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Introduction 


The goal of this thesis is to suggest changes to the current Dekstra Bus marketing strategy 
 based on marketing strategy research and change factors. The factors in question are names of 
 the minibuses and presentation on the market via bus expos to attain visibility and ultimately 
 attain expansion of the company into the international level. 


  


First, the thesis will draw from the existing theoretical frameworks of marketing in small and 
 middle companies in order to identify the potential deficiencies and shortfalls of Dekstra Bus 
 marketing strategy in the practical part. The research arena of marketing in SMEs is so far a 
 thinly mapped terrain, evident by numerous contentions between academics in this research 
 area. Due to the varying levels of sophistication and technological and leadership 


advancements of SMEs, marketing is commonly misunderstood or practiced inefficiently, 
 resulting in failures of marketing strategies. The role of marketing will first be defined inside 
 SMEs to understand the mechanisms through which managers attribute the degree of 


importance to marketing inside the organizations. 


  


Furthermore, regardless of the marketing tools that managers practice inside SMEs, 
 theoretical approaches to the necessity of marketing for SME’s survival will be evaluated. 


The theoretical approaches to marketing strategies inside SMEs essentially revolve around the 
 manager’s ability to understand the basis of marketing in relation to the broader strategy of 
 the firm. Therefore, this study intends to enrich the overlap between theory and practice of 
 implementing a marketing strategy inside a SME, namely Dekstra Bus Company, to 


understand how the company can become more efficient in marketing and pursue growth as a 
 result. To this end, the theoretical approaches in Business to Business (B2B) marketing will 
 be evaluated to illustrate the niche business sector further Dekstra Bus operates in; B2B. In 
 view of the above, Fifield’s SCORPIO model will be employed to analyze Dekstra Bus 
 marketing strategy and propose a new strategy. 


  


Third, research literature about assessing market segmentation and positioning will be 
analyzed to understand this in the B2B market truly. It will be essential to evaluate the 
Segmentation, Targeting and Positioning method (STP) to thoroughly establish this 
theoretical concept in the B2B market more specifically. The theoretical part will further 
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elaborate on the implementation of the segmentation strategy with respect to the existing 
 academic research. Research about selecting the correct market, the consequential positioning 
 of the company, and the ultimate development of a position will serve as core research pillars 
 for the analysis of the Dekstra Bus’ marketing strategy. Finally, it is essential to evaluate the 
 existing literature of marketing channels that state the basis of a successful marketing strategy 
 in a B2B context. Because the thesis seeks to formulate improvements of a marketing 


strategy, existing literature on the design of marketing channels will be evaluated, outlining 
 the conditions necessary to choose the most efficient marketing strategy. Lastly, the 


SCORPIO model will be analyzed and presented as the basis for the Dekstra Bus marketing 
 strategy analysis and formulation. The theoretical basis presented will serve as a foundation 
 for evaluating the weaknesses and strengths of Dekstra Bus existing marketing strategy to 
 propose a new, improved strategy deeply embedded in research. To this end, a guided 
 interview with Dekstra Bus employee will be performed to acquire primary data that will 
 serve as a basis for analysis of Dekstra Bus marketing strategy within the strict SCORPIO 
 framework. 


  


Given the marketing theoretical background, the study sets out to clarify the market 


conditions in the niche sector of minibuses in the practical part of this thesis. The market size 
 and condition will be scrutinized directly related to the amount of competition present in the 
 market to arrive at the new contours of the Dekstra Bus marketing strategy. Following the 
 evaluation of the broader market, indirect and direct competition will be evaluated to 


determine the strategic direction for the company’s marketing strategy. Finally, the potential 
customers will be evaluated in order to arrive at the potential positioning of the company in 
the market for minibuses to make the re-evaluated marketing strategy more effective. A 
SWOT analysis will follow to facilitate conditions for finally proposing a new marketing 
strategy for Dekstra Bus based on the SCORPIO model. 
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1.  Theoretical review of marketing strategies  


1.1 Marketing in small and Middle Companies  


Anchoring the academic study of marketing in Small and Medium Companies (SMEs) 
 requires a focused effort on defining the realm of such businesses and their scope. Chapter 1 
 will help define the arena and such companies, their sizes, their financial strengths, 


weaknesses and financial capabilities to determine the role of marketing within SMEs. The 
 challenge presented to SMEs relating to the practice of marketing is the extent of applicability 
 of marketing theories developed originally for large businesses and corporations. SMEs 
 resemble distantly in many ways large corporations, however, by their nature have fewer 
 employees, less capital resources, attract less talent, resulting in more precarious applicability 
 of marketing theories that are based on measurement and data collection. Whilst large 


companies alocate large budgets to marketing, SMEs often conduct marketing efforts via 


"networking or a combination of transaction, relationship, interaction" (Gilmore et al. 2001). 


Siu and Kirby (1998) point out that a systematic approach to marketing and SMEs' subject is 
 missing, noting that empirical evidence is only applicable on an ad-hoc basis. In order to 
 partially overcome the vague boundaries of marketing concerning SMEs, the present study 
 will elaborate on reviewing the literature on: 


 a) Characteristics of SMEs 


 b) Characteristics of entrepreneurs, owners and managers  
  c) Existing literature on Marketing theory on SMEs.  


1.1.1  SME and marketing theories  


The most significant aspect of this study is marketing; thus, reviewing marketing theory to 
 SMEs is the primary objective. Romano and Ratnatunga (1995) contributed cornerstone 
 literature to defining what marketing in small businesses means. They came up with three 
 core categories; "marketing as culture, marketing as a strategy, marketing as tactics". 


Marketing as a culture focuses on the needs of the customer and the way small companies are 
 competitive. Second, marketing as a strategy was defined as the strategy generation to 


facilitate the current market position via marketing. Third, marketing tactics are viewed as a 
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review of the 4Ps to influence the performance or growth of the small enterprise. In turn, Siu 
 and Kirby (1998) outline a different theoretical angle to marketing in SMEs. They outline the 


"Stages/Growth, The Management Style approach, the Management Function Model".  The 
 first suggests that any small or medium firm must consider the business's development in the 
 light of its marketing. Thus suggesting that marketing is an integral part of the company's 
 growth plans and must be proactively considered before making strategic growth plans. 


Second, the management style framework theoretically acknowledges that resources are 
 scarce for SMEs, hence the low development of marketing platforms and strategies within 
 SMEs. Padmore et al., (2006) points out that such an approach provides explanations for the 
 robustness or lack of marketing strategies in SMEs; however, it does not explain the 


marketing actions themselves. Third, the Management Function approach seeks to 
 demonstrate that marketing is a vital tool for SMEs survival and growth. However, many 
 owners lack understanding of the "4Ps and interpret marketing as advertising" (Padmore et al., 
 2006). This theory offers interesting insights into the problematic of marketing and SMEs. 


The present study recognizes that the lack of understanding of the scope of what marketing is 
 leads to underdeveloped marketing strategies in SMEs in practice. Therefore, correct and 
 applied knowledge of the 4Ps lies at the forefront of a successful marketing strategy in a 
 SME. Lastly, the Contingency Approach notes that each SME is essentially so different that 
 no "universal marketing principle" (Padmore et al., 2006) can be used to explain the 


performance of marketing strategies in SMEs. This theoretical approach notes that SMEs are 
 very diverse in their business focus, and therefore, a bottom-up approach is better suited to 
 evaluate a SME marketing strategy.  


1.1.2  The necessity of marketing in SMEs 


Theories of marketing in SMEs lay the ground for understanding the role of marketing for 
SMEs. The core question debated in the existing literature revolves around the need for 
marketing to ensure firms' survival and growth. Hogarth-Scott et al. (1996) outline that SME 
owners/managers more resembled practical entrepreneurs, not understanding the existing 
marketing theories or their need and applicability to their firms. Padmore et al. (2006) 
confirms that possession of a differentiated product generates a competitive advantage in 
some business areas, while others were looking for niche markets to generate a somewhat 
competitive edge. The conclusion from such a study can be that SME managers/owners who 
practice systematic marketing and tend to understand the theoretical background behind 
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marketing generally adopt a more strategic vision of their companies' growth. Such note 
 suggests that marketing, if deemed beneficial by the manager/owner and is understood 
 thoroughly, can yield positive outcomes for its strategic development. Marketing could then 
 be viewed as an essential part of the company's strategic vision and not merely "advertising" 


(Padmore et al., 2006). If such a premise holds, it is essential to understand the quality of data 
 that SMEs can collect to 'practice' a thorough and systematic marketing campaign. Data 
 collection and evaluation requires scarce resources in SMEs vs large corporations. Therefore, 
 this raises a question of whether SMEs can internalize marketing to the same extent as large 
 companies. Hannon and Atherton (1998) introduce another contingency, outlining that the 
 manager of SMEs' personal skill to join the dots between strategic direction of the firm and 
 the role of marketing is usually an essential factor determining the success of the integration 
 of marketing inside a SME. They (Hannon and Atherton, 1998) note that the external 
 environment that defines the company's growth and competitiveness is an essential factor in 
 guiding how literate the management is in strategic thinking and its link with marketing. 


Finally, therefore, a SME in a highly competitive environment would first be more skilled in 
 applying marketing strategies and second marketing, according to Padmore et al.  (2006) 
 would form an essential part of the firms' competitive efforts and plans to grown and survive  


1.1.3  The relationship between marketing and SME performance  


Consequently, a performance angle is present in the literature, whereby the question of 
 marketing and boosted performance is discussed. Denison and McDonald (1995) suggest that 
 empirical studies have indicated that in SMEs where marketing was internalized and taken as 
 a strategic tool, better performance has been observed along with larger market share. Such 
 study can suggest that marketing can be taken as a firm's culture, therefore internalized across 
 the business functions, leading to better overall performance. Performance; thus, it relates to 
 the practical application of marketing in SMEs. Padmore et al., (2006) agrees with Hill and 
 Wright (2001) and Gilmore et al., (2001) in suggesting that marketing in SMEs is often based 
 on networking and therefore is led in an unorganized fashion. 


Consequently, the owner/ manager is an agent of the firms' marketing strategy, not part of a 
 knitted holistic approach. Equally, given the size of SMEs, Gilmore et al. (2001) suggest that 
 frequent maintenance of strong relationships with key clients is a manageable task for 


managers (as opposed to a large corporation). This is the most obvious marketing strategy that 
permeates across SMEs. Therefore, it can be argued that measuring performance and defining 
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practical marketing in SMEs is an elusive task. Thus, multiple contingent factors affect 
 performance, and no definition can be found in the literature about the relationship between 
 performance and marketing in SMEs.  


This thesis is focused on the manufacturing and production of city buses (Dekstra); therefore, 
 it is essential to define what a manufacturer is to position the company in the realm of 


marketing. The thesis selected to evaluate the definition of Collins (1994). He defined Type 1 
and 2 manufacturers. He characterized them as enterprises that are less sophisticated, lacking 
systems, lacking fixed role split and suffering cash flow problems. Reaction to business 
cycles is not anticipated, and "shotgun" marketing is routinely carried out with low repeat 
customers. Furthermore, Type 3 and 4 operate on semi or fully formalized systems, with 
budgets, separate departments and planning. Planning is the core differentiation between the 
two types, as mentioned above. The core difference between type 3 and 4 manufacturers is the 
marketing approach. Shot-gun marketing can still occur with type 3 manufacturers. Type 4 
are essentially publicly traded corporations vastly different from type 3.  
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 1.2  Specifics Business to Business Marketing 


There is a large market of goods and services bought and sold between businesses, way more 
 extensive in comparison with the consumer market. The business market comprises several 
 different types and sizes of organizations that form various significance and duration with one 
 another. Organizations have to work with other organizations to achieve their goals, mainly 
 due to their interdependence. To demonstrate this, we can imagine the complicated, 


multiplayer chain of selling and buying all the components needed for assembling a car. 


Regardless of whether they sell their services and products to consumers or other 


organizations, all businesses buy and sell items to create different products or sell as finished 
 items to consumers (Fill and Fill, 2005). 


1.2.1  Defining Business to Business Market  


The business to business market includes organizations that buy products and services to 
 produce other products and services that will be sold, rented, or supplied to others. It also 
 includes retailing and wholesaling firms that acquire goods to resell or lease to others (Kotler 
 and Armstrong, 2001).  


B2B is a form of deal between two businesses rather than between individual and company 
 (B2C). On one side of B2B, there is a wholesaler, and on the other side, there is a 


manufacturer or retailer. Typically, B2B interactions can be seen in supply chains when a 
 company purchases raw materials from another company to use it later in the manufacturing 
 process. B2B marketing fundamentally differs in one aspect from customer-oriented 


marketing, which is that the buyers do not consume the good by themselves. Since businesses 
 buy every product, merely looking at a product cannot tell us whether it is a consumer or a 
 B2B product.  


To generate profit, business buyers have to buy to increase their company's profit. There are 
only two ways how companies can boost their earnings: firstly, by increasing their sales, and 
secondly, by lowering the costs. However, how to achieve those? Mainly by purchasing 
cheaper products and services or by increasing efficiency. Three appeals have been mentioned 
in the literature as the most effective marketing programs directed at business buyers: (Fill 
and Fill, 2005) 
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•  increasing sales 


•  reducing costs 


•  meeting government regulations/avoiding negative PR 


If we talk about marketing strategy from domestic to an international setting, it has been 
 shown that the appeal has to be easy to explain and have to fall within those three categories 
 mentioned above. Those that do not fall into the three basic ones fail when translated into the 
 international level. 


1.2.2  Definition of B2B Marketing  


Many definitions can define marketing; however, we can highlight two of them. According to 
 the UK's Chartered Institute of Marketing (The Charted Institute of Marketing, 2009), 


marketing is the management process for identifying, anticipating and satisfying consumer 
 requirements profitably. Secondly, the World Marketing Association (Gundlach and Wilkie, 
 2009) defines marketing as 'the core business philosophy that directs the processes of 
 identifying and fulfilling individuals and organizations' needs through exchanges that create 
 superior value for all parties. If we look at what these two definitions have in common, 
 marketing discovers consumers' behaviour and needs, which is done at a profit (Russell 
 2010). 


Let's talk about business to business marketing. Those are the markets for products and 
 services, international to locally bought by government bodies, businesses and institutions for 
 use, consumption, resale or in-corporation. How a consumer uses a product and its nature 
 creates the difference between business and consumer marketing. Business market customers 
 are divided into three groups (Hutt and Speh, 2010): 


1.  Commercial enterprises (companies) 
 2.  Institutions (hospitals, universities) 
 3.  Government  


A variety of relationships that has to be managed is characterizing B2B marketing. Some 
relationships are price-oriented. Others are fully collaborative. However, the large majority 
stands somewhere in the middle of these two mentioned.   
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Business marketing can be distinguished from consumer marketing mainly by two ideas: first, 
 the intended use of the product to support organizational objectives; second, the intended 
 customer, an organization. As a result, not-identical marketing strategies are needed to reach 
 organizational buyers as opposed to customers (Fill and Fill, 2005). 


1.2.3  B2B Marketing Strategy  


A marketing strategy is "An organization's strategy that combines all of its marketing goals 
 into one comprehensive plan "(5 Interesting Pillars of Marketing Strategy, 2021). It is a 
 strategy that the company plans to analyze the market before acting on it. Several steps have 
 to be taken to have a good marketing strategy: The current situation must be analyzed to know 
 the starting point. One will use either the SWOT analysis, the PESTEL analysis, Target 
 Market Customer Research or 5C'of marketing. Those techniques will create a clear picture of 
 where the company know where you are. Secondly, one has to choose the suitable market 
 analysis mentioned above to build a marketing strategy. Always take into consideration the 
 marketing mix before implementing the strategy. 


Using an appropriate marketing strategy is critical to business success. A strategy for one 
category of goods may not be suitable for other goods. To choose the most effective 
marketing strategy, we need to know different marketing strategies, and we need to 
understand how they work under organizational and environmental conditions. Usually, 
entirely different distribution, promotion and pricing strategies are required. To have a good 
and suitable marketing strategy, we have to ask the following questions: Who are the leading 
scholars who developed concepts and strategic terms? In which stage is marketing strategy 
now? How could be the strategy improved? The development of the strategy and its logical 
approaches are organized into a logically Framework.  This framework will, later on, allow 
managers to choose the best and the most effective marketing strategy among all the 
alternatives to succeed in the goal. 
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Ten examples of B2B Marketing Strategies (Woschnick, 2021): 


1.  Content Marketing – influencing buying behaviour to attract our customers to 
 most likely purchase the good or service 


2.  Inbound Marketing – the most effective strategy, catches customers' attention 
 and pulls them to the company's websites. This is done by meaningful content, 
 which appears to the right people, in the right place, at the right time 


3.  Social Media Marketing – provides people with information that they want to 
 share across social media 


4.  Search Engine Optimization (SEO) – increasing awareness of a website by 
 making sure it appears among top neutral/ unpaid search 


5.  Search Engine Marketing – paying for the growth of a particular website 
 6.  Account-Based Marketing - focusing on a targeted set of accounts using highly 


personalized campaigns 


7.  Earned Media and PR – (free media) created through efforts other than paid 
 media can be gained only organically 


8.  Referral Programs – making customers tell others about product or service 
 9.  Industry Events – company gathering customers to present the newest product 


or service 


10. Conversational Marketing – being in touch with customers 
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 1.3 Assessing Market Opportunities  


Knowing customers' needs is not enough. We have to understand their world so well that we 
 can bring new technology to problems that they may not realize they have. (Schnedler, 1996) 
 Three sectors together create the business market: institutions, government and commercial 
 enterprises. It is up to marketers whether they want to operate in only one, two, or all three 
 sectors. Each sector has many segments with unique needs and requires a unique marketing 
 strategy. The business that recognizes the needs of different segments is best equipped to 
 isolate profitable market opportunities and respond with effective marketing strategies. 


Once we have defined the segments, it is necessary to forecast the expected demand. It 
 provides a basis on which companies decide how to allocate resources, develop logistic 
 capabilities and strategies, plan to manufacture capacity and output and establish a marketing 
 budget and activities (Hutt and Speh, 2010) 


1.3.1  B2B market segmentation and positioning  


Generally, segmentation is a method for dividing a mass market into identifiable subunits to 
 satisfy the individual needs of buyers and potential buyers more easily. Traditionally, it is 
 about dividing a mass market into distinct groups with common characteristics, conditions, 
 and similar responses to marketing stimuli (Fill and Fill, 2005).  


The process associated with target marketing is the Segmentation, Targeting and Positioning 
 strategy ( Figure 1) described by Fill and Fill, 2005. Firstly one must identify the mass market 
 and the identity of different segments within the whole market using various criteria. 


Secondly, organizations select their target; the particular segment represents the most 


substantial marketing opportunities and matches them to the organization's resources. Once a 
final target market is selected, the last task is to position the product or service to differentiate 
what is being offered prom prevailing competitors. 



(16)16 
 Figure 1: Targeting and Positioning process (STP) 


Source: Fill and Fill (2005) 


1.3.2  The process of segmenting B2B markets 


Segmentation is grouping customers, or potential buyers, who show similar needs and buying 
 characteristics. Those are more likely to respond to an organization's marketing programs in 
 similar ways.  


Two main approaches of B2B market segmentation has been described by Fill and Fill 
 (2005). The first approach is the breakdown method, which refers to the market that consists 
 of buyers and businesses, practically the same. Hence, differences have to be identified within 
 the groups. On the other hand, the second is known as a build-up method, which considers a 
 market to consist of not the same businesses, showing some differences, so the task is to find 
 similarities.  


However, we should talk more about the segmentation approach's content and not about the 
direction. Nowadays, B2B market segmentation should concern buyers' needs and 
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relationship requirements, not only resource allocation. To be successful, the segmentation 
 activities and process of marketing development should be reflecting a continuum between 
 those organizations that only seek purely transactional marketing activities and those for 
 whom the management and development of complex relationships are essential. Every single 
 need of a customer is critical. Some are unique to the standard; some are just different. All 
 customers' needs are crucial; some are very different, even unique to the particular context in 
 which the stakeholders operate.  


1.3.3  Bases for segmenting B2B markets 


There are two main groups of variables, which segment B2B markets; they are closely 
 interrelated. The first group of variables is market characteristic, such as organizational size 
 and location. Those look for segments where the breakdown approach dominates. The second 
 set of variables involves buyer characteristics based upon the features surrounding the 


organizational segments' decision-making process. That seeks to develop and establish a 
 relationship that would be expected to start with these variables and build up the knowledge 
 of customer and market base ( see Figure 2) 


Figure 2: Bases for segmentation B2B market 


Main segment variables  Explanation             


Market characteristics    Based on organizational size and location variables.   


Used primarily where there is transactional marketing and 
 the breakdown approach predominates. 


Buyers characteristics  Based on the decision-making process and 
 associated variables. 


Used primarily where collaborative relationships and the  


      build-up approach 


predominates.          


Source: Fill and Fill (2005) 
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 Segmentation by Market characteristic: 


Many criteria are used to cluster the organization, and here we will mention the most 
 commonly used methods: 


•  Size - by size, we can identify particular buying requirements 


•  Market served  - organization buying a specific part of a supplier's range of 
 products 


•  Value – divide markets according to the value that they represent. The 
 value is based on sales, revenue or profit contribution 


•  Location – used by new or small companies that need to establish 
 themselves, one of the most common methods used to segment B2B 
 markets  


•  Usage Rate - classifying existing customers and category users according 
 to their rate of service consumption and product  


•  Purchased situation- based on three factors: the structure of the buying 
 organization's purchasing procedure, what type of buying situation is 
 present, what stage in the purchase decision process have target 
 organizations reached  


Segmentation by Buyer characteristic: 


Two levels can be considered. The first level focuses on the approach and requirements of the 
 decision-making unit (DMU). The second level concern the personal characteristics of crucial 
 decision-makers or members of the DMU. 


•  Decision-Making Unit - specific requirements that influence their purchase 
 decisions in a particular market  


•  Policy factors - organizations establishing policies to govern purchasing 
 decisions 


•  Purchasing strategies – determine that organizations tend towards one of 
 two main purchasing profiles or strategies 


•  Level of importance – can be related to the value it represents to the 
purchasing organizations  
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•  Relationship - the relationship between organizations I,s a critical factor  


•  Attitude to Risk – towards risk and the degree to which an organization 
 wants to experiment through the acquisition of new industrial products  


1.3.4  Implementing a segmentation strategy 


Even a well-developed segmentation plan would fail without a proper implementing plan. 


Following issues should be respected to be successful in implementation (Hutt and Speh, 
 2010): 


•  How should the sales force be organized?  


•  What special technical or customer service requirements will organizations in the 
 new segment have?  


•  Who will provide these services?  


•  Which media outlets can be used to target advertising in the new segment?  


•  Has a comprehensive online strategy been developed to provide continuous service 
 support to customers in this segment?  


•  What adaptations will be needed to serve selected international market segments?  


1.3.5  Target market selection 


Selecting an appropriate target segment is the next step in the STP (Segmentation, Targeting, 
 Positioning) process. The target segment is represented with a group of individuals showing 
 similar needs, perceptions and interest. Those individuals incline towards similar brands and 
 respond equally to market fluctuations. The target market's selection should involve 


evaluating every market's attractiveness and choice of one or more profitable markets. It 
 should be based on a systematic analysis of the market. Firstly market and buyers 


characteristics have to be considered. The market analysis should not be underestimated. One 
 of the biggest issues described in the literature (Fill and Fill, 2005) was that reason for not 
 identifying precise market segments is the research cost. Most small and medium-sized 
 organizations cannot finance the analysis or do not have the time or expertise to do this work. 


However, it does not have to be always time-consuming or too expensive. 
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 1.3.6  Positioning 


Market segmentation and target marketing are two prerequisites that have to be taken to have 
 successful positioning. It is the last step in the STP process. Positioning occurs in the buyers' 
 minds in the target market, so it is not about a product but about what customers think about 
 the product or company. It matters how the product or company is perceived, not how 
 important its physical nature is. Usually, this idea is applied to consumer markets. However, 
 the principle is the same in business marketing. In B2B markets, are messages usually 
 product-oriented and rational. 


Suppose we talk about the aim of positioning, according to Fill and Fill, 2005. It enables 
 buyers and potential customers to see a supplier or group of suppliers as diverse from other 
 suppliers and as an origin of added value. The supplier must be regarded as distinct from 
 different suppliers and offer a set of values that will enable them to reach their own goals 
 more effectively and more efficiently. 


Every single product or organization has a position, which can be managed or allowed to 
 drift. B2B positioning has been developed for two reasons. Firstly it is about increasing 
 competitiveness in the market. Now there are few compositional, material or even structural 
 differences between similar products offered by various organizations. This can lead to the 
 provision growth of pre-and post-sales services, which can generate higher margins. 


Secondly, it is related to improving margins and pressure to reduce costs in the short run. 


Large savings in promotional activity can be reached by switching the attention of marketing 
 communication from single products or categories to the corporate brand's development. This 
 is how large savings in advertisement can be achieved. Implementation of electronic-based 
 marketing also helps to reduce costs. 


If we talk about position strategies, Fill and Fill, 2005 mentioned in the literature that there 
 are two main approaches: functional and expressive. An expressive brand stresses social and 
 hedonic satisfaction, while functional positioning emphasizes benefits and features. B2B 
 markets traditionally use a rationally based approach that emphasizes product attributes, 
 qualities and benefit claims. Sales training aids are based on telling features to the customer 
 and after drawing out the benefits.  Some companies use a more expressive approach drawing 
 on softer messages that attempt to develop associations. 


The development of positions that customer can understand and relate is a crucial part of the 
marketing plan. The position adopted is a statement about what the brand or company is, what 
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it represents, and the values and beliefs that customers will hopefully come to associate with 
 and appreciate in the particular brand.  


Types of a target market that has been selected should also be reflected in positioning 
 approaches. Positioning concerning mainly transactional-based segments should be more 
 rational and product-orientated, as buyers' needs are invariably purposeful.  Positioning in 
 target markets where relationship matters are significant and important should be more 
 expressive, focusing on support, participation, the interaction between parties and a 
 knowledge of and interest in the customer's business 


1.3.7  Developing a position 


The crucial part of a marketing plan is the development of positions to which buyers can 
 relate. It is also a brand statement, what the brand, organization stand for, and their values and 
 beliefs. The position should reflect the target market that has been selected previously. The 
 position should be product-oriented and rational to meet buyers needs. The following steps 
 have been described in the literature (Boyd et al., 1998) to develop a position. 


1.  Which positions are held by which competitors.  


2.  Identify the main attributes recognized by buyers as crucial.  


3.  Test the target segment and determine how they rate each product or service.  


4.  Determine the current positions held by appropriate products and organizations., from 
 the points mentioned above 


5.  Weather it is possible to determine the position for the brand from the information 
 gathered  


6.  Is the strategy achievable in view of the competitors and any budget limitations  
 7.  Implement a programme to establish the wanted position.  


8.  Observe the perception held by customers and their changing tastes and requirements 
on a regular basis.  
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1.4  Marketing Channels Introduction  


Inter-organizational management of the processes and activities involved in moving products 
 from manufacturers to an end-user customer is how marketing channels, also called 


distributions channels, are concerned (Fill and Fill, 2005). The term channels describe a 
 product's journey that it takes from the manufacturer to the last customer. There can be 
 several destinations on the trip through a product channel or just a single one. We should 
 point out that the channels' reason is to make as much money out of it as you can. It is about 
 money at every level of the distribution channel. Manufacturers, mediators and retailer want 
 to make out of it as much as possible. On the other hand, the final customer wants to pay as 
 little as possible (Russell 2010). 


Organizations play a different role in the chain of activities. Some perform as manufacturers, 
 some as agents and others may be distributors, dealers, value-added resellers, wholesalers or 
 retailers. All of those mentioned roles move the product closer to the end-user. Organizations 
 are customers to the previous organizations in an industry's value chain. 


1.4.1  Function and purpose of marketing channels  


The existence of marketing channels is pretty clear. It exists because distribution channels 
 provide a means by which these uncertainties can be reduced or shared.  In other words, if 
 two or more companies with different types of specialization are combined, their uncertainties 
 can be diminished. Companies have various added values. Suppose each company's added 
 values contribute to the superior value perceived by end customers and contributes to 


competitive advantage. Companies have to enter inter-organizational exchange to share their 
 specialized services and the uncertainties to achieve this level of competitive advantage. 


Main purposes have been described in the literature (Fill and Fill, 2005): 


1.Exchanges 


The main purpose of distribution channels is that companies can enter into a series of 
exchanges. These exchanges move companies in the direction of satisfying their individuals 
or collective goals. Products and services can be exchanged, and it is, of course, the evident 
element of the activity. Also, information has to be exchanged, so the transaction completed 
and the relationship between the parties extended. The last exchange is a social Exchange that 
is a necessary part of distributions channel members' behaviour. It is important to operate at a 
certain level of trust if a single market exchange or long-term exchange between all parties. 



(23)23 


As already mentioned, companies reduce uncertainty by exchanging products and services 
 which are of value to others in the channel. If every member of the channel decreases 
 uncertainty, they are better positioned to concentrate on their goals. 


2. Reducing complexity 


The number of transactions and the frequency of contact is the first aspect of complexity. 


Organizations interact with every single end-customer, and they have to complete several 
 numbers of tasks to service and reach their markets. This includes negotiations, pricing, 
 transportations, delivery, payment and stock holding. Producers are meeting the needs of a 
 market without intermediaries. There has to be an exchange with each end-user customer. 


Even if we ignore the search and processing time involved in selling to each buyer, the 
 exchange activity level is so intense and inefficient that it becomes extremely expensive. 


Figure 1.4 shows that there are several exchanges that the producers have to take without an 
 intermediary. However, if there is an intermediary (see Figure 3) between producer and end-
 customer, the number of exchanges is reduced. 


Figure 3: The complexity of channel exchanges without Intermediaries 


Source: Fill and Fill (2005) 
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Figure 4: The impact of intermediaries on channel exchanges 


Source: (Fill and Fill, 2005).


Now it is clear that intermediaries reduce the number of exchanges that producers have to 
 take. The contact of producers with the market is directed to intermediaries' needs to focus on 
 their core activities, manufacturing or production. Also, end-customers are better off because 
 they obtain improved individual support and service levels from channel member than they 
 would get from the producer. This notion is not worldwide agreed upon. 


Mudambi and Aggarwal (2003) suggested that enlarging the number of contacts producers 
 make with end-users can lead to greater choice. Through greater use of direct marketing and 
 incorporating new technology using online selling, Internet-based market exchanges, and B2B 
 auction sites, market coverage can be breadth. However, for end-users, risks concerning stock 
 availability, servicing, and support increase as the number of intermediaries falls.  


As more intermediaries enter the channel, the cost rise for producers. On the other hand, more 
intermediaries enable producers, indirectly, to reach a wider array of end-user customers. So 
the risk by the trade-off between the breadth of the end-user market and the number of 
intermediaries is reached (see Figure 5) 
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Figure 5: The impact of multiple intermediaries on the number of channel exchanges 


Source: Fill and Fill (2005). 


1.4.2  Types of distribution channels 


There are two types of marketing channels: Direct channels of distribution and indirect 
 channels of distribution. A direct channel means that a manufacturer makes and sells the item 
 to the end-user. This may seem like a pretty common approach. However, it is fairly unusual; 


for example, you do not see Procter & Gamble stores. However, direct distribution is facing 
 growth for the first time in decades. A brand like Apple is a direct channel, and it is growing 
 in popularity (Russell 2010). 


There are several reasons why to control distribution through direct channels: having control 
 over the whole retail experience, meaning designing the stores, determining the location of 
 the store, you decide the price of the product so it can not be sold under your worth, you make 
 it and sell it, you also control the relationship with the end-user. However, now you are 


responsible for all stores costs, which is a tremendous amount of money. On the other hand, 
 you do not have to share profit with anyone else. 


If we talk about an indirect channel of distribution, you sell your product to someone else who 
 sells to the end-user. Indirect channels make 95% of all consumer marketing (Russell 2010). 


They are the choice of most manufacturers because they are the choice of most consumers. 


One-stop shopping is what customers prefer, and they want to have competing products on 
one shelf so they can compare and choose the most suitable option for them, which is what 
indirect channels allow. It also brings some disadvantages. For example, you are losing 
control about your product, mainly presenting it to the end-user. 
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The third option of distribution channels can be Mixed distribution, which is a mix of both 
 direct (from manufactures to end-consumer) and indirect (manufacturer to various mediators 
 including retailers) channels of distribution. To increase sales, you have to manage your 
 channels as a manager (see Figure 6). Sometimes you have to find new markets to sell, and 
 sometimes this comes from customers buying more. 


Figure 6: Distribution channels, The range of distribution channels available to marketing 
 managers 


Source: Russell (2010) 


1.4.3  Impact of technology on marketing channels 


As Fill and Fill, 2005 mention in the literature, there are several perspectives from which 
 technology's impact on marketing channels can be seen. 


 One of the biggest advantages that technology brought to marketing is increased 
communication dimensions in terms of quantities of information transported, speed of 
transactions and information delivery, and communication efficiency. It leads to decreasing 
dependency on a specific location because we can send information mostly worldwide. If we 
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talk about the physical flow, transportation and storage of goods are more efficient between 
 channel members. To that, convenience and customer service improve, costs connected with 
 warehousing and carrier may be controlled more systematically. Processing flow can be now 
 done electronically, especially for B2B needs. It improves scheduling, stock control, the 
 accuracy of orders and reduces the order delivery cycle. Negotiations speeded up a lot due to 
 new technology. The amount of physical travel has been reduced because the meeting can be 
 done online. Also, the financial flow has been changed a lot. Now transactions may be 
 delivered within one day throughout the world. The last flow is promotion flow. The online 
 world enables businesses to provide information about their product and services 24/7, 365 
 days a year. 


Manufacturers use intermediaries to spread their goods; however, technology development, 
 meaning electronically driven direct channels, caused manufacturers to overtake this role. The 
 task now is to shop several units for a large number of customers. This task is mostly 


outsourced because manufacturers do not have this skill. Delivery time and waiting are what 
hampers internet technology as a direct channel. Some product and services can be delivered 
immediately, such as music, insurance and many others. Oher physical products delivery can 
vary enormously. However, it is more ordinary to pay some extra money and get your ordered 
good within the next day. 
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 1.5  Designing your channel strategy  


Once the company decides its exclusivity level, the time comes to determine the company's 
 channel strategy. Russell, 2010 has described steps on how to develop a channel strategy. 


1.Evaluate big picture conditions – In this stage, the company should introduce a new product 
 that the state of the economy will somehow influence. If political events will affect the 


introduction or if there are competitors that can affect the introduction. Also, now you should 
 determine costs and opportunities you may deal with. 


2. Analyze competitive channels – We live in a world where companies fight for customers. 


The more you know your competitors, the better you can develop a strategy that takes our 
 competitors disadvantages and takes advantages of our strengths. 


3. Define end-user needs and desires - To have a successful channel strategy, we have to 
 know our end-customer of our product. We have to provide our product (brand) as our client 
 wants and expects us. 


4. Rank your priorities for your channel's partners – What do you expect from retailers when 
 selling your product. This highly relies on the type of product you sell. You should make a list 
 of priorities and rank them from most to least crucial. 


5. Design channel structures – Now, we should select where we want to sell our product when 
 being mostly done. We should put together a package that will work for the chosen retailer 
 and then implement your strategy. 


  


6. Monitor, evaluate and improve – Monitor the company's success and failures; nothing is 
 ever perfect. Be aware of your competitors. They will react and make to respond and act as 
 well. 


Formulating Business Marketing Strategy 


To sum up, 'Marketing strategy is the process by which the organization aligns itself with the 
market it has decided to serve' (Fifield, 2008). In practice, it is a process of engaging workers 
in your company and focusing their outputs and activities on your target customer needs. To 
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develop a marketing strategy, we will use a model developer by Fifield, 2008. The model is 
 called SCORPIO, and its idea comes out developing real marketing strategies for companies, 
 and it works. Attention is stuck mainly on Businesses, Corporate Strategies and Marketing 
 Tactics.  


Looking into books, brand elements are often described by marketing mix and its 4Ps 
 (Product, Price, Place, Promotion). Fifield, 2008 got to a point where he realized that is not 
 enough, and something is missing since he knew that all he can say about the brand is that 
 you may be able to reassemble and dismember components of the brand to be able to create 
 something useful for your marketing strategy. Furthermore, captured that "All the elements of 
 what has to be marketing strategy are missing ". Because of this statement, he invented 
 SCORPIO, as can be seen in the Figure 7. 


Figure 7: Strategy and marketing 


Source: Fifield (2008) 


Now we are about to look into steps involved in developing a marketing strategy, moreover 
 looking into SCORPIO components: (Fifield, 2008). 


Segmentation and Targeting:  


•  One of the critical areas of modern marketing is just entirely missed in the skirmishing 
 between the corporate strategy specialists. In today's complex and rapidly changing 
 markets, it has to be evident that the 'mass market'.  


•  Issues covered by organizations are: What is the market segment? Which segments 
should the company enter or avoid? 
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  The Customer:  


•  The customer does not formally appear anywhere in 'takeaway' marketing theory. The 
 business strategy people all imply a customer-focused organization rather than a 
 product or production focused one. Scorpio aims to anticipate the customers' needs 
 concerning product and service development. 


Organization – Processes and Culture:  


•   Even with a great business with brilliant marketing tactics, nothing will ever happen 
 unless the organization wants to do it and the workers are, so to say, "oil in the engine 
 of a car." 


 Retention (Customer):  


•  It is way more profitable to retain an existing customer than go to all the expense of 
 acquiring a new one.  


•  Retention is a strategic issue rather than a tactical one, and it needs to be developed 
 and structured into the very psyche of the organization if it is to succeed.  


Positioning and Branding:  


•  As already mentioned, it is the most important missing links between corporate 
 strategy and marketing tactics.  


•  It needs to be added the concept of positioning, which is far too important to be left to 
 the promotional element of the marketing mix. Blending branding and positioning 
 together could open new doors and identify routes to a unique position in a market. 


 Industry or Market?:  


•  It picks up the whole area of what business the organization is in (industry) and 
 contrasts with what business the organization ought to be in (markets). It is critical to 
 be successful in breaking out of the product obsession, killing most of the 


organizations. 


•  Despite being more than 40 years old question asked firstly by Theodore Levitt in the 
now-famous article "Marketing Myopia", the answer is nowhere to be found in either 
business/corporate strategy or marketing tactics.  
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 Offerings:  


•  Offering gathers together the knowledge of the company about their future and current 
 customers. It forms the link between the discussion at the corporate level about 


differentiation and value chains – and the debate at the marketing tactics level about 
 products and services. As Fifield (2007) mentioned, "Ultimately the organization will 
 be as successful as its offering is perceived by its target market – no less, no more."  


Figure 8: SCORPIO diagram 


Source: Fifield (2008) 


If we look into diagrammatic form (Figure 8), we see seven elements of SCORPIO, with 
 seven rules of marketing strategy game: All aspects of SCORPIO are interrelated (1). 


Decision made in one of the seven elements will always affect other decisions. Because of 
 that, you have to work on all seven elements simultaneously (2). Elements do not have the 
 same importance (3). Size, structure, nature and competitiveness of the business will 
 determine which element has the greatest significance at a given time. The omission of any 
 elements is forbidden (4). If some elements are not relevant, maybe you have missed 


something important in your analysis. The order of the process is not pre-ordained (5). Fifield, 
2008 recommends to start with Industry and Market and finish with Offerings. The process is 
so-called 'iterative' (6). You have to move from one section to another section of the diagram 
as you build your market strategy; that makes sense. Understanding one area will affect 
decisions made in another. The process develops and grows over time (7)
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1.6  Characteristics of Business to Government market  


Business to Government (B2G) marketing is a derivative of B2B marketing and is referred to 
 as public sector marketing. B2G networks furnish a platform for businesses to tender on 
 government opportunities presented as solicitations in the form of Request of Proposals 
 (RFPs) in a reverse auction fashion. Public sector organizations post tenders in the form of 
 RFP's, RFI's (Request for information), RFQ's (Request for quotation), Sources Sought, and 
 suppliers respond to them. Government agencies usually work with pre-negotiated contracts 
 examining the suppliers and their goods and services for certain prices. B2G enclose services 
 and marketing products to government organizations at the local, state or federal level 


(Nemat, 2011). According to Nemat, (2011) B2G marketing might employ web-based 
 communication, branding, advertising, strategic public relations. 


As mentioned previously in this thesis, public institutions are responsible for huge business 
 purchases since they involve education, health, transport, environment, security, or 


technologies.  


Understanding customer's needs and satisfying them remains a key marketing principle in 
 B2G. However, several objectives must be taken in to account when doing government 
 purchasing, such as political objectives, budget policies and various legislative rules. 


According to Nemat, (2011) B2G marketing might employ web-based communication, 
 branding, advertising, strategic public relations. 


B2G market has several Advantages and Disadvantages; government contract is usually more 
 comprehensive and more stable than private sector businesses. It is always a good reputation 
 if a company has done some successful government contracting before. These companies 
 usually find it easier to get the next contract. On the other hand, contracts with the 


government may involve more paperwork, vetting and time. Simply governments try to get 
 more time than private companies when approving and beginning the work on a given project. 


As Vitale & Giglierano, (2012) wrote, stakeholders may affect the decision-making process, 
and they are involved in most government businesses. Thus, in detail, organizations must 
examine the government buyer's expected value and who/what the influencing factors will be. 
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2  Dekstra Bus a.s. and its current marketing strategy 


2.1  Marketing Strategy 


Dekstra Bus is a company engaged in the manufacture and sale of minibuses. It is located in 
 Dolní Bučice, in the Czech Republic. The history under the name Dekstra | bus is short.  It 
 was bought four years ago in 2017 from the previous owner - SKD, the company that was 
 doing pretty well initially. However, they lost their customers' trust in the end. Due to this, the 
 main aim of Dekstra Bus is to build an image, make technological improvements, provide 
 customers with great service during the selling process and after the selling process. All 
 changes and decisions are made step by step, this has led to great progress, and the company 
 has done 41 minibuses per 2020. 


All minibuses are built on Iveco chassis, so the company acts as a Bodybuilder. All vehicles 
 are finalized according to the technical and safety rules of Iveco Bus, and therefore the 
 Dekstra Bus is a holder of the Busmaster quality certificate.  


Due to this cooperation with Iveco, Dekstra Bus has the possibility to cooperate with Iveco 
 dealers all over the world, and customers have the advantage that they can use services across 
 the world. Customers take advantage of nonstop Iveco assistance. 


To analyze the marketing strategy, we have to look into the Marketing mix more closely to 
 the 4Ps of marketing, where we will discuss: Product, Price, Place and Promotion. In essence, 
 it represents its marketing strategy in the form of products provided, their pricing policy, 
 method of promotion and distribution network. 


The second analysis that is going to be used is a SWOT analysis. We can assess the 
 organization's current position before deciding on any new strategy; we will find what is 
 working well and what is not so good. We will figure out where we want to go and find a way 
 for the new marketing strategy. 


This part of the work was performed by different marketing analyses and information 
obtained through a guided interview with a Dekstra Bus employee. 
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 2.1.1  Marketing Mix 


Product: 


Dekstra Bus is a producer of 3 different minibuses, which satisfy all customers needs. They 
 cover all the needs of clients in the urban, intercity and tourist segments. 


Minibuses meet today's trends and customer needs: 


•  low-floor part of a vehicle for a pram or wheelchair 


•  minibus built on Iveco Bus chassis (version with diesel and natural gas engine) 


•  the dimensions of the vehicle allow high maneuverability in city centers 


•  economical solution for line and urban transport (lower fuel consumption, lower 
 operating costs) 


From the technical point of view, the minibus' length is 7,660 meters to 8,060 meters, with up 
 to 35 passengers. Due to customer preferences, the company can figure out the best option, 
 which will suit the final customer, especially in terms of fuel and seating arrangement. In the 
 figure below, all three minibuses manufactured by Dekstra a.s. can be seen. 


Figure 9: Dekstra Bus minibuses models 


Source: Dekstra Bus, 2021 


There are three different models of minibuses that the company sells. F 30, designed for 
intercity and travel purposes. LE 37, a low entry bus that is the most accessible minibus and 
suitable for intercity and LF 38 is a low entry bus that is the most accessible minibus and ideal 
for the city. 
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The company considers itself a "strong player" in a segment of intercity vehicles represented 
 by low entry buses (model LE 37). On the other hand, they would like to increase the demand 
 for coaches (model F 30). This conclusion is based on minibuses sold during 2020 (Figure 
 10), where Dekstra Bus sold thirty-five intercity (LE), five urban (LF) and one coach (F) 
 vehicles. 


Figure 10: Minibuses sold in 2020 


Source: Dekstra Bus, 2020 


Price: 


Dekstra Bus pricing policy consider many factors that influence the final price in a given 
 business case. Among the most important attributes that affect pricing policy company 
 consider:  


•  Whether it is a tender or a standard offer to the customer 


•  Which model has the customer chose, and its configuration and competitors are 
 considered within the given business case  


•  Whether, the buyer is a loyal customer, "key account", or "impulse customer"  


•  To which territory is the product being sold. In markets with a strong economy, 
 Dekstra Bus is strongly anchored, has a larger market share, and the bus price is 
 higher 


•  The last factor considered influencing pricing policy size of the order or long-term 
 company strategy to be present at new market and new clients in the given region 


LF 38
 12%F 30


3%


LE 37
 85%


MINIBUSES SOLD  IN 2020
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 Place/ Distribution: 


  


The sale is realized through two channels. Firstly, it is being sold by the Dekstra bus. 


Secondly, the selling process is done by dealers. If we talk about the sales, 30% of buses are 
 sold directly by the company, 70% are sold indirectly by dealers. 


Direct sales: 


The sales team of Dekstra Bus covers sales. Their main activities are tenders (public 
 contracts), which companies organize to select vehicles' purchase. Dekstra Bus also sells 
 directly to some of its key customers, such as company Arriva. Dekstra bus is the strongest 
 player in the Czech Republic, being their target market these days in direct sales. The aim is 
 to increase the number of business cases where the company becomes a supplier of the entire 
 product to the final customer either within the Czech Republic or internationally. 


Sales via distributor/dealer: 


Because minibuses are built on Iveco Bus chassis, the company can use Iveco Bus dealers 
 worldwide, where the company decides and manages to expand. Expanding with Iveco 
 dealers is an opportunity and a thread at the same time. Iveco dealers have extensive 


experience in their field in a given territory; they understand their customers and always find 
 solutions for their request. However important element is that the dealer does not offer only 
 minibuses in his portfolio but offers the customer a complete range of buses. So, the Dekstra 
 Bus minibus is not the only minibus build on the Iveco Bus chassis. Dealer network is not 
 preferred for several reasons but mainly for challenging tenders with service and 


commitments. 


Both sales options are important to the company. Management always decides according to 
their contractual obligations, the territories where the minibuses are headed, knowledge of the 
environment and customer service, and service activities in the area. An important element is 
the sales department's capacity or knowledge of the local language and regulations in the 
country. 
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 Promotion: 


All of Dekstra bus activities are very directly focused and do not generally focus on a wide 
 area. The products that the company offers have a very narrow base of potential customers, 
 and therefore it is possible to use all the tools of promotion very directly. The budget for 
 upgrades is determined each year and later on divided into needed segments. The company 
 was not forced to be active mainly because it did not face to lack of orders. Dekstra bus is 
 present every year at CzechBus Prague, which is specialized exhibitions for commercial 
 vehicles, even buyers from abroad come to this fair to negotiate conditions. Last year the 
 company expanded to two expos in Poland. Namely TRANSEXPO Kilece, Poland and The 
 International Trade Fair (PTAK) Warsawa Poland. In both cases, participation was done via 
 local dealer company ABP Bus&Coach. Dekstra sales team was present with one chosen 
 minibus and brochures. Another one was The International Trade Fair (PTAK) Warsaw, 
 Poland.  


ABP Bus&Coach, as an extra activity, organizes Road Shows in Poland, which is a static and 
 dynamic presentation of the vehicles in different district of the country provided by the dealer. 


 Other activities are more individually oriented. The company is willing to present the product 
 to its target customers. Customers can come over to Dolní Bučice to see the factory, 


production process, and final product. The goal is the presentation of the entire production 
 process and the company's focus on quality.  


Presence at Association meetings is the next marketing instrument. The company participated 
 at the National passenger transport association meeting, oriented to urban vehicles and the 
 National transport association meeting indoor & outdoor, oriented to intercity buses, where 
 products and innovations were presented. 


Press materials are used mainly at fairs. These are brochures with technical and aesthetic 
 specifications.  


Customers can also find all details about the company, news and busses' models at the 
Dekstra Bus web page. 



(38)38 
 2.2 Market Analysis 


This subchapter will first discuss general market conditions and move to competitors and 
 potential customers to analyze the market all in 2019 and 2020. 


2.2.1  Market Conditions  


Evaluating the five biggest bus markets within Europe brings us to the conclusion that all of 
 those markets have fallen dramatically within the last year (see Figure 11).  On the other 
 hand, the Czech market is stable, and the number of buses registered within the domestic over 
 the last year has increased. 


Figure 11: Buses registered within the five largest European markets 


Markets  Year  Volume    


France  2019  6 780 


   2020  6 039  -10,90% 


Germany  2019  6 422 


   2020  5 260  -18,10% 


Italy  2019  4 228 


   2020  3 129  -26,00% 


Spain  2019  3 498 


   2020  2 177  -37,80% 


United Kingdom  2019  6 697    


   2020  4 285  -36,00% 


Source: Dekstra Bus, 2020 


Figure 12: Buses registered within the Czech market 


Markets  Year  Volume    


Czech Republic  2019  1 211 


   2020  1 365  12,70% 


Source: Dekstra Bus, 2020 


The minibuses market in the Czech Republic does not represent a huge share of all buses; 


however, it sees its potential there. It aims to increase the total market share of minibuses. 
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This seems doable if buyers realize that the bus might be too big, in terms of capacity, for 
 some routes and substitute the bus for minibus, which is cheaper and more eco-friendly.  


If we look into the Registration of minibuses in the Czech Republic (Figure 13), we can see 
 that all minibuses sold within the Czech Republic in 2019 were 7%, and in 2020 it was only 
 5%; this decrease was caused by Covid-19 because there is no demand for small tourist buses.  


Figure 13: Registration of minibuses in the Czech Republic 


Source: Dekstra Bus, 2020 


Looking more deeply into those two percentages will bring us to our direct competition. In the 
 following table, we can see companies' sales by pieces of vehicles within the Czech Republic, 
 in both years Iveco (where Dekstra bus is included) is the leader followed by Mercedes Benz. 


Figure 14: Registration of minibuses in the Czech Republic in 2019 and 2020 



  


Year  2019  2020 


MINI  89  74 


MB  24  21 


Isuzu  12  5 


Others  8  2 


Iveco  45  46 



  


Source: Dekstra Bus, 2020 


Year  2019  2020 


Iveco  45  46 


Rošero  8  5 


CMS  1  0 


Dypety  1  0 


Erduman  1  0 


Dekstra Bus  34  41 


93%


7%



Czech market 2019


Total registration Minibus registration


95%


5%



Czech market 2020


Total registration Minibus registration
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