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ABSTRAKT

Tato bakalaiska prace se zamétuje na analyzu konkurenceschopnosti vybrané spolec¢nosti
pusobici na trhu wellness sluzeb. Cilem prace je podrobné popsat a analyzovat soucasny stav
konkuren¢niho postaveni této spolecnosti. Teoreticka Cast je zpracovana na zakladé
literatury ze sekundarnich zdroji z oblasti konkurenceschopnosti a strategickych
marketingovych analyz. Zavér této casti obsahuje formulovana teoreticka vychodiska

relevantni pro naslednou praktickou ¢ast.

Prakticka ¢ast je zaméfena na provedeni analyzy souc¢asného stavu konkurenéniho postaveni
vybrané spolecnosti na trhu wellness sluzeb. Vysledky této analyzy slouzi jako zaklad pro
formulaci doporuceni, kterd maji za cil zlepSit soucasnou konkurenceschopnost spole¢nosti
na daném trhu. Tyto doporuceni by méla ptispét k efektivnéjSimu postaveni spolecnosti a k

jejimu uspéchu v konkuren¢nim prostiedi.

Kli¢ova slova: konkurence, konkurenceschopnost, konkurenéni struktury, konkuren¢ni

strategie, marketingové prostifedi, SWOT analyza

ABSTRACT

This bachelor's thesis focuses on the competitive analysis of a selected company operating
in the market of wellness services. The aim of the thesis is to describe and analyse in detail
the current state of the competitive position of this company. The theoretical part is based
on literature from secondary sources in the field of competitiveness and strategic marketing
analysis. The conclusion of this part contains a formulated theoretical background relevant

to the subsequent practical part.

The practical part is focused on the analysis of the current state of the competitive position
of the selected company in the market of wellness services. The results of this analysis serve
as a basis for the formulation of recommendations aimed at improving the current
competitive position of the company in the given market. These recommendations should
contribute to a more effective position of the company and to its success in the competitive

environment.

Keywords: competition, competitiveness, competitive structures, competitive strategies,

marketing environment, SWOT analysis
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INTRODUCTION

The wellness and spa industry has grown considerably over the past few years, mainly due
to the growing trend of wellness services. A significant role is also played by today's hectic
environment, where many people seek relaxation and escape from reality in wellness
services. With this trend, the number of competitors focusing on wellness services is also
growing, differing from each other in the quality and variability of the services offered. To
remain successful and retain customer loyalty, wellness centres must constantly adapt and
improve their services, making competitiveness an important element for survival and

growth in the wellness market.

This bachelor's thesis focuses on the competitiveness analysis of the selected
company, namely Saunovy R4j, located in Holice. This centre is one of the oldest wellness
centres in its region and has built a strong local customer base thanks to its pleasant

atmosphere and quality services.

The thesis is divided into two main parts — theoretical and practical. The theoretical
part defines basic concepts of competition and competitiveness and presents selected
marketing and strategic models that are relevant to the practical part. The theory is based on
secondary sources from expert literature and serves as the foundation for the practical
research. The practical part examines the current competitive position of the selected
company in comparison with its competitors. The selected wellness centre is introduced and
analysed by selected analyses. Based on the analyses performed, several recommendations

are presented to improve the company's position in the market.

The aim of this thesis is to provide a comprehensive overview of the company's
competitiveness and identify opportunities for improving its market position and future
growth. Ultimately, this bachelor's thesis contributes to a better understanding of how

wellness companies can succeed and remain competitive in their industry.
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THEORETICAL PART
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1 COMPETITION

Pride and Ferrell (2016, 64) define competition as the “occurrence of other
organisations that market products that are similar to or can be substituted for a marketer's
products in the same geographic area.” Competition is a key factor in marketing that requires
companies to thoroughly analyse the strengths and weaknesses of their competitors. It means
establishing marketing decisions on facts about how competitors operate and determining
how best to respond to them. Instead of relying on general assumptions, companies should
make informed decisions based on factual knowledge of competitors' activities (Burnett

2011, 17).

1.1 Competitor

In order to formulate successful marketing strategies, a company must thoroughly
investigate its competitors. It should consistently evaluate its marketing approaches,
products, pricing, distribution channels, and promotional activities in comparison to those of
its close competitors. This enables the company to identify potential areas of competitive
advantage and disadvantage. Competitor analysis involves initially identifying and
evaluating competitors, followed by the strategic decision of targeting or avoiding specific

competitors (Kotler and Armstrong 2021, 526).

1.2 Competitive Advantage

A competitive advantage comprises unique features of a company and its products and
services, perceived by the target market as significant and superior to competitors. This
recognition leads customers to prefer one company over others. Lamb, Hair, et al. (2019, 39)
discuss several strategies for gaining a competitive advantage, primarily centred around cost,
product differentiation, or niche strategies. Cost-competitive advantages include factors like
experience curves, efficient labour, and government subsidies. Product or service
differentiation exists when a company offers something uniquely valuable beyond low
prices. Niche advantages result from targeting specific segments with distinct needs. The
main aim is to ensure the sustainability of these competitive advantages (Lamb, Hair, et al.

2019, 39-41).
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1.3 Competitive Structures

The strength of competition in a market can be influenced by the number of companies that
control the supply and demand. If supply is dominated by just one or a few companies, the
impact of competition on marketing strategies will differ compared to situations where many
competitors are involved (Dibb, Simkin and Pride 2019, 94). According to Pride and Ferrell
(2016, 66), there are four general types of competitive structures: monopoly, oligopoly,
monopolistic competition, and pure competition. Each of these structures influences how

businesses operate and compete within their markets.

1.3.1 Monopoly

A market structure is characterised by a single seller who is selling a product in the market.
In this market, the seller faces no competition, as he has no close substitutes. Therefore, it
can completely control the supply of the products and erect barriers to potential competitors.
(Pride and Ferrell 2016, 66). Monopolies are rare nowadays, but they still exist in certain
sectors, for example, in countries where railway systems and electricity suppliers operate as
monopolies. However, maintaining such infrastructure requires a significant financial

investment (Dibb, Simkin and Pride 2019, 94).

1.3.2 Oligopoly

A market structure where several sellers control the market. However, any of them has a
dominant market position. Sometimes, certain barriers make it difficult for new subjects to
enter the market and compete with oligopolies. In addition, some industries require special
technical or marketing skills that prevent the entry of many potential competitors. Products

in this structure can be homogeneous or differentiated (Pride and Ferrell 2016, 66).

1.3.3 Monopolistic Competition

This type of market structure combines features of both monopoly and perfect competition.
There is a seller who faces many potential competitors and attempts to create a marketing
strategy that differentiates his product from others in the market. An example of
monopolistic competition is the insurance industry, which requires companies to market the

benefits of their products (Pride and Ferrell 2016, 66).
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1.3.4 Pure Competition

A market structure where is a high number of sellers offering a homogenous product which
cannot be differentiated and therefore, no one could significantly influence the price. There
are no barriers, so any company can easily enter the market. Pure competition represents one
extreme of the continuum, while monopoly stands at the opposite end. Most marketers
operate in a competitive environment between these two extremes (Pride and Ferrell 2016,

66-67).

1.4 Competitive Strategies

An effective competitive strategy can help an organisation achieve its goals by being
sustainable, differentiated from competitors and able to gain a competitive advantage. It
should exploit the organisation's relationship with its environment, adapt to change and
create strong relationships, for example with customers. In addition, the strategy should be

based on a vision that enables expansion into better markets (Robert Dransfield 2001, 7).

1.4.1 Competitive strategy by Kotler

Every company maintains a competitive position that shows its market share. Consequently,
the company adapts its competitive strategy in response to its market position. The approach
by Kotler is based on four strategies. In these strategies, a company's market position is a
key element. This refers to the company's current market share (Hordkova 2014, 46).

Figure 1 illustrates the hypothetical market share based on competitive strategies by Kotler.

Market Nicher
10%

Market Leader
40%

Market Follower
20%

Market Challenger
30%

Figure 1 Competitive strategies

(source: adaptation from Kotler and Armstrong 2021)



16 TBU in Zlin, Faculty of Humanities

Market Leader strategy

The market leader has the largest share in the market, obtaining 40% of the market and
typically leads the other companies in initiating changes in prices, introducing new products,
expanding distribution channels, and investing in promotion. To maintain its position in the
market, the market leader must remain vigilant, as competitors may introduce powerful
innovations, develop unique marketing strategies or make significant investments that
challenge its dominance (Kotler and Armstrong 2021, 538).

Market Challenger strategy

Many market challengers have succeeded or even surpassed the market leader. Challengers
with 30% of the market have high aspirations, while market leaders may fail in the ordinary
course of business (Kotler and Armstrong, 2021, 540). They typically have a weaker position
and smaller market share than a market leader. A market challenger seeks to increase its
market share by targeting companies of similar size within the same market. Attacking the
market leader can be highly profitable, but it also comes with substantial risks. The market
challenger must carefully assess the current market situation before attacking a company or
the market leader itself (Horakova 2014, 47).

Market Follower strategy

The company makes an effort to maintain its current position, and therefore, the market
follower does not seek to gain more market share by attacking larger competitors. This offers
several advantages to the follower. In contrast to the market leader, followers do not pay the
costs associated with developing new products, and they can also learn from the leader's
experience. Additionally, market followers can either copy or innovate the leader's existing
products, often at lower costs. As a result, the final profit could equal that of the market
leader (Kotler 2007, 580).

Market Nicher strategy

Companies that specialize in serving market niches can be found in almost every industry.
Of all four strategies, they occupy the smallest market share, only 10%. These companies
focus on small subsegments instead of larger segments, usually due to their limited
resources. Market nichers companies have the potential to be highly profitable since they
know their customers so well and can satisfy their needs more effectively than larger
companies that sell products for the nichers segment only marginally. Consequently, these
nichers can increase the price of the product by providing additional value, leading to higher

profit margins compared to larger competitors (Kotler and Armstrong 2021, 542).
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1.4.2 Competitive strategy by Ansoff

Ansoff's competitive strategy, also known as the Ansoff matrix, is based on market-product
relations. It illustrates marketing goals, which are expressed by two main axes: the vertical
axis shows new and existing markets, and the horizontal axis shows new and existing
products. Ansoff's matrix is categorised into the following four quadrants: product
development, market development, diversification, and market penetration within Ansoff's

matrix (Doyle 2011, 21). This matrix is shown in Figure 2.

r 3

4]

=
=]

2

=% Market Penetration Market Development
[=Tu]

£

bz

3

4]

=

E Product Development Diversification

[«

g

=

Existing Market New Market
Figure 2 Ansoff matrix
(source: adaptation from Blazkova, 2007, 133)
Market Development

According to Lamb, Hair, et al. (2019, 38), market development means “attracting new
customers to existing products.” While developing new products may be easier than
acquiring new customers, a company with significant product strengths can view this as a
good opportunity for growth. An example of this can involve expanding into export markets
or targeting a different customer segment (Robert Dransfield 2001, 57).

Market Penetration

This strategy involves increasing sales of the existing product to the same target audience.
Achieving this can be accomplished through three main approaches: increasing market share
at the expense of others, developing a competitive advantage, or growing the overall market
size. (Robert Dransfield 2001, 56). By utilising aggressive advertising and offering discounts
to existing customers, they effectively launched the product and increased its market

presence (Lamb, Hair, et al. 2019, 38).
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Diversification

According to Lamb, Hair, et al. (2019, 38), diversification is a strategy “for increasing sales
by introducing new products into new markets.” This strategy can be risky, especially when
a company enters into unfamiliar markets. On the other hand, it can be very profitable when
a company enters markets with minimal or no competition (Robert Dransfield 2001, 57).
Product Development

In this approach, a company exploits its strong relationship with customers and uses its
creative capabilities to develop new products suited to customers' needs (Robert Dranstield
2001, 56). This strategic expansion enables companies to not only satisfy different customer

preferences but also to remain competitive in an evolving business environment.

1.4.3 Competitive strategy by Porter

Porter's competitive strategy aims to achieve a competitive advantage, either through cost
leadership by achieving lower costs than competitors or differentiation by offering unique
and distinctive products or services. Another approach involves targeting specific market
segments to effectively meet their needs (Porter 1985, 35).

Cost Leadership

This strategy focuses on reducing production and distribution costs. As a result, companies
can offer lower prices compared to their competitors. However, the company does not have
to use the profits gained to reduce prices, but can reinvest them in innovation or marketing.
It is also important to take into account that maintaining low costs is often unsustainable.
Companies are therefore forced to change their strategy over time (Lesakova 2014, 142).
Differentiation

Companies that follow a differentiation strategy aim to offer products or services that differ
from their competitors. Differentiation can be achieved from various aspects, including
creative and innovative designs, distribution methods, pricing strategies, or customer service
policies. This concept is further developed when marketers seek a differential advantage
(Dibb, Simkin and Pride 2019, 56).

Focus

This strategy can be used when a company can differentiate itself by offering something
valuable to customers. It is important to highlight an element that is important to the target
customers and differentiate itself from the competition on this basis (Lesdkova 2014, 147-

148). According to Porter (1985, 15), there are two variants of this strategy: Cost focus and
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Differentiation focus. A cost focus capitalises on segment cost differences, while a
differentiation focus addresses the special needs of buyers in specific segments.

Table 1 illustrates the concept of the Three Generic Strategies. The fundamental idea of these
strategies is that competitive advantage is central to any successful approach. To gain a
competitive advantage, a company must decide what specific type of advantage it wants to

achieve and the extent to which it will pursue it.

Competitive Advantage

Lower Cost Differentiation
Bt 1. Cost Leadership 2. Differentiation
Target
DDy 3.a. Cost Focus 3.b. Differentiation Focus
Target

Table 1 Three Generic Strategies
(source: adapted from Porter 1985, 12)
1.4.4 Red Ocean strategy

Red oceans represent all the industries that exist, known as market space. Companies try to
outperform their competitors in order to gain a larger portion of the current demand.
However, this approach often leads to increased competition and subsequent reductions in
profits and growth as the market becomes saturated. Companies in red ocean strategies focus
on either differentiation or low cost to gain competitive advantage within established

industry structures (Kim, Mauborgne 2016, 12).

1.4.5 Blue Ocean strategy

Blue oceans refer to all industries that do not exist, an unknown market space, demand
creation and the opportunity for highly profitable growth. Most Blue oceans are created
within red oceans by expanding existing industry boundaries. Kim and Mauborgne (2016,
12) argue that sustained success comes from identifying and developing markets that do not
yet exist. This opens new demand and opportunities for highly profitable growth.

Competition is irrelevant, as the parameters of engagement are to be defined.
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2 ANALYSIS OF THE MARKETING ENVIRONMENT

According to Fotr, et al. (2020, 56), the marketing environment is divided into two
components: macroenvironment and microenvironment. The macroenvironment comprises
both the macroenvironment, which exists independently of a company's will, and the meso-
environment, which a company can partially influence through marketing tools. On the other

hand, the microenvironment is directly shaped by a company's activities.

2.1 Microenvironment analysis

The marketing microenvironment includes situations that the company can influence
through its activities. The aim of microenvironment analysis is to identify the basic driving
forces that impact the company's activities. The fundamental microenvironmental analyses
include the 7S McKinsey and 7P Marketing mix (Jakubikova 2013, 83).

2.1.1 McKinsey 7S

This analytic method, which evaluates individual and essential parts of a company, is divided
into soft skills and hard skills. Soft skills are namely style, skills, staff and shared values.
These skills are easy to manage, control and change. Hard skills include strategy, structure
and systems. These skills are difficult to manage, control or change. In summary, these skills

carry the potential to make a company more successful (Kotler and Keller 2016, 76).
e Strategy - the process the company uses to achieve and accomplish its set goals
e Structure — defines the structure of a company within its organisational structure
e Systems — approaches used for evaluating employees' skills and experience
e Style — company employees share the same way of thinking and behaving
e SKkills — employees have the necessary skills to carry out the company's strategy

e Staff — the company has hired skilled people, trained them effectively, and assigned
them to the right jobs

e Shared values — employees share the same guiding values

This method operates on the assumption that all these parts are connected, and if there is a

change in one of the parts, it will affect all the others (Kotler and Keller 2016, 76).
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Figure 4 displays the McKinsey model.

Strategy

Super-
ordinate
Goals
{Shared
Values)

Figure 3 McKinsey 7S model

(source: Hayes 2014, 137)

2.1.2 7P Marketing mix

After determining the overall marketing strategy, the company can start planning the

elements of the marketing mix - a set of tactical marketing tools that a company combines

to create a desired response in a target market. The marketing mix presents a set of tactical

tools for the company to create a strong position in the target markets. Marketing activities

are classified into marketing-mix tools of four broad kinds, which are called the 4Ps of

marketing: product, price, place, and promotion.

e  Product - the mix of products and services that a company offers to a target market

e Price — the amount of money that customers must pay to acquire the product

e Place - the company's activities that make the product available to target customers

e Promotion - activities that communicate the benefits of a product and persuade target

customers to buy it (Kotler and Armstrong 2021, 70).

Considering the wide scope, complexity and richness of marketing, as demonstrated by

holistic marketing, these 4Ps are no longer sufficient. To illustrate how marketing needs to

sell services differently, the following 3Ps have been incorporated into the marketing mix:
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e People - emphasises the importance of employees to internal success and especially
the importance of customer service, for example, how staff interact with customers

and how satisfied customers are

e Processes — reflect creativity, structure, and service delivery, requiring consistent
integration of innovative ideas and a customer-focused approach to ensure quality

and satisfaction

e Physical evidence — refers to the tangible elements of services that are strategically
important for creating customer perceptions, reinforcing quality standards and

improving the overall experience

These revised 3Ps are fundamental to any service offering and support a closer connection

between managers and the rest of the company (Baines, Fill, Page 2013, 14 - 15).

2.1.3 STP analysis

The aim of STP analysis is to identify distinct market segments, segmentation specific to
particular target groups and then identify differentiating advantages that can be used for
effective marketing. By using STP analysis, companies can present their marketing messages
in a way that makes it easier for consumers to remember and understand their brand (Kotler
and Keller, 2016, 297). In order to set the positioning strategy correctly, the company should
think about the following questions: "What is the position of the company currently in the
consciousness of existing and future customers? What position does the company want?"

(Bar¢ik 2013, 94). STP analysis consists of three basic elements:

e Segmentation — divides the market into smaller groups of similar customers based
on shared needs and characteristics. Marketers use geographical, demographic,
psychographic and behavioural factors to identify and target segments (Kotler and

Keller 2016, 268).

e Targeting - involves evaluating the attractiveness of a segment and the selection of
one or more segments that are important for determining which segments have the

greatest potential for the company (Kozel, Mynarova, Svobodova 2011, 35).

e Positioning - refers to the place a product or service occupies in a customer's mind
relative to competitors. Customers simplify their buying process by organising
products and services into categories and positions according to features, price and

other factors (Kotler and Armstrong 2021, 222).
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2.2 Meso-environment analysis

The meso-environmental analysis deals with an analysis of the industry in which the
company primarily operates, or into which it intends to expand. Industry analysis then
addresses the basic characteristics of companies operating in a specific industry.
Competitiveness is assessed using benchmarking attributes that relate to the company's
operational sphere. In addition, the development of the industry itself is the subject of close
monitoring. The basis for these analyses can be derived from statistical data. The main tools
for analysing the meso-environment include Porter's Five Forces analysis and
benchmarking. The company can influence this environment using its marketing tools (Fotr

et al. 2020, 60).

2.2.1 Porter's Five Forces analysis

Michael Porter has identified the Five Forces that determine the fundamental, enduring
appeal of a market or its specific segments. These forces include industry competitors,
potential entrants, substitutes, buyers, and suppliers (Kotler and Keller 2016, 285).

The aim of this analysis is to identify the external influences that affect the company. Kotler
and Keller (2016, 285-286) list the following factors that determine a company's
competitiveness:

e Threat of intense segment rivalry - a segment is unattractive if it already contains
many strong competitors. If the segment is steady or getting smaller, has high fixed
costs or barriers to exit, or if competitors are deeply involved, this worsens the
situation. This results in lots of price and advertising fights, and expensive new

product launches.

e Threat of new entrants - the entry of new companies affects competition in an
industry influenced by barriers that limit new entrants. The most attractive segment
balances high entry barriers with low exit barriers, limiting new entrants and helping
companies that have difficulty exiting. High barriers to entry and exit yield profits

and risks, while low barriers stabilize but yield lower returns.

e Threat of substitute products - a segment loses appeal with product substitutes,
that consist of the same attributes, meet similar needs, and operate the same way.
Moreover, these substitutes limit prices and profits. If technology advances or
competition increases in these substitute industries, prices and profits are expected

to decline.
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Threat of buyers' growing bargaining power - a segment is unattractive when
buyers gain significant bargaining power. When buyers become more concentrated,
their bargaining power grows. Buyer influence grows through concentration, product
importance, low switching costs, and upstream integration. Sellers can choose buyers

who have the least bargaining power to protect themselves.

Threat of suppliers' growing bargaining power - the attractiveness of the segment
depends on supplier price control and supply constraints. Suppliers gain leverage
through concentration, downstream integration, limited substitutes, vital inputs, and
high switching costs. Supporting beneficial supplier relationships or diversifying
supply sources serves as an effective defence. The power of suppliers varies
depending on their distribution among competitors or companies (Kotler and Keller

2016, 285).

The intensity of these competitive forces in a given market predicts its profitability. If the

competitive forces are weak, the profitability of the market will be high, and conversely, if

the competitive forces are strong, the profitability of the market will be low (Karli¢ek 2018,

223).

Threat of
intense
segment
rivalry

Threat of
supplier's
growing
bargaining
power

Threat of new
entrants

Competitive
rivalty

Threat of
buyer's Threat of
growing substitute
bargaining products
power

Figure 4 Porter's Five Forces

(source: own elaboration)
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2.2.2 Benchmarking

Dibb, Simkin and Pride (2019, 777) defined benchmarking as “the process of comparing the
quality of an organisation's goods, services or processes with those of its best-performing
competitors.” The purpose is to learn from positive experiences based on gathered
information, subsequently propose improvements, and achieve performance improvement
(Kozel, Mynérova, Svobodova 2011, 37). It represents the selection and comparison of
suitable ideas and methods that apply to a given company, especially to increase efficiency,
performance or quality. Benchmarking serves as an early warning system that focuses

managers' attention on the objective necessity of changes (Jakubikova 2013, 153).

2.3 Macroenvironment analysis

The macroenvironment is defined by external factors that influence the microenvironment.
These factors may not have an immediate impact, but they can shape the organisation's
performance over time. Due to their unpredictability, they present a significant level of risk.
To analyse these external factors effectively, the PESTLE analysis is commonly used
(Baines, Fill, Page 2013, 37). According to Jakubikova (2013, 101), the purpose of
macroenvironment analysis is to select only those factors that are most relevant for a given
company. When analysing these factors, it is necessary to make maximum efforts to identify

future developments and possible impacts on the company.

2.3.1 PESTLE analysis

This analysis examines six key external factors that can influence a company's operations
and strategic decisions, including political, economic, socio-cultural, technological, legal,
and ecological factors. By analysing these factors, companies can identify potential
opportunities and risks in the market, allowing them to adapt and remain competitive. This
analysis provides a comprehensive overview of external factors that may impact the

company's long-term success (Baines, Fill, Page 2013, 37).
Political factors

When analysing the company environment, it is essential to consider the political
environment that creates future laws and regulations. Unlike the legal environment, which
focuses on established rules, the political environment involves interactions between

businesses, society, and government before laws are accepted (Baines, Fill, Page 2013, 37).
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These include aspects such as political and government stability, the influence of political
parties, fiscal and social policy, laws, environmental protection, agreements on the

avoidance of double taxation, etc. (Jakubikova 2013, 100).
Economic factors

Economic factors relate to forces that affect how consumers spend and their purchasing
power. This ability varies depending on how well companies are doing economically. When
the economy is not doing well, this can really affect the company, especially for products
aimed at high-income consumers. It is important for marketers to know customers'
psychology and the distribution of income, savings, debts, and credits (Kozel, Mynatova,

Svobodova 2011, 26).
Socio-cultural factors

Social factors include attitudes, values and lifestyles, playing an important role in shaping
consumer behaviour. These factors influence the products individuals choose to buy, the
prices they are willing to pay, the impact of promotional efforts, and the preferences
regarding how, where, and when they expect to make purchases (Lamb, Hair and McDaniel
2018, 50). Consumer behaviour and buying habits are significantly influenced by these
factors, and therefore, it is essential that the development of a product or service is in line
with these elements to ensure customer satisfaction in the industry. As many individuals are
highly resistant to changes in socio-cultural environmental factors, addressing these aspects

when introducing new products and services becomes essential (Perera 2017, 12).
Technological factors

The most dramatic force shaping people's lives is technology. Every new technology
stimulates economic growth and creates significant long-term consequences that cannot
always be well predicted. The perspective on technology is determined by whether greater
admiration is held for its wonders or its blunders. Consistent engagement in continuous
observation and comprehensive analysis of the technological environment is crucial for the
company. Opting to oppose or disregard developments does not yield favourable outcomes

(Kotler and Armstrong 2021, 100).
Legal factors

The legal environment influences all aspects of a company's operations. In most countries,

laws and regulations adjust various areas, including fair competition, pricing transparency,
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product safety, packaging and labelling standards, and restrictions on market dominance.
Additionally, regulations often extend to advertising practices to ensure that business

activities are ethical and lawfully compliant (Baines, Fill, Page 2013, 45).
Ecological factors

The importance of ecological factors and natural concerns in business has become crucial
due to the increasing impact of global warming and sustainability issues. Some of the factors
that should be considered are carbon footprint, pollution concern, emissions, energy
efficiency and environmental impact of business activities. These ecological factors are
important for manufacturing businesses dealing with chemical reactions, where adopting
energy-efficient and eco-friendly production methods not only enhances competitiveness but

also reduces costs, fines, and charges (Perera 2017, 15).

2.4 SWOT analysis

The simplest analysis leading to the identification of a company's strengths and weaknesses,
as well as defining opportunities and threats coming from the external environment, is
referred to as a SWOT analysis. This method is often the output of secondary analysis and

serves as input for primary research (Kozel, Mynaiova, Svobodova 2011, 45 - 46).

e Strengths - include internal capabilities, resources, and positive situational factors
that can help a company meet the needs of its customers and achieve its goals. The
company's strengths include, for example, a unique product or knowledge, strong

leadership or high adaptability.

e Weaknesses - include internal constraints and negative situational factors that can
disrupt company performance. An example of a company's weaknesses could be poor

customer service, low efficiency and lack of product differentiation.

e Opportunities - favourable factors or trends in the external environment that a
company can use to its advantage. The main opportunities are mainly entry and

development of new markets, unfulfilled customer needs or new technologies.

e Threats - adverse external factors or trends that can have a negative impact on the
company. A company should analyse its markets and marketing environment to find
attractive opportunities and identify threats. Potential threats can be regulatory
measures and barriers, the entry of new competitors with a better product or with

lower costs.
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By analysing strengths and weaknesses, the company can determine which opportunities it
can best take advantage of. The goal is to combine the company's strengths with attractive
opportunities in the environment while eliminating or overcoming weaknesses and

minimising threats (Kotler and Armstrong 2021, 73).
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3 SUMMARY OF THEORETICAL PART

Competitiveness is a is a key element of business success in all sectors because it enables
companies to meet customer needs and thrive in challenging environments. To achieve this,
it is essential to choose and implement effective competitive strategies.

The theoretical part of this bachelor's thesis examines the aspects of competitiveness
in the marketing environment. In order to maintain or strengthen their position, companies
must be able to effectively respond to environmental influences, seize opportunities and
develop strategies that reflect their market potential. The concept of competitiveness is
approached through selected strategic models. These include competitive strategies
according to Kotler, Porter and Ansoff. These models can help companies choose
appropriate growth directions and identify optimal ways to capture the market.

In addition to effective strategies, it is equally important for businesses to understand
the different types of environments in which they operate, namely the macroenvironment,
meso-environment, and microenvironment. The macroenvironment consists of external
factors that are largely beyond the control of the company but still affect its operations. These
are defined using PESTLE analysis, which examines political, economic, socio-cultural,
technological, legal, and environmental factors. The meso-environment includes market
conditions that a company can partially influence through marketing tools. Analyses used in
the meso-environment include Porter's Five Forces Analysis, which examines the current
market position and benchmarking to compare the company's performance with its
competitors. The microenvironment refers to the company's internal environment over
which it has full control. Analyses such as McKinsey's 7S model, the 7P marketing mix, and
the STP (segmentation, targeting, positioning) model are used to evaluate the company's
internal strategy and market focus.

All of the above theoretical models are necessary for the analysis of competitiveness,
and selected ones are applied in the practical part of the thesis. The purpose of the practical
part is to transfer this theory to the analysis of a real company and evaluate its position in
the competitive wellness market. The theoretical part provided the basis for interpreting the
collected data and drawing relevant conclusions, which serve as final recommendations on

how to strengthen the competitive position of the selected company.



30

TBU in Zlin, Faculty of Humanities

II

PRACTICAL PART
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4 INTRODUCTION OF THE SELECTED COMPANY

The name of the company that will be analysed in this practical part is Saunovy Raj. This
wellness centre falls under the CZ NACE code 96040, which includes activities related to
physical well-being. It was established in 2013 in the small town of Holice in the Pardubice
Region. At the time of its establishment, the wellness centre faced no direct competition and
attracted a wide range of customers. However, with the gradual emergence of several
competing sauna facilities, Saunovy R4j is constantly striving to maintain its quality and its
strong position in the market (Czech Statistical Office, 2025).

The name Saunovy R4j can be translated into English as Sauna Paradise, which
perfectly describes the essence of the business. The sauna area offers six different types of
saunas, a cooling zone with an ice pool, a shared whirlpool, an outdoor terrace and a
relaxation area with light refreshments. In addition to the saunas themselves, customers can
also use massage services or rent a private whirlpool. Saunovy R4j is particularly known for
its expertly conducted sauna ceremonies and thematic sauna nights led by experienced sauna
masters, making it a standout in the wellness industry. Customers can come to the wellness
centre every day from 10 am to 9 pm. Reservations are available only for massages and
private whirlpool, while entry to the wellness centre is on a first-come, first-served basis.
Given its relatively small capacity of 52 customers, the wellness centre often reaches full

occupancy during winter.

4.1 McKinsey 7S analysis

This analysis examines seven key internal elements that contribute to an organisation's
success. The information provided is based on an interview with the owner of the company,

insights from the company's website and the author's observation.

4.1.1 Strategy

The strategy of Saunovy R4;j is to offer customers an extraordinary wellness spa centre for
perfect relaxation, the environment of which affects all the senses and relaxes the body and
mind. The key factor is the satisfaction of customers, who are regularly surveyed about their
satisfaction with the services provided. Based on this, the company tries to improve and
innovate its services. Employees also play an important role in the company, where great

empbhasis is placed on quality customer service.
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4.1.2 Structure

The company operates as a small, family-owned business, which allows for flexible
decision-making and close management supervision. The organisational structure is
relatively flat, with the manager (owner) partially involved in daily operations. Employees
work in specialised positions such as receptionists, cleaners, sauna masters and masseurs. In

the event of technical faults, an external worker is called into the facility.

4.1.3 Systems

The operational systems at Saunovy R4;j are designed to run smoothly and ensure a pleasant
customer experience. The receptionists arrive an hour before opening time to prepare
everything for the first customers. This preparation includes, in particular, turning on the
saunas, setting up lighting and music. It is also necessary to replenish refreshments and
handle all administration tasks, such as checking the massage schedule or informing
customers via social media about events for the specific day. Once everything is ready, the
receptionist can welcome the first customers. They can purchase a single entry for a
minimum of two hours or use a loyalty card, which allows for shorter visits. If some
customers visit the wellness centre for the first time, they will receive introductory
information about the facility, including sauna etiquette, hygiene, and available services.
Children under 15 years of age are permitted entry with a responsible person until 5 pm.
Saunovy R4j has a reservation system that allows customers to book massages by phone or
in person at the reception. Payments can be made in cash or with a debit or credit card. The

wellness centre also accepts some benefit vouchers.

4.1.4 Style

The overall style of Saunovy R4j focuses on professionalism and a friendly atmosphere,
reflecting its family character. The business strives to engage customers positively, ensuring
that every visitor feels welcome from the moment they enter. Employees are encouraged to
interact with customers in a friendly and attentive manner, inquiring about their satisfaction
and potential service improvements. The wellness centre has a relatively large base of loyal
customers, which contributes to a friendlier and inviting atmosphere. A calm and friendly
workplace benefits both customers and employees, ensuring that everyone feels comfortable

and satisfied with the overall service.
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4.1.5 Skills

All employees of Saunovy R4j have the appropriate knowledge and qualifications. The sauna
masters must have relevant experience in sauna use. If the company sees their potential, it
will provide them with training from a professional sauna masters. For masseurs, it is
important not only to complete the course but also to emphasise the correct technique and
quality of the massage. Receptionists, on the other hand, must be familiar with the internal
system and know about proper customer service. It is essential that they also have
organisational skills and be responsive, especially during busy periods. Given the relatively

small size of the company, adaptability and teamwork are essential qualities of employees.

4.1.6 Staff

Saunovy R4&j operates as a family-owned wellness centre, which allows for a well-
coordinated team. The manager (owner) of the company oversees all the employees and is
responsible for handling supplier relationships and ensuring the facility runs smoothly. Most
employees are receptionists, employed full-time, handling customer service while assisting
with light cleaning duties. Their work is structured into 7-hour shifts, divided into morning
and afternoon rotations. There are always two receptionists on each shift. For the main
cleaning, the company employs two cleaners responsible for maintaining hygiene
throughout the facility. Massage services are provided by freelance masseurs, who work
based on pre-booked appointments. There is also a freelance technician who is available in
the event of an accident. Saunovy R4j also has some part-time employees, especially sauna
masters, who have irregular 3-hour evening shifts and some receptionists who assist during
busy periods. This flexible staffing structure ensures that Saunovy R4j provides its customers

with a seamless and relaxing experience.

4.1.7 Shared values

The core values of Saunovy R4j are well-being, relaxation and customer satisfaction. Great
emphasis is placed on professionalism, hospitality and attention to detail. All employees
have a customer-oriented attitude and ensure every customer has a pleasant and relaxing
experience. Employees strive to provide a high standard of service by continuously
improving their skills and knowledge of wellness practices. Based on employee interviews,
they are highly motivated and recognise how important it is to make customers feel in a
relaxing and pleasant environment. These shared values make Saunovy R4j trustworthy and

popular in wellness resorts.
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4.2 Marketing mix analysis

Marketing mix examines key elements that contribute to a business's success, including
Product, Price, Place, Promotion, People, Processes, and Physical Evidence. This analysis
evaluates how Saunovy R4j applies these principles to maintain its position in the wellness
industry. The findings are based on insights from an interview with the owner of the

company and the author's participant observation.

4.2.1 Product (service)

Saunovy Réj offers six saunas, including a salt, mint and herbal steam sauna, two Finnish
saunas, and a honey sauna. In addition to the saunas, the facility includes a Kneip's path, a
cooling zone with an ice pool, a whirlpool, a terrace with relaxing loungers and relaxation
rooms. In the relaxation room, customers can order refreshments via tablet, including
sandwiches, quiches, desserts, and a wide range of drinks. The price of admission also
includes sauna ceremonies, led by experienced sauna masters, which occur several times a
week. For those looking for more privacy, a private whirlpool for two is available for rent.
Saunovy R4j also offers various types of massages. Vouchers for massages or for the
wellness centre itself can be purchased in the online store or at the reception. For a better
sauna experience, customers can buy additional wellness products at the reception, such as

scrubs, towels, aromatic oils or sauna caps.

4.2.2 Price

Saunovy R4j offers various price options for its services to satisfy the different preferences
and needs of its customers. To enter the sauna area, the customer can choose from several
time options, with the shortest possible time being two hours, which costs 380 CZK for an
adult. Children aged 2 to 14 have a 50% discount on the adult admission fee. Customers also
have the opportunity to take advantage of loyalty cards, which allow them to receive a 10%
bonus when depositing 3,000 CZK or more. Customers receive a free sarong upon entry, but
towels are available for an additional charge of 20 CZK. Massage services are also available
at a price range from 450 CZK to 1,890 CZK, depending on the type of massage and its
length. Saunovy R4j also offers gift vouchers and special tickets for themed sauna nights,
which occur once a month. The admission fee for the sauna night is 890 CZK and includes
reserved entry, priority access to sauna ceremonies, and free water and fruit. (the wellness

centre website, 2025).
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4.2.3 Place

The selected wellness centre is located on the outskirts of Holice, in the Pardubice Region.
The location is easily accessible, making it suitable for both residents and visitors from
surrounding areas. Holice is a smaller town, but its proximity and road access from
Pardubice and Hradec Kralové ensure a constant flow of customers looking for quality
wellness services. For customers arriving by car, there is a small parking lot directly at the
property. In case of occupancy, customers can park in the adjacent parking lot for a small
fee. The wellness centre is also accessible by public transport, with the nearest bus stop

within walking distance. However, most customers commute to the wellness centre by car.

4.2.4 Promotion

Promotion plays a key role in maintaining the interest of regular customers and attracting
new ones. The selected wellness centre relies primarily on its official website, where
customers can find basic information including opening hours, a price list and an overview
of available services. However, for up-to-date information, the wellness centre actively uses
its Facebook page, which provides details about daily sauna ceremonies, special events and
general news. Saunovy Ra4j also has its own Instagram account, but it is not as active there
as on Facebook, which is also reflected in the low number of followers. In addition to these
information sources, Saunovy Raj has its own mobile application that offers a list of
upcoming sauna ceremonies several weeks in advance. The application also provides
information on the current capacity of the wellness centre and available massage dates,

allowing customers to plan their visits more efficiently.

4.2.5 People

The staff plays an important role at Saunovy R4§j, as they are the ones who directly
communicate with customers and influence their overall experience. The wellness centre
places great emphasis on professionalism, friendliness and customer-oriented service to
make visitors feel welcome from the very first moment. The staff includes receptionists,
sauna therapists and masseurs. Receptionists are responsible for welcoming customers,
making massage reservations, doing minor cleaning and preparing refreshments. The sauna
masters perform sauna ceremonies to enhance the sauna experience, and the masseurs can

provide a variety of massages for customers.
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4.2.6 Processes

Saunovy R4j offers customers several ways to contact them, including phone, email and
social media. The most reliable option is to call directly or come to the reception in person,
ensuring quick responses to questions. Massage services or private wellness require a
reservation in advance, which can be done by phone or at the reception. Upon arrival,
customers pay for their chosen time in the wellness at the reception, either in cash, by credit
card, benefit vouchers or a loyalty card. The customer will receive a locker number, sarong
or towel from the receptionists. If it is their first time at Saunovy Réj, the receptionist will
give them all the necessary instructions on the general operation of the wellness centre.
When leaving the wellness centre, the customer then throws the sarong and towel into the
laundry basket and hands in their locker number at the reception. The receptionist will check
whether the customer has any additional charges, e.g. for refreshments or exceeded minutes,
that need to be paid. After the financial settlement, the customer is asked about their
satisfaction with the wellness services, as customer feedback plays an important role for

Saunovy Raj.

4.2.7 Physical evidence

Since the selected wellness centre is located in an industrial area, the outdoor environment
is not very welcoming. However, the indoor environment and the quality of services are
more important for most customers than the first impression of the outdoor environment
itself. The entire indoor environment is decorated in calm brown shades, which is underlined
by subtle lighting in the form of LED strips. Thanks to this, the wellness area is not too
illuminated and provides customers with some privacy. The relaxing and pleasant
atmosphere of the entire facility is also completed by the relaxing music that plays in soft
tones in the saunas. The changing room has lockable code lockers, a changing cabin and
powerful hairdryers. Shared showers are stocked with soap, and the newly renovated toilets
add to the overall comfort. The wellness area itself has well-placed individual zones, which
provide customers with peaceful relaxation. The attention to detail enhances the luxurious

and peaceful experience that Saunovy Réj aims to offer its customers.
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4.3 STP analysis

The selected company will use the STP model to categorise its customers into segments
based on their specific characteristics. The most profitable segments will be targeted to
ensure business sustainability and customer satisfaction. Positioning strategies will be used
to differentiate Saunovy R4&j from competitors and strengthen brand perception in the
wellness market. This analysis is based on the interview with the owner and participant

observation by the author of this thesis.

4.3.1 Segmentation

Saunovy R4j serves a diverse clientele, but its customers can be segmented by various

characteristics such as age, lifestyle and motivation to visit the wellness centre.

The first segment consists of regular customers who visit the wellness centre frequently,
even several times a week. These are usually middle-aged people, especially men, but also
couples who prefer wellness and relaxation in their daily lives. The second segment is made
up of older customers, typically aged 50 and over, who visit the wellness centre mainly for
relaxation and health benefits. The third segment includes younger customers, especially
young couples who visit Saunovy Réj occasionally, either to relax after work or as part of
their active lifestyle. In addition, there is a segment of families with children who visit the
wellness centre mainly in the morning, and then a segment of private clients who use the

private whirlpool for more intimate relaxation experiences.

4.3.2 Targeting

Saunovy Réj focuses primarily on attracting regular customers, as they represent the most
stable source of income. This group is made up of mostly middle-aged men who are
motivated to return through loyalty programmes, quality service and a pleasant atmosphere.
Younger customers are also an important target group that the wellness centre would like to
target more. The attractiveness of the wellness centre and wellness trends has a great
influence on this generation. They are attracted to the wellness centre mainly through social
media, promotions and themed sauna nights. Special offers and discounts for students could
further strengthen their loyalty. The third target group is families with children, whom

Saunovy Raj focuses on by regularly organising children's sauna sessions.
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4.3.3 Positioning

Saunovy R4j operates in a very competitive wellness services market where differentiation
is important to attract and retain customers. While some competitors focus on large-scale
facilities and premium services, Saunovy Raj presents itself as a more intimate and
affordable wellness centre with an emphasis on customer comfort and relaxation. Another
key positioning factor is its themed sauna nights, led by qualified sauna masters, which
provide customers with an extraordinary experience. Despite the wide range of services
offered, the business offers very affordable prices to customers. While competitors often
favour luxury and exclusivity, Saunovy R4j sets itself apart from the competition by
maintaining its values and appealing to customers looking for a balance between quality

service and affordable prices.

4.4 Analysis of the competitive strategies

The selected wellness centre will be analysed using the competitive strategies by Porter,
Kotler and Ansoff, with insights from interviews with the owner of the company and direct
observations. These analyses will provide a comprehensive understanding of the competitive

environment, the company's strategic approach, and its potential for future growth.

4.4.1 Analysis of the selected company by Porter

According to Porter's Five Forces, the selected wellness centre faces moderate competition,
with the threat of new entrants increasing in recent years. However, the wellness centre
focuses on differentiation by offering unique, quality services such as professionally
conducted sauna ceremonies and themed sauna nights. Unlike large commercial wellness
centres, Saunovy R4j place emphasises a more friendly and intimate atmosphere. This
strategy helps the company maintain a loyal customer base while differentiating itself from

competitors who often offer more generic wellness experiences.

4.4.2 Analysis of the selected company by Kotler

From the perspective of Kotler's competitive strategies, Saunovy Réj can be classified as a
Market Follower as it follows the trends set by market leaders and focuses on maintaining a
strong position by offering competitive services without having to make decisions on
innovation or pricing. While the company's pricing strategy is competitive, it is largely
influenced by its competitors, and the company focuses on maintaining a loyal customer

base rather than significant differentiation.
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4.4.3 Analysis of the selected company by Ansoff

Based on Ansoff's Matrix, Saunovy Réj employs a market penetration strategy. The selected
wellness centre focuses on strengthening its position in the existing market within its region
by retaining existing customers and attracting new ones from its competitors. This strategy
aims to increase the wellness centre's market share by offering quality services, competitive
prices, and regular maintenance and improvements. It also allows the wellness centre to

maintain a strong position in a competitive market while increasing its growth potential.
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S THE MAIN COMPETITORS OF THE SELECTED COMPANY

In this part of the thesis, selected competing companies will be introduced. Saunovy R4j
faces competition from wellness centres located especially in Hradec Kralové. including
Saunovy svét Tropicana, Saunyx, Saunia and Salori. The last competitor mentioned in this
thesis is Hotel Jezerka near Se¢, which, despite its greater distance, represents strong
competition. These competitors have established themselves in the market by providing

similar services.

5.1 Saunovy svét Tropicana

Saunovy svét Tropicana located in Hradec Kralové is reminiscent of Saunovy Réj in its
environment. This wellness centre offers nine different saunas, a cooling zone with a pool,
relaxation rooms, whirlpools and an outdoor terrace. In the relaxation room, customers can
order refreshments electronically via a tablet, just like in Saunovy R4j. In addition to the
main wellness centre, there is also a private wellness zone with a whirlpool and an infrared
sauna. In the winter months, the wellness centre offers sauna ceremonies once a week, which
are not as popular as those of its competitors. The basic admission fee is 329 CZK for 1.5
hours, and the all-day admission fee is 549 CZK. Season tickets and gift vouchers are also
available. The wellness centre has a capacity of up to 100 people and offers a large parking

lot, which is available free of charge (wellness centre website 2025).

5.2 Saunyx

Saunyx is located on the roof of a factory with a view of Hradec Krélové. It is 23 km from
Saunovy R4aj. Compared to the other competitors mentioned, Saunyx is one of the smallest.
For the public, it offers an area with only three types of saunas. For private rental, it offers
three different sections with a sauna and a whirlpool. Despite its small size, it is still a big
competitor for other wellness centres in the area, including Saunovy R4j, mainly thanks to a
qualified team of sauna masters, including those who have succeeded in the world
championship. The basic admission fee is 260 CZK per hour, which is sufficient for many
customers given the small number of saunas. For two hours, the price is 380 CZK, which is
identical to Saunovy Ra4j. There is also a membership card on offer, with which customers
get 10% cheaper admission. Compared to other wellness centres, Saunyx has significantly
shortened opening hours. It is open every day from 5 p.m. to 10 p.m., except from July to

September when the public part is closed (wellness centre website 2025).
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5.3 Saunia — Orlice park

Saunia in Hradec Kralové is a modern wellness centre in the OC Orlice shopping mall,
located 21 km from Saunovy R4aj. As a branch of a well-known franchise, it offers five
different saunas and two relaxation rooms. The wellness centre itself is stylish and modernly
furnished. Although it is located in a shopping mall, it provides customers with complete
relaxation and plenty of privacy, even in well-separated showers. The wellness centre also
includes a large relaxation room with a bar where customers can order bottomless sodas and
light meals. Saunia offers a wide range of sauna ceremonies, with up to 10 ceremonies per
day. The only thing missing for perfect relaxation is an outdoor terrace and a whirlpool. The
admission fee is significantly more expensive than the competition, starting at 489 CZK for
a basic 2-hour entry. However, loyalty card holders have admission 50 CZK cheaper. To
attract new customers, Salori offers the first entry for free, subject to registration and a credit

top-up of 300 CZK (wellness centre website 2025).

5.4 Salori

The wellness centre Salori is located outside Hradec Kralové, 26 km from Saunovy R4j. It
is one of the most modern and attractive wellness centres in the area, where customers can
enjoy a unique experience. It offers a wide range of services, from massages to various
courses or themed sauna evenings. What makes it different from its competitors is its fully
outdoor complex, with six outdoor saunas, a cooling pond and a garden restaurant. In
addition, Salori also offers the option of accommodation in their palatial rooms or in a private
garden with its own whirlpool, sauna and outdoor pool. However, for all these services, the
customer must pay significantly more than in other wellness centres. The cheapest possible
admission fee is up to 4 hours for 980 CZK, which can be too much for many people. Due
to its pricing, Salori does not have many regular customers compared to the competitors
mentioned in this thesis. It mainly attracts customers from the wider area who occasionally

indulge themselves in this experience (wellness centre website 2025).

5.5 Hotel Jezerka

Hotel Jezerka is the furthest competitor of Saunovy R4j. Despite being almost 50 km away,
it is one of its main competitors. Hotel Jezerka is a four-star hotel complex with an outdoor
and indoor pool, congress halls and a restaurant, located in a quiet natural area by the Sec¢

dam. It also includes a wellness centre, which is in an adjacent connected building. The
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wellness centre is characterised by being one of the most modern in the Czech Republic. It
has eighteen sections, including three private sections for rent, making it one of the largest
wellness centres among the mentioned competitors. There is a bar with refreshments, an
outdoor terrace with a cooling pool and a whirlpool, and a Kneipp path. Various massages
and cosmetics are also on offer. The wellness centre is open to both accommodated guests
and the public. However, accommodated guests have a more favourable admission fee. The
wellness centre offers only a 90-minute entry. If this time is exceeded, individual minutes
are then added. The cheapest admission fee for the public is 350 CZK, which is only valid
from Monday to Friday. On weekends, the admission fee increases to 480 CZK. With this
pricing strategy, the wellness centre aims to spread traffic across individual days and times
more effectively. Unlike the mentioned competitors, this wellness centre is only accessible
to people over 15 years of age. Moreover, the wellness centre has shorter opening hours
compared to its competitors. From May to September, it is open from 1 p.m. to 10 p.m. and

from 10 a.m. in other months (wellness centre website 2025).
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6 SELECTED STRATEGIC MARKETING ANALYSES

This chapter focuses on analysing the chosen company using the PESTLE analysis for its
macroenvironment. Additionally, the meso-environment will be examined through
benchmarking analysis. The insights and data from the entire analytical section of the thesis
will then be integrated into a SWOT analysis. Using these frameworks, the aim is to gain a
comprehensive understanding of the selected company's business environment and identify

potential opportunities for growth and improvement.

6.1 Meso-environment analysis

The meso-environment of the selected company represents the competitive environment and
external forces that directly affect its operations. Benchmarking analysis will be conducted
to assess these factors. These analyses are based on interviews with the owner and internal

company documents.

6.1.1 Benchmarking

The selected company will be analysed through benchmarking, comparing it with
competitors selected based on various criteria. The identified competitors include Saunovy

svét Tropicana, Saunyx, Saunia, Salori and Hotel Jezerka.

There are several criteria that have been established to compare the selected company with
its competitors. Each criterion is assigned a specific weight, and the companies will be
evaluated on a scale from 1 to 5, with 1 representing the lowest evaluation and 5 the highest.
A rating of 0 is given if the service was not offered at all. The selected criteria will be

described below and presented in Table 4 Benchmarking.
Portfolio of services

This criterion examines the variety of additional wellness services provided by individual
competitors. This includes massage, whirlpool, themed sauna events, accommodation
options and private wellness. The presence or absence of these services in selected wellness

centres is summarised in Table 2.
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Table 2 Comparison of wellness services

s Whirlpool Sauna AccoTnmod Private
events ation wellness

3LL0%7 YES YES YES NO YES
Raj
Tropicana YES YES NO NO YES
Saunyx NO NO YES NO YES
Saunia NO NO YES NO NO
Salori YES NO YES YES YES
Hotel YES YES NO YES YES
Jezerka

(source: own elaboration)

Table 2 shows that Saunia, despite its popularity, does not offer enough additional services
that may be important for some customers. These findings will be considered in Table 4
Benchmarking.

Prices

Table 3 compares the lowest prices offered by the selected wellness centre and its
competitors. Saunia and Hotel Jezerka have variable pricing based on the time of day and
day of the week. This strategy is effective in attracting customers during off-peak hours.
Salori offers its cheapest 4-hour entry, which may be a disadvantage for customers seeking
a shorter and cheaper visit. On the other hand, Saunyx offers the shortest possible stay and

at the same time the cheapest price option, although it offers the smallest selection of saunas.
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Table 3 Comparison of prices

Extra time to

Basic admission fee Full-day admission change clothes
Saunovy Raj 380 CZK / 2 hours 750 CZK + 15 minutes
Tropicana 329 CZK / 1.5 hours 549 CZK + 15 minutes
Saunyx 260 CZK / 1 hour 460 CZK + 15 minutes
Saunia 489 CZK /2 hours 619 CZK Not available
Salori 980 CZK / 4 hours 1.700 CZK Not available
Hotel Jezerka 350 CZK / 1.5 hours 800 CZK + 10 minutes

(source: own elaboration)

Table 3 shows that Salori has significantly more expensive admission fees compared to the
other selected wellness centres. While Saunovy R&j with Tropicana belong to the most
affordable wellness centres. However, all of them differ significantly in terms of services,
atmosphere and target customer group.

Location

The accessibility of the wellness centre plays an important role in the customer's choice.
Saunovy R4j is located on the outskirts of the town of Holice, in a location that is very
accessible to customers from surrounding towns, such as Vysoké Myto or Chocen.
Competitors from larger cities such as Hradec Kralové can attract more customers due to
better accessibility. On the other hand, there are customers for whom the quality of services
is more important than accessibility. Therefore, they often prefer more remote and quiet
places, such as Hotel Jezerka, for better relaxation.

Table 4 will assess not only the distance and accessibility from Saunovy R4j to its
competitors but also the location characteristics. This includes whether the wellness centre
is located in a busy city centre, where space for an outdoor area may be limited, as in the
case of Saunia and Saunyx, or outside the city where is a large outdoor area and a quiet
environment but worse transport accessibility, as in the case of Salori or Hotel Jezerka.

To better understand where the selected wellness centre is located in relation to the

competition, Figure 5 presents a map indicating their geographic location.
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Figure 5 Geographical location of the selected wellness centre and its competitors
(source: own elaboration)

Capacity

This criterion assesses how effectively a given wellness centre can manage customer service
when operating at full capacity. It also considers whether facilities like showers and
changing rooms are appropriately sized to comfortably accommodate all customers or
whether the number of parking spaces is sufficient for the wellness centre's capacity.
Saunovy R4j has a significantly limited capacity compared to its competitors, which often
leads to reaching its maximum capacity during the high season. This limitation results in
frequent overcrowding of the facility and waiting times at the entrance, reducing customer
comfort and overall experience. Table 4 assesses how effectively individual wellness centres
manage their capacity, whether they tend to be overcrowded, or if their space remains
unused.

Hygiene

Maintaining high hygiene standards is important for customer satisfaction and health safety.
Saunovy Ra4j prides itself on cleanliness and regularly maintains its facilities, as do most of
its competitors. However, larger commercial wellness centres such as Saunia often have
more problems with maintaining these standards due to their space and higher number of
customers compared to smaller wellness centres. Regardless of size, all wellness centres

struggle to keep facilities spotless during peak hours. Customers tend to judge cleanliness
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primarily in showers and restrooms, though proper hygiene goes far beyond that. For
example, maintaining the correct pH levels in pools and whirlpools. This is supported by
asking customers to follow basic hygiene guidelines, such as proper usage of sarongs in wet
saunas and showering before entering the pool.

Sauna ceremonies

Sauna ceremonies are a great addition to the overall relaxation in the sauna. For many
customers, sauna ceremonies are an essential part of the services offered. However, not all
wellness centres offer them. The quality of the ceremonies also plays an important role,
which requires qualified and well-trained sauna masters. High-quality and thematic sauna
ceremonies are an important additional service for wellness centres, which can significantly
increase visitor numbers and awareness of a given wellness centre. Table 4 will evaluate not
only the availability and frequency of sauna ceremonies at each wellness centre but also their
quality and the overall experience they bring to customers.

Sales promotion

Sales promotion helps attract new customers and retain existing ones. Saunovy Réj uses
limited promotional offers, while competitors such as Saunia often implement promotions,
for example, in the form of competitions on social media for free admissions. Table 4
compares different sales promotion strategies of individual wellness centres and evaluates
how they present themselves on social media, focusing on how effectively they reach their
audience and promote their services.

Website

The websites of the selected wellness centre and its competitors are generally clear and
provide all the necessary information about their services. Some websites are clearly
arranged, while others are less so. However, some websites lack additional information about
the current number of customers or additional services included in the price of admission.
These factors will also be taken into account in the Benchmarking Table 4.

Reviews and ratings

Customer reviews and ratings, especially on platforms like Google, influence a wellness
centre's reputation. Saunovy Réj has mostly positive reviews and, together with Salori, has
the best score compared to its competitors, at 4.7 stars. On the other hand, Tropicana has the

lowest score, with an average of 4.2 stars (Google Maps, 2025).
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Table 4 Benchmarking

unovy . . . Hotel
Réj Tropicana Saunyx Saunia Salori Jezerka

Criteria  Weight >a

Portfolio of 4 4
services 0.8 0.6 0.4 0.2 0.8 0.8
5 4 4 2 2 3
Prices
1 0.8 0.8 0.4 0.4 0.6
3 3 2 2 5 3
Location
0.45 0.45 0.3 0.3 0.75 0.45
1 2 2 4 5 4
Capacity
0.05 0.1 0.1 0.2 0.25 0.02
5 3 4 4 5 5
Hygiene
0.5 0.3 0.4 0.4 0.5 0.5
Sauna 5 1 5 3 5 0
ceremonies 0.25 0.05 0.25 0.15 0.25 0
Sales 3 2 4 5 5 4
Promotion 0.3 0.2 0.4 0.5 0.5 0.4
4 2 4 5 5 4
Website
0.2 0.1 0.2 0.25 0.25 0.2
Reviews 4.7 4.2 4.6 45 4.7 45
and ratings 0.47 0.42 0.46 0.45 0.47

Position

(source: own elaboration)

The benchmarking analysis revealed that the selected wellness centre Saunovy R4j ranked
second among the selected competitors behind Salori, which remains the most attractive
choice despite its higher prices. On the other hand, Saunia shares the lowest rating. The
analysis shows that the selected wellness centre has a very good position among its

competitors, but still has room for improvement.
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6.2 Macroenvironment analysis

The macroenvironment consists of external factors that affect a company but are beyond its
direct control. It is essential for Saunovy R4&j to understand these factors, adapt to changing
conditions and remain competitive. To assess the external factors influencing the company,

the PESTLE analysis will be conducted.

6.2.1 PESTLE analysis

The PESTLE analysis examines political, economic, socio-cultural, technological, legal and
environmental factors that can affect a company's performance. Implementing this analysis
on the selected company can identify opportunities and threats resulting from the

macroenvironment.
Political factors

The political environment can offer wellness centres various opportunities through subsidies
to promote a healthy lifestyle, if they comply with certain regulations. These are primarily
health and safety regulations, including hygiene standards, fire safety and employment laws.
In addition, legislative changes can affect the working conditions of employees. Unforeseen
political decisions can also occur, which can often negatively affect the operation of wellness
centres. An example is the COVID-19 pandemic, when the government banned the operation
of wellness facilities for several months in 2020 and 2021. Although it is impossible to avoid
such adverse situations, it is essential for a wellness centre to monitor political factors and

adapt to legislative changes.
Economic factors

The economic situation affects both the company's operating costs and customer demand.
The Czech economy is expected to grow by 2.7% in 2025, with inflation stabilising at 2.2%.
Real wages are expected to continue to grow, with the minimum wage set to increase by
10.1% to CZK 20,800 (Svaz primyslu a dopravy Ceské republiky 2025). These economic
assumptions suggest that consumers will have higher disposable income, which could lead
to increased spending on leisure activities such as wellness services. However, the expected
wage increase may mean higher employee wage costs for the wellness centre. On the other
hand, the increase in wages may lead to greater demand for more expensive wellness
services, which presents an opportunity for Saunovy Ré;j to increase the price of its services

or expand its offering.
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Socio-cultural factors

Sauna has become a popular form of recovery in recent years, especially among athletes who
benefit from it for muscle regeneration, but also as a form of relaxation for the general
population who seek wellness services as a form of relaxation. Wellness services are also
gaining popularity due to the influence of social networks and lifestyle trends, which
influence and attract the younger generation. However, the older generation is more likely
to visit Saunovy Raj, both from the surrounding area and from more distant places, such as
Moravia or even Poland. Demographic trends, such as the ageing of the population, also
provide an opportunity to offer services specifically to older customers, who can use the

sauna for relaxation and health benefits.
Technological factors

Technological advances have the potential to improve operational efficiency and customer
experience. At Saunovy Réj, considerable attention is paid to technical equipment. Whether
it is the colourful lighting in the saunas, the sound equipment or the ordering system for
refreshments via tablet. Saunovy R4j has a clear, sophisticated website with an online store.
In addition, it also has its own application with a schedule of sauna ceremonies and massages
and current capacity. Moreover, focusing on digital marketing strategies, including social

media and search engine optimisation, would attract more customers.
Legal factors

All wellness centres must comply with labour laws and strict health and safety regulations
to ensure a safe environment for customers. To increase customer safety, Saunovy R4j has
installed a security camera in the changing room to prevent thefts, which have occurred in
the past. However, placing a camera in areas where customers expect privacy can raise
significant legal concerns. According to the Czech Ministry of the Interior, the operation of
CCTYV systems in such sensitive areas should be approached with caution to avoid violating
the right to privacy. In order to meet legal requirements, the wellness centre must ensure that
the CCTV system is justified and proportionate and that appropriate safeguards are in place.
This includes informing customers about the monitoring and securing of recorded footage
from unauthorised access. Customers can obtain this information from the receptionists and
an information sign at the entrance to the changing room. (Ministerstvo vnitra Ceské

republiky 2009).
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Ecological factors

The operation of a wellness centre is highly energy-intensive, which presents a sustainability
challenge. It is therefore advisable to look for ecological alternatives. One of the key green
initiatives of Saunovy R4j is the installation of several solar panels on the roof, which
generate a significant portion of the electricity needed, mainly for heating the saunas. This
investment reduces dependence on conventional energy sources, reduces operating costs and
minimises the company's carbon footprint. Thanks to the “Novd zelena uspordam ™ project,
the company also received a subsidy from the state for this investment. Another ecological
activity of Saunovy Réj is the bins for sorted waste, namely for BIO, plastic, paper and
mixed. Customers use the plastic bin the most, as the wellness centre offers most cold drinks

in plastic packaging (interview with the owner).

6.3 SWOT analysis

The SWOT analysis of the selected wellness centre is based on data gathered through various
research methods, including interviews with the owner of the company and direct

observations. The SWOT analysis of the selected wellness centre is represented in Table 5.

Table 5 SWOT analysis of the selected wellness centre

e Pleasant environment o Insufficient capacity

e Affordable prices e Small parking lot

e High-quality services e Lack of privacy

e Regular special sauna events e Short voucher validity period

e Constant innovation and

maintenance

e Improvement of promotional e Increase in strong competitors
strategies e Many wellness centres close

e Innovations and area expansion together

e Increase in wellness trends e Seasonal fluctuations

e Economic growth e Increase in operating costs and

inflation rate

(source: own elaboration)
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The strengths of the selected wellness centre include a pleasant and cosy, relaxing
environment that provides a better experience for customers. Affordable prices are also an
important factor, making Saunovy R4j more accessible to a wide range of customers while
maintaining quality services. The selected wellness centre is known for its special thematic
sauna events that attract sauna enthusiasts. Moreover, regular innovation and maintenance
keep the wellness centre clean and welcoming.

The selected wellness centre also faces several weaknesses that can negatively affect
customer satisfaction. One of the most significant weaknesses is the lack of capacity, which
often leads to overcrowding, especially in high season. It usually happens that customers
have to wait in queues at the reception until a place becomes available. The lack of capacity
is also related to the parking area, which is designed for only twelve cars. Other customers
have to park in a nearby paid parking lot or along the street, as the outdoor areas of Saunovy
R4j do not allow for the possible expansion of parking spaces. In addition, there is a lack of
privacy, as changing rooms and showers are shared between men and women, which can
discourage some customers. The last major weakness is the short validity period of vouchers,
which customers often note in Google reviews.

In terms of opportunities, innovation and expansion of facilities, especially changing
rooms and showers, would increase privacy, overall capacity of the wellness centre, and
prevent overcrowding. Improving promotional strategies through social media and online
marketing could help attract new customers, especially the younger generation. Raising
awareness about wellness could also attract new customers. In addition, economic growth
could lead to higher disposable incomes, and people could indulge in these wellness services
more often.

The threats that Saunovy Ré&j faces are mainly the increase of strong competition,
especially in larger cities such as Hradec Kralové, which could distract both potential
customers and regular ones. Given the high density of wellness centres in the region,
differentiation is therefore important to maintain a competitive advantage. One of the last
threats mentioned is the profitability of the company, which may be affected by rising
operating costs, including energy expenses and employee wages. Profitability can also be
affected by seasonal fluctuations, particularly in the warmer months when the number of

customers is significantly lower.
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7 SUMMARY OF THE ANALYTICAL PART

The microenvironment of Saunovy Raj was analysed using the McKinsey 7S framework, 7P
marketing mix and STP analysis. The findings indicate that although the selected wellness
centre has a stable foundation, expanding its service offering and better promotion could
attract new customers while retaining the existing ones.

Kotler's competitive analysis identified Saunovy R4aj as a Market Follower that
primarily follows wellness trends. Porter's analysis revealed differentiation as a key focus,
with unique sauna ceremonies and a well-maintained environment as the main
differentiators. Using the Ansoff model, it was found that Saunovy R4aj uses a market
penetration strategy and relies on existing services in an established market.

The macro environment was examined using a PESTLE analysis, which showed
that unexpected political decisions, such as strict regulations, can negatively affect both the
business and its customers. Economic factors, such as rising operating costs, also affect the
business. Fluctuating disposable income can affect the level of attendance. As for socio-
cultural factors, it turned out that the growing trend makes wellness more attractive to a
wider range of society. Technological progress and the possibilities of digital marketing
remain unused to a certain extent, which represents an area for growth. Legal aspects,
including new labour and safety regulations, also affect operations. Environmental factors
result in a significantly high energy consumption, which the selected wellness centre
significantly mitigates with installed solar panels.

The meso-environmental analysis was examined using benchmarking analysis,
where Saunovy R4j was compared with its competitors based on several criteria. After
applying all criteria, Saunovy R4j ranked second among its competitors, leading to a high
market position. Competitor Salori has a competitive advantage due to a more attractive
environment, better promotional activities and additional services.

The last analysis performed was a SWOT analysis, which highlighted several
strengths of the selected wellness centre, including high-quality and affordable services,
unique sauna ceremonies, cleanliness and a cosy environment. However, weaknesses that
negatively affect customer satisfaction and competitiveness were also identified. These
include insufficient capacity, lack of privacy, limited parking space, or short voucher validity
period. Opportunities exist in promotional strategies, facility modernisation and innovation
and taking advantage on the growing wellness trend. On the other hand, the increasing

number of competitors, rising costs and seasonal fluctuations represent potential threats.
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All analyses conducted have shown that the selected wellness centre has a strong
competitive position in the wellness industry, primarily due to its well-maintained facilities,

unique sauna ceremonies, and competitive prices.
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8 RECOMMENDATIONS

Based on the results of the practical part, several recommendations can be proposed. Among
the most important weaknesses of the selected wellness centre are insufficient capacity and
privacy, which are addressed in separate subchapters with several recommendations for
improvement. The third subchapter presents additional, smaller yet significant
recommendations that could have a positive impact on the customer experience. These
recommendations could improve the competitiveness of the selected company and its

competitive position on the market.

8.1 Capacity

The most fundamental issue is the insufficient capacity of the wellness centre, leading to
frequent overcrowding, which significantly reduces the comfort of customers. When the
wellness centre was established, the expected number of customers was around 25 people
per day. Based on this, the company also adapted all the spaces. Over time, the number of
customers gradually increased. Currently, the wellness centre is visited by up to 250
customers per day, with a maximum capacity of 52 customers. This high demand is a positive
indicator of business success. However, the facility is not equipped to handle such a large
number of customers, resulting in queues and frequent complaints in customer reviews.
Since expanding the facility is not a suitable option due to space constraints, alternative
solutions should be considered.

One alternative is to reduce the maximum capacity, which will prevent an
overcrowded facility and dissatisfied customers. Still, on the other hand, it will have a
negative impact on the company's profit.

Another alternative option could be the introduction of a time-based price list, similar
to those used by competitors like Saunia or Hotel Jezerka. By applying this price model,
admission fees could vary throughout the day, with lower rates in the morning and higher
rates in the evening. This would help regulate customer flow and reduce overcrowding
during peak hours. In addition to the time-based price list, implementing a seasonal pricing
strategy with reduced admission fees during the off-season in the summer or higher rates
during the peak season in winter could optimise the company's revenue and balance customer

flow throughout the year.
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8.2 Privacy

Shared changing rooms and showers for men and women are a significant source of
discomfort and lack of privacy for many customers. Even with limited space, the
management of the selected wellness centre is considering dividing the existing shared
showers into male and female sections. There are also plans to expand the changing rooms.
However, this will require a complete reconstruction, with significant financial costs. On the
other hand, it can significantly improve customer comfort.

Since this reconstruction is planned for about 10 years, Saunovy R4j could mitigate
this problem by organizing women-only days. After its first successful Ladies' Night, which
attracted great demand, Saunovy R4j could take the opportunity to target women more often

with similar events in the future.

8.3 Other recommendations

e Voucher validity

One of the problems often mentioned in customer reviews of Saunovy R4j is the relatively
short validity period of the gift vouchers, which is six months. While this validity period
may seem reasonable from a business perspective, many customers find it restrictive,
especially due to seasonal restrictions or unforeseen circumstances such as illness. These
factors can delay their visit and cause the voucher to expire, leading to dissatisfaction and
even a negative perception of customer service. Extending the voucher validity period to
twelve months would give customers more flexibility. It is change that does not require large
costs and can help improve customer satisfaction.

e Online card payment option for the online store

The online store of Saunovy Raj currently allows customers to pay for gift vouchers only by
bank transfer or in person at the reception. These options may not suit the majority of modern
consumers who expect fast, secure and convenient online payments via credit or debit cards.
Introducing online card payments in an online store is a crucial step towards modernising
the shopping process. The implementation of this system requires an initial investment of up
to 10,000 CZK, depending on the provider. The provider then charges around 2% for each
transaction. However, these costs are manageable for the selected company, in exchange for

a significant increase in convenience for both customers and the company's management.
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e Free towel

Most competitors of Saunovy Raj offer free towel service. It is a service that aligns with
industry standards and increases overall customer satisfaction and comfort. Currently,
customers are required to bring their own towels or rent them for an additional fee, which
may create a negative impression on some customers. To implement this service, the
wellness centre would need to purchase another industrial washer and dryer, which would
require financial costs of up to half a million Czech crowns. The costs also include the
purchase of at least 100 towels, assuming that the purchase price of a towel is 150 CZK. To
manage costs, this service could be integrated into a slightly modified price list.

e Social media

Although Saunovy R4j maintains an active social media presence, its current content strategy
does not sufficiently align with the latest trends, which limits the ability to engage and attract
a younger generation to the wellness centre. In today's digital environment, visually
appealing content that resonates with the younger generation's lifestyle and preferences is
the trend. To achieve this, Saunovy R4j should consider incorporating short videos (Reels)
focusing on behind-the-scenes content, wellness tips, or sauna ceremony promotions.
Interactive Instagram stories (polls, Q&A) and sharing thematic content related to sauna

ceremonies or seasonal events can increase follower engagement as well.
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CONCLUSION

The competitive environment in the wellness industry is constantly evolving, not only in
large cities but also in more remote areas. The growing interest in wellness services presents
an opportunity to attract a wide range of customers. However, a company must constantly

maintain its competitiveness in order to be successful in the market.

The main aim of this bachelor's thesis was to evaluate the competitiveness of the
selected company, Saunovy R4j, in comparison with its competitors in the region. The
theoretical part describes the concept of competitiveness and provides an overview of the
competitive strategies of Porter, Kotler and Ansoff. There was also a focus on marketing
environment analysis, which was a key to the identification of threats and opportunities in a
competitive market. Tools such as PESTLE analysis, Porter's Five Forces, McKinsey 78,
marketing mix (7P), STP analysis and SWOT analysis were used to examine the macro,

meso and microenvironment of the company.

The practical part applied some of these tools to the real environment of the selected
company. The microenvironment of the selected wellness centre was examined using
McKinsey 7S analysis, where seven key internal factors that contribute to the company's
success were evaluated. Furthermore, a 7P marketing mix analysis and STP analysis were
performed, which categorised its customers into different segments. Finally, competitive
analyses were performed according to Porter, Kotler and Ansoff. The meso-environment
was examined using benchmarking, where the selected wellness centre was compared with
its competitors, based on several criteria. PESTLE analysis was used to assess the
macroenvironment. Finally, the strengths and weaknesses of the selected wellness centre

were identified, along with opportunities and threats, through SWOT analysis.

Based on the results of the analyses, several recommendations were proposed to
improve the competitiveness of the selected wellness centre. The main problem identified
was insufficient capacity, affecting not only the number of visitors, but also the comfort of
customers in the changing rooms, showers and the sauna itself. Although spatial expansion
is not currently feasible, limiting the number of customers or introducing a time-based
pricing model could help reduce overcrowding. Another significant problem related to
overcrowding is insufficient privacy. Dividing the showers into men's and women's could
significantly prevent this problem. Saunovy R4 could also consider organising more

wellness events for women only.
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Other recommendations for improvement were identified that are easier to implement
for the selected wellness centre. These include extending the validity of vouchers,
introducing online card payments for the online store, or providing customers with free
towels. It was also recommended to improve social networks, which currently lack trendy
and attractive content and therefore do not have such an extensive reach and large number

of followers.

This bachelor's thesis could be useful for the selected company, as there is currently
no existing analysis on this topic. The proposed recommendations are realistic and could
lead to improvements in the competitiveness of the selected company. Many of the
mentioned recommendations do not require large financial costs, such as extending the
validity of vouchers. However, some improvements, such as dividing showers for better
privacy, require a larger financial investment, which must be carefully considered by the

company.
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