
turnover 

Pessimistic 
turnover 

Inflatable kites 297000 189000 108000 
Foil kites 189200 120400 68800 
Kiteboards 121000 77000 44000 
Total 607200 386400 220800 

 

 

Forecast of Sales turnover  

Average price what people spend for the first kiteboarding equipment is approximately 

35000,- Kč. The sales are highly depended on the number of the participants of company’s 

kiteboarding courses, because they would buy most of the equipment. The variants of 

participants are as following: Optimistic 343, Realistic 218, and Pessimistic 125 per year, 

according to forecast of kiteboarding courses. It is estimated that 10% of participants would 

buy some of the equipment - this is the source for the sales forecast.   

 
  

  Optimistic Realistic Pessimistic 
Forecast of the Sales  1190000 735000 420000 

 

4.6.3 Calculation of costs 

Start up costs 

These costs include all necessary expenditures to be able to start this business.    

 

Table #11 Start up costs 
Signing into Companies Register    5000 
Trade licence 1000 
Notarial fees 4000 
Attorney fees 20000 
Administration costs 3000 
Websites 40000 
Advertisement and promotion 40000 
Brand registering 7000 
Kite school equipment 380000 
Stock of equipment 80000 
Total start up costs 580000 
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Most of the costs will be spent for the equipment which is necessary for operating the 

company. Other important aspects are creation of the websites and initial advertisement and 

promotion. The requirement on the websites is that it has to be self administrative, easy to edit 

and visible on the internet. Advertisement and promotion is very important while starting a 

company, but it has to be very direct on the potential market segment. This can be achieved 

by placing a banners on the specialized web portals with the kiteboarding and relative action 

sports. Other segmentation can be done by filtering requirements on the facebook. Also 

advertisement to action sports magazine can be placed. Posters will be created to attract wider 

public. 

 

Banners  15000
Facebook 6000
Magazines 12000
Posters 7000

   

 

Operational costs 

Are regularly monthly expenditures for running the company. Web and design 

administration’s objective is to get the company visible on the web and preparing design of 

posters and web banners. Sponsorship is important to be visible between the local Czech 

community of kiteboarders, team riders have to present themselves and the company. The 

biggest amount will be spent on advertisement which will consist of posters, banners on  web 

portals,  paid adverts on search engines (google, seznam), advertisement on social network 

facebook.          

 

Table #12 Operational costs  
Loan repayment 8650 
Accountant  6000 
Web ,design administration 6000 
Phone+ internet 3000 
Travel expenditures 9000 
Sponsorship 7000 
Advertisement 12000 
Company insurance 1500 
Office rent 8000 
Total 61150 
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Table #19 Advertisements   
Posters 1500 
Banners 2500 
Facebook 3000 
Paid adverts 5000 

 

 

Costs of goods sold 

Costs are deducted from expected sales as they make in average 70% of the selling 

price. This is the reason why these cost are made in three versions. The starting stock is count 

in start up costs. The table below represents costs for goods sold in the first year. 

 

Optimistic Realistic Pessimistic 

833000 514500 294000 

  

 
Costs of equipment for rental  

These costs aren’t included in start up costs, because it will be purchased later after 

starting the company during the year when it will be needed according season and it will be 

paid from anticipated revenues. This equipment will last from 2 to 3 years depending on 

usage.  

 
Table #13 Cost of equipment for rental 

  Pieces Price Total cost 
Inflatable kites 6 20000 120000 
foil kites 4 16000 64000 
Kiteboards 5 8000 40000 
Total 15 44000 224000 

 

 

Personal costs 

These costs are for the wages of two executives and two other employees where 

executives have full-time contract and other employees part-time. The wage of the executive 

is 20000,- per month and the employee earns 16000 per month. To the wages has to be added 

35% of health and social insurance.  All of the employees will be participating on the 

kiteboarding courses.     
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Table #14 Personal costs 
Personal costs   
    
Executives  40000
Empoyees 32000
Labour costs 72000
Total cost of labour(+ 
35%) 97200

 

4.6.4 Plan for Profit and loss in 2010- 2012 

The first year is most crucial due to start up costs and risk connected with entering the 

market. All the variants count with the loss which is expected due to the initial investments. In 

the case of pessimistic version company would have to lower some of the costs: travel cost on 

one half, cancel sponsorship that the operational costs would get on 49650 Kč,- per month and 

the company couldn’t afford to have two additional employees so the personal costs would be 

reduced on 54000,- Kč per month. Even though the loss would be higher than available 

capital and have to be covered from additional sources. 

 

Table #15 Profit and loss account in 2010 
Version Optimistic Realistic  Pessimistic 
Kite school turnover 1614250 1027250 587000 
Kiteboarding rental turnover 607200 386400 220800 
Sales of equipment 1190000 735000 420000 
Total turnover 3411450 2148650 1227800 
Start up costs 580000 580000 580000 
Operational costs 733800 733800 595800 
Costs of goods sold 833000 514500 294000 
Costs of equipment for rental 224000 224000 224000 
Personal cost 1166400 1166400 648000 
Total cost 3537200 3218700 2341800 
Gross profit/loss -125750 -1070050 -1114000 
Income tax 0 0 0 
Net profit/loss -125750 -1070050 -1114000 

 
 

In the second year of the business it is expected that the sales can be 10% higher than 

in first year, because the company would have some time to create the brand name. Also it is 

expected that some of the previous customers will buy new equipment.   
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Table #16 Profit and loss in 2011 
Version Optimistic Realistic  Pessimistic 
Kite school turnover 1775675 1129975 645700 
Kiteboarding rental turnover 667920 425040 242880 
Sales of equipment 1309000 808500 462000 
Total turnover 3752595 2363515 1350580 
Operational costs 733800 733800 595800 
Cost of goods sold 916300 565950 323400 
Personal costs 1166400 1166400 648000 
Total costs 2816500 2466150 1567200 
Gross profit/loss 936095 -102635 -216620 
Income tax 162069 0 0 
Net profit/loss 774026 -102635 -216620 

 

We can just very roughly estimate the development in third year of business, because 

of many influential factors. Interim growth of sales is estimated on 15%. In the case of 

optimistic version replacement of the used gear in Kiteboarding School and rental is counted. 

The revenue from sales of used equipment will be used for enlargement of disposable gear.  

Also other employee would be needed in case of optimistic version. In case of realistic and 

pessimistic versions it would remain the same conditions as in second year and equipment 

would need to be replaced later.    

 

Table #17 Profit and loss account in 2012 
Version Optimistic Realistic  Pessimistic 
Kite school turnover 2042020 1299470 742555 
Kiteboarding rental turnover 768108 488796 279312 
Sales of equipment 1505350 929775 531300 
Total turnover 4315478 2718041 1553167 
Operational costs 733800 733800 595800 
Costs of equipment for rental 224000 0 0 
Costs of kite school equipment 450000 0 0 
Costs of goods sold 1053745 650840 371900 
Personal costs 1358400 1166400 648000 
Total costs 3819945 2551040 1615700 
Gross profit/loss 495533 167001 -62533 
Income tax 99100 0 0 
Net profit/loss 396433 167001 -62533 
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4.6.5 Summary of the financial plan 

The financial plan doesn’t prove profitability of the project in realistic version within 

first years. Positive effect on the situation could have better economical conditions or growth 

of the industry, what is actually expected. What is not included in the plan are other possible 

activities which may be started simultaneously within the plan to enlarge the offer of services, 

but which are depended on the success or fail of the original plan.   

 
Graph #16 Profit and loss in 2010-2012 -realistic version  
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4.7 Risk analysis 
 

To identify possible risk which may occur in the company is always very crucial. The 

firm has to be ready that things sometimes don’t go as it is forecasted and need to prepare 

plans for such an occasion. Between possible risks for High limit s.r.o. belongs especially: 

 

• Loosing of employees  

Loosing of employees is quite big threat for the starting company. The firm is 

dependent on its employees, because there won’t be many of them for the start up. Every 

employee is replaceable, but the cost and time of replacement process is very high and 

company cannot afford it at the moment. Kiteboarding is very specialized discipline and to 

find qualified and reliable instructor is very complicated and it takes a long time to prepare 

such a person. Loosing a instructor can affect negatively running of the kiteboarding school 

and finally it has an impact on the customer who cannot have the service.        
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• Own activities of employees 

 In the employees is given lot of trust and it is necessary from them to be loyal to the 

company. The kiteboarding courses are mainly without management supervision and that 

gives employees possibility to work just on themselves for own income with use of 

company’s sources. This is very risky for the company not just because of loosing an income, 

but also because the company has a responsibility if anything would happen. 

  

• Complaints from customers 

The main goal of the company is to have satisfied customers who will be happy with 

the products and services. This can give positive references to the company and it also work 

as an effective promotion. This can be only achieved when quality products will be offered 

and professional staff employed. Every problem which may occur has to be resolved to the 

benefit of customer. Negative references could be very harmful for the company especially in 

its start. 

 

• High price 

This is the main limiting factor for most of the potential customers, especially in 

current economical situation of recession. These leads to lowering demand for our product 

and services and it is very difficult to maintain price level and to gain a profit is hard to 

achieve. 

 

• Insufficient demand 

The company is retailer and wholesaler as well what brings an issue with creating a 

stock of goods. If the demand for products would unpredictably decrease so the company 

cannot reach certain turnover the firm would have much of the finance in the stock what could 

lead to payment problems and harm its creditability.       

  

• Risk of an accident 

Kiteboarding belongs to sports with higher risk of accident and it has to be counted 

with this risk when providing these kinds of activities. The clients and instructors as well has 

to keep strict rules to prevent from the accident and to eliminate dangerous situations. 
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• Cash-flow problems 

The company anticipates running simultaneously many activities to diversify risk. All 

of these activities of course need a start up capital and this may be the reason why could 

company run out of cash.  

 

• Competitors fight  

This risk company can not avoid, but may prepare for it by systematically scanning and 

analysis of the environment. Only this is the way how to possibly find a threat on time and by 

quick reaction eliminate the risk. 
 

4.8 Further possible development of the company 
 

The company can develop in many ways, but as it was mentioned before, it has to be done 

step by step and the plan will be customized according to achieved results. Some of the 

further possible development is summarized in the points below: 

 

• Creating of specialized high street shop 

Besides having an e-shop which is effective and less expensive way how to sell products, 

creation of specialized high street shop could help to strengthen the awareness of kiteboarding 

to people who don’t know this sport. Also it is good for promotion, people can see the product 

before buying it and can get professional advice on the place.  

 

• Improvement of the brand Kitelement 

Connect the brand not just with the services but also with the products, which may be 

fashion wear, kiteboards or other products carrying the brand Kitelement. Creating own team 

could also make the brand more visible.  

   

• Organizing extreme sports events 

Kiteboarding is a good choice for the promotion, it is visible and attractive for audience 

this gives a chance for attracting sponsors. This may be connected also with other extreme 

sports and create a buzz marketing which could help with a promotion of the brand name. As 

extreme sports are getting more and more popular this kind of events will be growing. 
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• Enlarge portfolio of brands 

The company will need to enlarge the portfolio of brands, to have complex offer of 

products, especially if own shop would be opened. This range should be extended of: 

mountainboards, kite buggies, protective wear, snowboards, wetsuits ect.   Also other not as 

specialized products could be offer to attract different kind of customers.  

 

These further objectives are of course depended on future development of the company and 

realization of the current business plan. 

 

4.9 Evaluation of proposed business plan  
 

The realization of this business plan depends on many factors such as: the 

development of kiteboarding sport itself, the reaction of competitors and the actual 

economical situation. It will be easier for the company to enter the market if kiteboarding will 

increase in popularity as it has done up to now. Competitors’ environment is very aggressive 

and further new companies are appearing, which reduces the prices and generating a profit is 

more difficult. The current economical situation of recession is not pleasant for a new 

business and I feel that it is very risky to invest into this kind of company at the present time. 

This business plan has to be flexible and it would need to be modified to actual conditions 

while implementing it into the reality. According to my opinion the project is realizable, but 

the investor has to consider all the risks connected with it. 

.  
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5 Conclusion 

 
In my thesis I have prepared a business plan for a small company; which specializes in a field 

of sporting activities called: „powerkiting. This plan was divided into three main parts: 

Theoretical background, analysis of actual conditions and the author’s suggestion of the 

solution.  

 

In the theoretical part I have gathered all the information needed for creating this plan 

with the use of academic literature. It includes specifications of the business plan, descriptions 

of the applied analysis and requirements for marketing the company. In this part I also made 

also an introduction to the powerkiting which is the topic of this project.   

 

The analysis of actual conditions deals with the economical environment from macro 

and micro economical perspective, competitors were evaluated and research on the industry 

was made by the use of a questionnaire. It has proved that there is strong competition in the 

industry and the market research helped to find the wants and needs of potential customers. 

The macro environmental analysis confirms the reduction of GNP which possibly may lead to 

saving on the services, which negatively effects the proposal of the business plan.      

 

In the author’s suggestion part for the solution: I gave details of the company, which 

will be applying this business plan, prepared a marketing mix and suggested a proposal on 

company structure and it’s personal functions. The financial plan includes expected costs and 

revenues which are gathered in the profit and loss forecast. In the end I have summarized 

possible risks which could occur and give some possibilities for further development of the 

company. 

 

I have accomplished the stated objectives of the thesis. The proposal of the business 

plan is feasible but the result of implementation is insecure and is imposed by considerable 

risks. From these findings I would not apply the plan at the present. The further development 

of powerkiting itself and also stabilizing of the economy could make this plan attainable. 
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Appendix  
 

Appendix #1 Questionnaire 

 

We have applied following questionnaire which was made in two versions – for those who 

practice kiteboarding and the other for the rest. 

 

General information: 

Name: 

Surname: 

e-mail: 

Age:  up to 25 years,  25 to 35 years,  over 35 years  

 

Do   you practice kiteboarding? 

YES  NO 

 

 If yes: 

1. For how long you practice kiteboarding? 

2. Which powerkiting discipline is your favorite? (kitesurfing, landboarding, snowkiting) 

3. Did you started on your own or used some of the kiteboarding courses? Why you decided 

so? 

4. Please describe your kiteboarding equipment. 

5. When buying a kitebording equipment do you require the latest news in products or rather 

price advantageous goods? 

6. Where do you usually find news about kiteboarding products? (web-sites of the producers, 

sellers, forums, kiteboarding portals,) 

7. Which riding style do you prefer? (freeride, freestyle, allround, race, big air) 

8. Which other sports do you perform? 

9. How did you found out about the contest? 

10. How do you like our web-sites? 
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If no: 

1. How did you get know about kiteboarding? 

2.  Are you thinking of starting with kiteboarding? Would you use for this purpose one of the 

kiteboaring courses? 

3.  Which powerkiting discipline is most attractive to you? (kitesurfing, landboarding, 

snowkiting) 

4. Do you think that kiteboarding is dangerous? 

5. Do you think that kiteboarding is hard to learn? 

6. What would be probably for you the biggest barrier into the sport? 

7. Does anyone from your friends practice kiteboarding? 

8. Which sports do you perform? 

9. How did you found out about the contest? 

10. How do you like our web-sites? 
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Appendix #2 Logo of the company’s brand name 

 

 
 
 

Apendix # 3 preview of the kitesurfing 
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Appendix #4 preview of the snowkiting 

 
 
 
 
Appendix #5 preview of the landkiting 
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Appendix #6 preview of the equipment 

 

   
 


