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Abstrakt 

Tato diplomová práce je zaměřena na marketingové plánování ve stavebnictví. V 
teoretické části se popisuje současná situace na stavebním trhu s ohledem na specifické rysy 
marketingu ve stavebnictví. Práce dále zkoumá různé marketingové nástroje které mohou být 
využity stavebními společnostmi. Praktická část této práce obsahuje zhodnocení situace 
vybrané stavební společnosti pomocí interní a externí analýzy a navrhuje možná vhodná 
opatření pro zvýšení její konkurenceschopnosti. 

Klíčová slova 

Stavební marketing, konkurenceschopnost, stavební trh, Porterová analýza pěti sil, 
marketingový mix, PEST analýza, SWOT analýza, finanční analýza, strategie. 

Abstract 

This master’s thesis is focused on marketing planning in construction industry. In the 
theoretical part, it analyses and describes current situation in the market, looking into specific 
features of marketing in construction. It examines different marketing tools which can be 
implemented by construction companies. The practical part evaluates performance of a 
selected construction company using internal and external analysis and suggests possible 
corrections for its marketing strategy to improve the company’s competitiveness.  

Key-words 

Construction marketing, competitiveness, construction market, Porter’s five forces analysis, 
marketing mix, PEST analysis, SWOT analysis, financial analysis, strategy.  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Introduction 

Construction industry is one of the most crucial components of the economy in 
developed countries. The impact of construction industry goes beyond the creation of 
buildings or infrastructure. The industry creates jobs and serves almost all other industries, 
where the further creation of economic value occurs within or by means of buildings or other 
“constructed assets” [1]. According to the Ministry of Industry and Trade of Czech Republic 
its share equaled 7,3% of the total economy in 2015. Its share of the total number of employed 
population equaled 7,94% in the same year. 

Construction industry is a very complex field where a lot of factors and elements come 
into play. They all contribute to the way business is conducted. This industry is quite specific 
in its nature. If one has to name its unique features, they are: high risks, technological 
complexity, legislative complexity, long payback period, need for large investments in the 
initial phase of a project, etc. That is why sometimes certain marketing tools are hardly 
applicable when it comes to marketing construction services and there has to be a thorough 
look into the problem. Anyhow it is hard to overestimate the importance of marketing 
planning in construction. 

In the past there was enough work around for companies to get desired bids and to 
make a good profit. Contractors and their clients were establishing strong steady relationships. 
However, with a change in the supply and demand balance between contractors and their 
clients, construction industry these days is mostly dominated by the latter. There are too many 
contractors and too little work. Moreover, contractors, nowadays, are put under pressure on 
high quality, meeting deadlines and great customer service more than ever. In addition, due to 
globalisation, companies, trying to penetrate foreign markets, have to deal with specific local 
factors of the area, such as, for example, poor infrastructure and cultural barriers. 

Clients and client bases also have an expanding field from which to make their final 
choice of contractor. At the macro end, the largest construction and civil engineering 
organisations are now truly global and may, and often do, work anywhere in the world. Many 
major projects now have to be joint ventures simply because no single organisation has the 
capital, human resources, technological expertise or cultural know-how to do the job on its 
own (Pettinger, 1998, p.5). 

It goes without saying that in today’s reality a successful company has no choice but to  
constantly monitor situation on the market, its main competitors, grasping trends and changes 
and being able to respond quickly and effectively. 

A large number of companies collapse during construction crises. However many 
companies do manage to overcome obstacles successfully. On a global scale the leaders are 
such companies as a Spanish construction company Grupo ACS  and a French company Vinci 
SA with a 2016 revenue of €34.058 billion and €36.96 billion respectively [8], [9]. Speaking 
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of the Czech market one has to point out Metrostav a.s., EUROVIA CS a.s., OHL ŽS a.s. and 
Skanska a.s. 

The first part of this thesis provides a general description of marketing and its 
importance for a business. It takes a deeper look into construction in terms of marketing 
application. It evaluates current situation on the construction market. Its purpose is to search 
for marketing tools which can be applied to construction industry. It also analyses which 
competitive factors are crucial for a construction company and which are not. 

The second part analyses performance of a selected construction company. For this 
purpose HOCHTIEF CZ a.s., a major player in Czech construction market, has been chosen. 
It contains internal and external analysis of the company competitiveness, including PEST 
analysis, SWOT analysis and financial analysis. It suggests possible corrections for its 
marketing strategy to improve competitive position. The output of this part is a marketing 
strategy, which is, from the author’s point of view, the most effective for the given company.  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THEORETICAL PART 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1. Competitiveness and marketing 

1.1 Competitiveness and marketing in general 

Marketing is an integral part of our lives. Today to be successful means to be 
constantly monitoring market changes and keeping up with the latest trends and technologies. 
The American Marketing Association defines marketing as “the process of planning and 
executing the conception, pricing, promotion, and distribution of ideas, goods, and services to 
create exchanges that satisfy individual and organisational objectives” (Berkowitz et al., 1994, 
p.10). 

Then there are two notions which go hand in hand with the notion of marketing. These 
are competition and competitiveness. Competition is a situation when alternative firms are 
able to provide the same or similar products to satisfy a specific market’s need. 
Competitiveness in turn is an ability of a company (or even a product itself) to compete 
successfully among others. 

There are four basic forms of competition that form a continuum from pure 
competition to monopolistic competition to oligopoly to monopoly: 

• At one end of the continuum is pure competition, in which every company has a 
similar product. 

• In the second point of the continuum, monopolistic competition, the many sellers 
compete with their products on a substitutable basis. 

• Oligopoly, a common industry structure, occurs when a few companies control the 
majority of industry sales. 

• The final position of the continuum is monopoly, in which there is only one firm 
that sells a product (Berkowitz et al., 1994, pp.77-78). 

1.2 Specific features of marketing in construction industry 

As mentioned above construction industry is quite specific in its nature. One of the 
specific features of construction is its dependance on the development of global economy, 
along with political situation since there is a large percentage of state investments. 

Moreover it is hard to foresee trends in construction, as the industry is constantly 
changing. Such innovations as augmented reality, drones, 3D scanning and printing, Building 
Information Modelling (BIM), autonomous equipment and advanced building materials have 
been changing construction industry recently. By adopting and exploiting these innovations, 
companies boost productivity, streamline their project management and procedures, and 
enhance quality and safety [1]. 

Another important feature is high exposure to risks. Construction companies are 
inevitably exposed to risk. Risks can be internal or external. A construction company is 
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bound with financial relationship with an investor and subcontractors. It is important that 
investor pays in time, however a construction company, in turn, has to pay subcontractors in 
time to ensure a smooth flow of project works and meeting the deadlines set by the investor. A 
construction company, as a general contractor, has to manage quality of products and services 
it gets from subcontractors. 

Concerns for the environment have also changed the way construction industry is 
heading for over the last decades. Being environmentally conscious nowadays is not only a 
matter of course, but a rather strong competitive advantage. Concern for the environment is 
reaching the point where companies may have no choice but to respond (Berkowitz et al., 
1994, p.76). 

There are two basic types of marketing in construction. The first one is product 
marketing which is related to production of building materials, construction machinery, 
separate built-in units and other products which are, in one way or another, essential for 
construction process. The second type is services marketing where construction companies 
are trying to get a contract for project works from the owners. The main focus is therefore 
placed on a project since its success is a key to success of the company. 

1.2.1 Product marketing 

Company’s activities are divided into core and peripheral activities. Core business is 
either: 

• the work that provides the majority volume of activities 
• that which provides the greatest volume of income 
• that which provides the greatest indication and enhancement of reputation, 

confidence, capability and creativity, and flexibility. 

Yet the starting point for all peripheral activities is the drive to maximise and optimise 
the existing resources and cost base. This comes in the following main forms: 

• Use of existing expertise in compatible fields 
• Offering in-house provisions to outsiders 
• Use of existing technology to produce products for other markets 
• Response to additional requests from existing clients, either during the course of 

existing contracts or apart from them. 
• New product development as the result of known or perceived client and market 

expectations and changes (Pettinger, 1998, p.114). 

To form a strong perception of everything a company produces it has to consider 
another type of marketing activity such as branding. The act of branding may be described as 
striving for differentiated leadership, the creation of a unique distinctive identity alongside the 
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actual product or service: “A brand is a name, term, sign, symbol or design - or a combination 
of these - intended to identify the products, goods and services of a seller or group of sellers 
and to differentiate these from those of competitors” (American Marketing Association) 
(Pettinger, 1998, p.120). 

Building a strong brand is not an easy task. Brand development is a combination of 
delivering high quality products and services supported by long-term investment in 
advertising and promotion. Opportunities for brand development in civil engineering sector 
are limited and have to be maximised, as this means recognising and using personal and 
professional contacts, and presentations such as liaison, sales pitches, prequalification, 
bidding and tendering, and trade fairs as a part of this (Pettinger, 1998, p.122). 

Good examples of branding in construction product market are insulation materials 
ISOVER or machinery Caterpillar. 

Figure1: ISOVER logo [https://www.isover.cz/en] 

Figure 2: Caterpillar logo [https://www.cat.com] 

1.2.2 Services marketing 

Marketing services is different from marketing products. As defined by Kotler, from a 
marketing point of view the service is: any act or performance offered by one party to another 
that is essentially intangible and does not result in the ownership of anything; though service 
may be related to a physical product. 

For the construction industry, the following types of service provision may be 
identified: 

• Tangible products supported by services 
• Product-service hybrid 
• A service with tangible product elements 
• Reported service 
• Pure service (Pettinger, 1998, pp.134-135). 
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2. Construction market 

There are two types of owners in construction market: private and public. Each one 
dictates different behaviour of construction companies and, speaking in plain language, what 
is beneficial in public market, is not necessarily beneficial in private market and vice versa. 

Publiс contracts are driven overwhelmingly by price. In the short term anyone really 
wishing to do the work has therefore to be prepared to compete on price alone if necessary, 
and to fit everything else in around this. 

Private sector contracts are driven overwhelmingly by quality, value and deadline for 
which price will be less important until it is agreed - but onсe agreed, it is normally 
immovable. Private sector clients expect the same attention to quality, value and deadline, 
supported by the necessary level of service, which they give in turn to their customers 
(Pettinger, 1998, p.18). 

2.1 Market environment 

Construction market, as well as any other market, can be analysed with relation to 
microeconomics and macroeconomics. As for macroeconomic effect, there are five 
environmental forces, which influence the market. These are social, economic, technological, 
competitive and regulatory (Berkowitz et al., 1994, p.63). These forces are displayed on 
Figure 3. 

Figure 3: Environmental forces influencing a market (Berkowitz et al., 1994, p.63) 
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• Social forces on the environment include the characteristics of the population, its 
income, and its values. Changes in these can have a dramatic impact on marketing strategy. 
Demographics describe the distribution of the population according to selected 
characteristics - where people are, their numbers, and who they are, such as their age, sex, 
ethnicity, income, and occupation. A second social force, culture, incorporates the set of 
values, ideas, and attitudes of a homogeneous group of people that are transmitted from one 
generation to the next. Culture includes both material and abstract elements. 

• The third component of the environmental scan, the economy, pertains to the 
income, expenditures, and resources that affect the cost of running a business and 
household. One should mainly consider two aspects of these economic forces: a 
macroeconomic view and a microeconomic perspective of consumer income. 

• Technology, a major environmental force, refers to inventions or innovations from 
applied science or engineering research. Each new wave of technological innovation can 
replace existing products and companies. Technology has affected society in the 
development of products and in the ecological balance of the world’s resources. Ecology 
refers to the relationship of physical resources in the environment. There is growing 
recognition that decisions today on use of the earth’s resources have long-term 
consequences to society. 

• The fourth component of the environmental scan, competition, refers to the 
alternative firms that could provide a product to satisfy a specific market’s needs. There are 
various forms of competition, and each company must consider its present and potential 
competitors in designing its marketing strategy.  

• For any organisation, the marketing and broader business decisions are constrained, 
directed, and influenced by regulatory forces. Regulation consists of restrictions the state 
and federal laws place on business with regard to the conduct of its activities. Regulation 
exists to protect companies as well as consumers. Much of the regulation from the federal 
and state levels has been passed to ensure competition and fair business practices. For 
consumers, the focus of legislation is to protect them from unfair trade practices and ensure 
their safety (Berkowitz et al., 1994, pp. 63-80). 

2.2 Market segmentation 

It is important to find a niche in the market. To do so the company has to clearly 
understand the type of services it wants to and, more importantly, can provide. It has to make 
sure that it has a competency for it. In assessing organisational opportunities, a firm 
objectively evaluates its distinctive competency - its principal competitive strengths and 
advantages in terms of marketing, technological, and financial resources (Berkowitz et al., 
1994, p.41). It is generally true, that the narrower the chosen segment is, the less competitors 
a company has to deal with. 

There is always a need for market segmentation. Segmentation helps defining specific 
customer groups and understanding their needs. The process of market segmentation involves 
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aggregating prospective buyers into groups, or segments, that have common needs and will 
respond similarly to a marketing action. Ideally, each segment can be reached by a specific 
marketing program targeted to its needs (Berkowitz et al., 1994, p.47). 

Construction market is divided into four basic segments: 

• Construction projects implementation market 
• Construction services market 
• Building materials market 
• Real estate market 

2.3 Current situation in Czech construction market 

If we take a look at the Czech Statistical Office chart, which shows a development of 
the market over the past 12 years, it is clear that the market in Czech Republic has been 
subject to serious fluctuations. It is obvious that in 2010 and 2016 the market has declined. 

Figure 4: Construction production index (year-on-year indices) 
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However there is indeed optimistic anticipation of the industry growing during the 
following years. There are at least two reasons for that. Firstly, a new Public Procurement law 
has come into force in October 2016. This law has significantly simplified and made Public 
Procurement process more effective. In addition, it contributes to development and 
stabilisation in construction industry in general. Moreover, changes were made to facilitate the 
life of small and medium-sized enterprises, such as introduction of principle of breaking 
public contracts into smaller parts. Secondly, there has been an amendment to the 
Construction Act [5]. 

As of 2017, the main competitors on the Czech construction market are the following: 

Table 1: Main competitors on Czech construction market in 2017 

3. Factors of competitiveness 

Each company tries to compete using advantages it has in comparison with others. 
Generally, large companies are capable of, and willing to, provide a large amount of services 
and produce a large amount of different products. They have an essential expertise and 
confidence to do so. On the other hand, small companies try to stick to their core business as 
they lack the expertise or resources to extend their services. A good example of a capacity 
adjustment is when companies decide to pool their resources for a project, piece of research or 
initiative. It means they work in collaboration. Collaboration takes three main forms: joint 
venture sand consortia; hook-ups, associations and networks; and local partners. 

A joint venture has three distinct advantages: it creates opportunity to pursue specific 
types of projects, allows pursuit of projects in a different region of the country, and permits 
financial feasibility (Pryor, 2001 p. 98). Increased bonding capital makes it possible to bid for 
larger jobs. A profit is eventually split between the members of the joint venture. 
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Revenues 2016 [thous. CZK]

Metrostav a.s. 20 297 931

Skanska a.s. 12 391 452

EUROVIA CS a.s. 9 674 517

STRABAG a.s. 12 536 939

OHL ŽS a.s. 8 277 095

Porr a.s. 2 000 000

IMOS Brno a.s. 5 884 471

Hochtief CZ a.s. 4 705 175

PSJ a.s. 3 984 526

COLAS CZ a.s. 2 649 190



The overriding concern is the mutual commercial benefit that accrues: the different 
organisations concerned pool their resources, expertise and technology in order to carry out 
the work in hand to the highest standards of each of the collaborating organisations. The 
approach also enables elements of risk to be shared out between the member companies. It is 
also perceived by organisations going into a new area for the first time to be a relatively safe 
way of gaining “toe in the water” experience of areas in which they have no previous 
knowledge (Pettinger, 1998, p.71). 

There are three ways to attract and secure clients: having low prices, being service-
oriented, or developing relationships. 

Credibility is the cornerstone of a long-term relationship. To market construction 
services, the contractor must promote his services face to face to establish credibility. He must 
develop a strong personal relationship with the buyer or owner rather than merely acquire a 
contract (Pryor, 2001, p.119). 

Maintaining good relationships with former clients is crucial for a construction 
company. Delivering an anticipated quality of service and products improves company’s 
reputation and helps gaining new clientele. 

In construction owners are the ones who are on the acquiring side. Owners are 
classified as being either commercial owners/developers or property developers. Commercial 
owners are involved in industrial, retail, and institutional markets. Property developers 
generally specialise in the following areas: spec residential and light commercial space, retail 
tenant-fit out projects, the property manager/owner of the project, the involvement of the 
facets of real estate (Pryor, 2001, p.117). 

Generally, owners are looking for knowledge, expertise, project management, and 
scheduling when accessing the price factor for a project. In the public sector, price is all-
inclusive; hence the low bidder gets the job. Many contractors will bid in hopes of getting the 
jobs. In the private sector again the price factor depends on the type of contract. Price is 
important, however it is not the only factor. Often, an imperceptible factor is the level of 
confidence an owner has in the general contractor or construction manager and his ability to 
bring a project to completion on time or ahead of schedule (Pryor, 2001, p.120). 

As mentioned before, since construction market is nowadays dominated by clients, it 
is vital to understand what they actually seek in potential contractors. According to Pettinger 
(1998, pp.7-9) there are several key points that a client concentrates on: 

• Expertise 
• Process 
• Service 
• Corporate citizenship 
• Cost leadership 
• Repeat business 
• After-sales 
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• Length of contract 

4. Marketing tools 

Taking into consideration that the construction industry is extremely complex and 
specific, there is no universal marketing tool to apply to market construction services. 
Organisational structure of a company, regional factors and other peculiarities might vary and 
make it necessary to use different marketing tools. Therefore the only universal approach is to 
use a combination of methods. The most commonly used marketing tools in construction are 
presented below. 

4.1 Porter’s five forces analysis 

Porter’s five forces analysis can be successfully used to evaluate construction 
company’s performance and provide more accurate results than the SWOT method, for 
example. The forces impacting a business in this case are: threat of new entrants, threat of 
substitutes, bargaining power of customers, bargaining power of suppliers and industry 
rivalry. 

G. Hooley et al. (2008) describe these forces in the following way: 

1. Rivalry among existing companies is a prime source of competition. The rivalry 
is the most intense when there are certain conditions such as: 

• Competitors in the industry are roughly evenly balanced 
• Periods of low market growth 
• Exit barriers being high 
• Product differentiation being low 
• Fixed costs being relatively high 

2. The threat of market entry 

New players can easily enter the market when the following conditions exist: 

• Costs of entry are low 
• Existing or new distribution channels are open to use 
• Little competitive retaliation is anticipated 
• Differentiation is low 
• There are gaps in the market 

3. The threat of substitutes 

!20



A substitute can come from new entrants or from existing companies deciding to do 
thing in a new way. Substitution can increase competitiveness of an industry for a number of 
reasons: 

• By making existing technologies redundant 
• By incremental product improvement 

4. Bargaining power of suppliers 

When suppliers and/or customers have greater power than the members of the industry 
competition tends to be more intense. Suppliers tend to have more bargaining power where 
the following hold: 

• Suppliers are more concentrated than buyers 
• Costs of switching suppliers are high 
• Suppliers’ offerings are highly differentiated 

5. Bargaining power of buyers 

Buyers tend to be more powerful in the supply chain where the following is true: 

• They are more concentrated than sellers 
• There are readily available  alternative sources of supply 
• Buyer switching costs are low 

When it comes to using the Porter’s five forces model, a thorough examination is 
conducted by a company and the outcome is a detailed understanding of the ways in which 
the particular sector behaves and operates. It makes distinct reference to five specific areas: 

• Rivalry: the current nature of competition between those conducting their business 
and competing at present. 

• Threat of entry: the potential effects of new players into the sector on existing 
activities; the extent and prevalence of potential entrants. 

• Substitutes: choices and alternatives that the client base could make away from the 
current range of activities; alternative routes to the same destination; extending the range of 
choice available to clients. 

• Backwards integration (as a part of the bargaining power of customers): in which 
the potential for existing players to strengthen their position by buying up sources of supply 
and components is examined. 
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• Forward integration (as a part of the bargaining power of suppliers): in which the 
ability of existing players to dominate the means of distribution is considered (Pettinger, 
1998, p.46). 

It is possible to represent this model in a scheme: 

Figure 5: Porter’s “Five forces” model of competitive and marketing strategy 
(Pettinger, 1998) 

The model can be specifically adapted to construction industry. A model suggested by 
Howes and Tah (2003) can be found below. 
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Figure 6: Environmental analysis utilising Porter’s model of international 
competitiveness (Howes and Tah, 2003) 

Information gained from using the “five forces” approach may also be used to study 
and evaluate risk. The purpose of risk analysis is to measure and evaluate the possible range 
of outcomes that may be expected to be achieved - and therefore the extent of risk incurred is 
going into particular sector or range of activity (Pettinger, 1998, p.49). 

4.2 Marketing mix 

It is possible to present all the factors of competitiveness in a form of so-called 4Ps 
model or a marketing mix. The title “4Ps” stands for Product, Price, Place and Promotion.  
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Marketing mix is a very useful tool to transform long-term company strategy into 
short-term objectives. Its sets direction and borders for company’s marketing. 

Figure 7: Marketing mix in construction 

4.2.1 Product 

Product is a base of the whole marketing mix. In construction a Product is either a 
contract (service) or an actual product. Structure or a building is a product which has to be 
delivered by a contractor to the owner in accordance with documentation. 

4.2.2 Price 

The second component is Price. Price is the central feature in a client-contractor 
relationship when agreeing upon a contract. There are different approaches to pricing: 

• Price tagging: often called the retail view - this is where product and activities are 
given a stated price and the organisation is fixed to this. 

• Indicative pricing 
• Contract pricing 
• Consultative 
• The integrative or collaborative 
• The collective bargain 
• The dominant partner arrangement 
• Itemised pricing 
• Process pricing 
• Contractor-client joint ventures 
• The private finance initiative approach (Pettinger, 1998, p.75). 
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Whatever price it has been agreed on, it must stay stable. Wild price changes can 
undermine client’s trust and cause serious dissatisfaction. It is true that contractors may go in 
at low prices, either to penetrate a new market or because it is better and more cost effective 
to work at a loss than not to work at all. If a contractor decides to carry out an initial project at 
a low price in the expectation that future work will attract higher prices, it should be clearly 
specified (Pettinger, 1998, p.93). 

4.2.3 Promotion 

The third component refers to relationship between construction company and the 
owner. The purpose is to not only get a contract, but remain in positive relationship after 
realisation is complete. 

A company has to try to build a good image of itself. An important source is 
previously completed projects and references. 

There are several tools of promotion: 

• Advertising 
• Public relations - concentrates on creation of a positive perception of a company in 

the eyes of consumers and positive relations between a company and the environment. The 
main component is corporate identity namely its history, traditions, ethics, logo, colours, 
etc. 

• Direct marketing 
• Direct selling 
• Support of selling 

4.2.4 Place 

The fourth component is a Place. It depends on the type of Product. Whenever a 
Product is a tangible moveable object, then Place means distribution. However when a 
Product is a service (e.g. project management) or an immovable object such as a structure/
building, then there is no distribution in its classical sense. The structure/building is erected at 
the site which is a property of the investor. 

There are two types of distribution chains according to Dohnal (2006): 
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Figure 8: Types of distribution chains in construction (Dohnal, 2006) 

4.3 SWOT analysis 

The purpose of SWOT analysis is twofold. Firstly, it seeks to identify the most 
significant factors, both external and internal, affecting the organisation and its markets. It 
provides a quick, executive summary of the key issues. Secondly, by looking at where 
strengths and weaknesses align with opportunities and threats it can help strategy formulation. 
The organisation can begin to see where its weaknesses leave it vulnerable to market changes 
or competitor action (Hooley et al., 2008, p.42). 

All the factors included in SWOT analyses can be classified. External factors are 
classified by probability and internal factors are classified by its impact on the company. All 
the factors are presented in a form of matrix. Based on the results there are four possible 
strategies: 

• Max-Max: offensive strategy focusing on maximising the use of strengths and 
opportunities 

• Max-Min: strategy focusing on using strengths to minimise threats 
• Min-Max: defensive strategy focusing on minimising weaknesses by taking 

advantage of opportunities 
• Min-Min: strategy focusing on minimising weaknesses and avoiding threats 

Table 2: SWOT analysis 
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4.3.1 Strengths 

Typical examples of company strengths are its unique and original products and 
services, unique know-how, patents, technologies, good will, brand name, remarkable 
reference projects, special marketing studies, exclusive access to information, size and 
favourable location of a company, favourable organisation structure, financial stability of a 
company, strong and positive connections with suppliers and customers, various techniques 
giving competitive advantage, the list goes on. 

4.3.2 Weaknesses 

Typical examples of company weaknesses are its low productivity, scarcity of products 
and services, inefficient manufacturing processes, low quality of raw materials, weak brand 
name, limited access to distribution channels, insufficient and ineffective communication 
between organisation levels, unfavourable organisation structure, etc. 

4.3.3 Opportunities 

Typical examples of opportunities are opening of new market segments, expansion to 
international market, development of new products, introduction of new technologies, settling 
of favourable business relations, outsourcing, etc. 

4.3.4 Threats 

Typical examples of threats are entering of new competitors, strengthening of existing 
competitors, unstable political situation, financial crises, force majeure, etc. 

5. Marketing planning 

Every company at some point has to integrate marketing planning to its organisation. 
Key marketing decisions are made within limits set by the organisation. The strategic 
management process involves the steps taken at an organisation’s corporate and divisional 
levels to develop long-run master approaches for survival and growth. In contrast, the 
strategic marketing process involves the steps taken at the product and marketing levels to 
allocate marketing resources to viable marketing positions and programs (Berkowitz et al., 
1994, p.34). 

Corporate strategic planning is a company’s blueprint for its future. A successful 
corporation (company) establishes an overall business plan to ensure its continuity and a 
healthy, profitable destiny (Berkowitz et al., 1994, pp.55-58). A company has to clearly set 

!27



short-term and long-term objectives. Company’s management has to choose between stability 
and growth. 

There are six growth options such as parallel growth, perpendicular development, 
client concentration, incorporated growth, diversification, and direction growth: 

• Parallel growth is the development of existing markets with established clients. 
• Perpendicular development is the development of new markets by seeking other 

clients. 
• Client concentration focuses on existing clients. 
• Incorporated growth involves purchasing a competitor that provides services 

unrelated to the purchasing company, however this acquisition sustains a line from 
production of resources to final project. 

• Diversification occurs when a company purchases another that produces services 
unrelated to the purchasing company. 

• Direction growth occurs when a company decides if it is a true contractor, a 
construction manager, or both. 

According to Berkowitz, there are some key objectives which can be chased by a 
company: 

• Profit. Classic economic theory assumes a firm seeks to maximise long-run profit, 
achieving as high a financial return on its investment as possible. 

• Sales revenue. If profits are acceptable, a firm may elect to maintain or increase its 
sales level, even though profitability may not be maximised. Increased sales revenue may 
gain promotion for key executives. 

• Market share. A firm may choose to maintain or increase its market share, 
sometimes at the expense of greater profits if industry status or prestige is at stake. Market 
share is the ratio of sales revenue of the firm to the total sales revenue of all firms in the 
industry, including the firm itself. 

• Unit sales. Sales revenue may be deceiving because of the effects of inflation, so a 
firm may choose to maintain or increase the number of units it sells. 

• Survival. A firm may choose a safe action with reasonable payoff instead of one 
with large return that might endanger its future. It must survive to be in business tomorrow. 

• Social responsibility. A firm may respond to advocates of corporate responsibility 
and seek to balance conflicting goals of consumers, employees, and stakeholders to promote 
overall welfare of all these groups, even at the expense of profits (Berkowitz et al., 1994, 
pp. 37-38). 

In developing a marketing program, companies must consider the components that 
drive competition: entry, bargaining power of buyers and suppliers, existing rivalries, and 
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substitution possibilities. Scanning the environment requires a look at all of them. These relate 
to a firm’s marketing mix decisions and may be used to develop a new entrant, create a barrier 
to entry, or intensify a fight for market share (Berkowitz et al., 1994, pp. 77,78). 

The strategic management process involves the steps taken at an organisation’s 
corporate and divisional levels to develop long-run master approaches for survival and 
growth. Three key steps in this process are: 

a) defining organisation’s business (or mission) 
b) specifying its goals, and 
c) identifying its opportunities 

The strategic marketing process, using objectives and limits set by the strategic 
management process, involves the steps taken at the product and marketing levels to allocate 
marketing resources to viable marketing positions and programs. It has three phases: 
planning, implementation and control (Berkowitz et al., 1994, p.56). 

A construction company management team has to understand the way owners acquire 
construction services. When an owner is seeking a contractor to buy services from, he always 
has to sacrifice either the quality of a project, the cost factor or the speed. A project with a 
short time frame and high anticipated quality will cost a lot of money. A low budget project 
done within a short period of time obviously cannot keep up with high quality standards, etc. 
One of the three aspects is always sacrificed. A fourth constraint is safety, which is however 
never compromised. That is why this model is commonly referred to as a Project 
Management Triangle or the Triple Constraint. 

Companies that buy construction services must adapt to a changing environment. A 
contractor should possess the following: a reputation for using quality subcontractors and for 
building a good quality structure, a solid track record of solving problems rather than creating 
problems that cause delays and excessive costs, and flexibility in regard to adapting building 
schedules to specific timing problems that may affect installation. 

A detailed assessment of the other players in the field has to be undertaken. This 
includes evaluating the initiatives that they take to promote their own marketing advantage 
and also to measure the likely responses to initiatives on the part of others in the sector and of 
those seeking to come in (Pettinger, 1998, p.51). 

5.1 Marketing strategies 

Marketing strategy is a tool which is oriented towards the future. It determines long-
term direction and scope of all company’s activities. Ideally, it should be designed to adapt to 
changing environment, customers, stakeholders and the market itself. 

There are three main directions construction companies follow when it comes to 
selecting a marketing strategy: 
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• product diversification 
• business diversification 
• market segmentation 

Then there are three distinctive strategic positions in marketing as identified by Porter: 

• Cost leadership: the gaining of advantage through being the most cost-effective 
operator in the sector. 

• Focus or specialisation: the offering of distinctive and often narrow ranges of 
products in a particular niche, seeking to serve all of those clients or customers in the 
particular niche, and seeking as many possible outlets for the distinctive product and 
service. 

• Differentiation: in which the basis of business success is founded on the emphasis 
on marketing and advertising and image-building activities, the purpose of which is to set 
the product apart from others in the sector and maintain the ability to sell at a premium price 
(Pettinger, 1998, p.61). 

Another division of marketing strategies is based on the play/response activities 
undertaken by organisations operating in the same sector and their competitive and strategic 
relations with each other. The strategy can be offensive and defensive. Offensive strategies 
are undertaken in the pursuit of extending market share or dominance at the expense of other 
players in the sector, or with the view to expanding the total potential of the sector. The main 
features of offensive strategies are distinctive and aggressive marketing campaigns. Defensive 
strategies are undertaken in response to offences by other players in the sector (Pettinger, 
1998, pp.63-64). 

Another aspect of establishing a marketing strategy is expansion and growth. These 
strategies can take one or more of the following forms: 

• Expansion and growth of market share - either related to expansion of the total 
market size or else at the expense of other operators. 

• Expansion and growth of turnover, volume, income, profit and activities (Pettinger, 
1998, p.64). 

Apart from focusing on expansion and growth a company should assure its current 
position. It is called consolidation. Consolidation occurs where organisations seek to preserve 
their positions in their markets, niches and sectors, range of activities and operations and 
client bases. Consolidation implies the reinforcement of existing positions. 

Another common step is withdrawal, retrenchment and contraction. Withdrawal, 
retrenchment and contraction take place as a result of decisions to move out of particular 
activities and/or to concentrate the resources of the organisation on a reduced portfolio. 
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The next common step in marketing planning is a diversification. Diversification may 
be classified as either related or unrelated. Related diversification - this continues the 
development of the range and activities within the current ambit or experience of the 
organisation according to its current expertise. Unrelated diversification - this is where treads 
its own new ground. In civil engineering and construction a version of this is moving from the 
domestic market to become an overseas player (Pettinger, 1998, pp.68-70). 

!31



PRACTICAL PART 

!32



6. HOCHTIEF CZ 

6.1 Company profile 

Name: HOCHTIEF CZ a.s. (hereinafter referred to as “HOCHTIEF CZ”) 
Headquarter: Plzeňská 16/3217, 150 00 Prague 5, Czech Republic 
Legal form: Joint stock company 
Authorised capital: 350 736 100 CZK 
Date of company establishment: May 1, 1992 
Identification number: 46678468 
Tax identification number: CZ46678468 
Registration: Company Register at Municipal court in Prague, section B item 6229 

The construction company HOCHTIEF CZ belongs to leaders in its field. As of 2017 
it employs approximately 1100 employees who implement constructions in the construction 
market segments in the whole Czech Republic. These are residential, public, and office, 
industrial, environmental and water management constructions, including projects of transport 
and linear infrastructure. It is part of a major multinational company HOCHTIEF 
(www.hochtief.cz, 2017). 

Figure 9: HOCHTIEF CZ's logo (www.hochtief.cz, 2017) 

6.2 History 

A history of a company starts in 1939 when Jan Baťa, a Czechoslovak and Brazilian 
shoe manufacturer and entrepreneur, opened a new factory in Sezimovo Ústí. To build the 
factory he founded a construction company. So the factory and the adjacent satellite town 
were built by Baťa’s construction division. After World War II, it became a national company 
named Vodní stavby, which eventually gained the position of one of the most important and 
largest building contractors in Czechoslovakia. In 1985, one division of Vodní stavby was 
allocated to engage in construction of the first and the second block of the Temelín Nuclear 
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Power Plant. The period after 1989 was marked by privatisation following several changes of 
the company´s names, but they always referred to the historic brand Vodní stavby. 

In 1999 the owner of the company changed and a multinational construction group 
HOCHTIEF became the majority shareholder of VSB a.s. The integration process was 
completed in 2002. At the end, there was a strong and efficient company HOCHTIEF VSB. A 
new vision and guiding principles of the company were declared, the logo and the company 
name were changed. The legal subjectivity of subsidiaries was cancelled and they were 
changed to branch plants. VSB a.s. stopped being a publicly traded company.   

In 2006 the company was renamed to HOCHTIEF CZ. Its headquarters moved to 
Prague – Smíchov. It renamed its divisions from number names to word names to become 
more readable for its partners. Two new divisions were established and thus filled the blank 
spots in the service portfolio provided to its clients. Eventually in 2006 a multinational 
construction holding HOCHTIEF AG became the sole owner of the company. 

For seventeen years now, the joint-stock company HOCHTIEF CZ has been a part of a 
strong multinational construction group that operates worldwide. The company has a strong 
position on the Czech market, especially in the areas of building construction and traffic 
infrastructure. Through its five divisions it has implemented a number of significant projects, 
among others, National Integrated Air Traffic Control Centre in Jeneč near Prague, 
multifunctional stadium SK Slavia in Prague, Faculty of Electrical Engineering and Computer 
Science VŠB – Technical University of Ostrava or reconstruction of the National Monument 
on the Vítkov Hill in Prague. The company also participated in construction of the Lochkov 
tunnel and a bridge on the outer ring road in Prague, in implementation of the Blanka tunnel 
or reconstruction of the taxiway TWY D at the Václav Havel Airport Prague. Since 2000, it 
also focuses on development projects (www.hochtief.cz, 2017). 

The evolution of company’s name and logo can be seen on the Figure below: 
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Figure 10: Evolution of company’s name and logo (www.hochtief.cz, 2017) 

6.3 HOCHTIEF Group 

The company HOCHTIEF AG is one of the most significant global multinational 
companies. The group specialises in complex infrastructure projects, many of them are 
provided in the form of concession models. It has operated for more than 140 years. 

According to the 2016 Annual report of the company, HOCHTIEF Group employs 
51490 employees and reached the sales volume of EUR 19,9 billion. 

The HOCHTIEF group sees the greatest potential in the following segments: 

 • Traffic infrastructure 
 • Energy infrastructure 
 • Social and urban infrastructure 
 • Mining 
 • Services 

Other strategic initiatives of the company focus on support of the group´s financial 
strength, improvement of risk management, presentation of the company as an attractive 
employer and differentiation from the competition through unique solutions. 

As an important element of success HOCHTIEF considers its corporate culture and 
mutual cooperation between teams in the group. For this reason the group supports 
international exchange of expertise and employees at all professional levels. The principles of 
sustainable business are an integral part of the group´s strategy and are given the highest 
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priority. The issue of Compliance plays an important role in the group´s business 
(www.hochtief.cz, 2017). 

6.3.1 Structure 

The strategic Management Holding comprises Executive Board and the Corporate 
Centers of the Group. This control level is responsible for the strategic and organisational 
development of the parent company - HOCHTIEF Aktiengesellschaft. 

On the level below there are three divisions: HOCHTIEF Americas, HOCHTIEF Asia 
Pacific and HOCHTIEF Europe. These divisions constitute the operational level of 
HOCHTIEF and serve as its operational units. They represent the service portfolio and reflect 
the company’s global presence. 

The company HOCHTIEF Insurance Booking and Risk Management Solutions is on 
the level below the Management Holding (www.hochtief.com, 2017). 

Table 3: The structure of HOCHTIEF Group (www.hochtief.com, 2017) 
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6.3.2 Sustainable development 

All the regional branches of HOCHTIEF Group adhere to high standards in all areas of 
sustainable development. The parent group HOCHTIEF AG has been included in the raking 
of responsible companies “Dow Jones Sustainability Index”. 

The company has set six points of focus in terms of sustainable development: 

• Responsible products 
• Active environmental protection 
• Efficient use of natural resources 
• Attractive working environment and work safety 
• Corporate responsibility 
• Compliance 

HOCHTIEF adheres to active environmental protection, namely reducing the CO2 
production and looking for innovative solutions in the field of renewable energy sources. The 
company uses electricity produced from wind and sun along with geothermal energy in a 
number of its projects. 

All of the HOCHTIEF branches try to use natural resources efficiently. Before any 
construction the company implements measures to minimise the interference to the life of 
local residents and habitat of plants and animals. It also participates in remediation of the area 
of construction to its original condition. 

Speaking of corporate responsibility, HOCHTIEF tries to actively engage in local 
social projects and hire people and suppliers from the given region whenever it is possible. It 
also focuses on volunteering, donations and sponsorship (www.hochtief.cz, 2017). 

6.4 Capital participations and organisational units 

HOCHTIEF CZ has three subsidiaries: 

• Garden Center Invest s.r.o. concentrates on the development projects with focus on 
residential (housing) projects. 

• H-Parking Solutions s.r.o. is a projects company for PPP project of the parking 
house in the town of Havířov. 

• HOCHTIEF SK (www.hochtief.cz, 2017) 
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6.5 Organisation chart 

The company is divided into 5 divisions which are: 

• Division Building Bohemia 
Division Building Bohemia provides a comprehensive implementation of construction 

orders in the segment of ecological, industrial and power engineering constructions, 
residential, office, public, water management and line constructions. 

• Division Building Moravia 
Division Building Moravia provides comprehensive supplies of ecological projects, 

industrial buildings, residential and office complexes, public and water management 
constructions. 

• Division Traffic Management 
Operating since 2006, this division implements underground constructions, bridges, 

roads, highways and railways, landfills and remediation of environmental damages, 
earthworks, water management constructions. 

• Division Asset Management 
Division Asset Management provides services of comprehensive property 

management across segments. 

• Division Property Development 
Division Property Development concentrates on project management and development 

(www.hochtief.cz, 2017). 
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Figure 11: HOCHTIEF CZ’s Organisation chart (www.hochtief.cz, 2017) 

6.6 Management and employees 

Board of Directors consists of: 

• Ing. Tomáš Koranda - Chairman of the Board 
• Jörg Mathew and Ing. Dušan Čížek - members of the Board 

The Supervisory Board is represented by: 

• Dirk Wassmann - Chairman of the Supervisory Board 
• Thomas Bünker and Martin Beneš - members of the Board 

According to the 2016 Annual report the company had 1030 employees. The 
breakdown of staff is presented below. 

An overall percentage of male employees is higher than 81% and the percentage of 
male employees in “blue-collar” type of work is higher than 95% which is typical for 
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construction industry. Yet there is a change in percentage of male and female employees when 
it comes to “white-collar” types of work, and equals 71,7% and 28,3% respectively. 

As for achieved level of education, the majority (37%) of employees possesses a 
vocational school certificate or a high school certificate (31%). 

Figure 12: Number of employees by categories (www.hochtief.cz, 2017) 

Figure 13: Structure of staff (www.hochtief.cz, 2017) 

Figure 14: Achieved level of education (www.hochtief.cz, 2017) 
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6.7 Certificates 

According to information available on the company’s official website (2017), it 
possesses a number of certificates: 

• Certificate issued by ČEZ, a.s. confirming that HOCHTIEF CZ satisfies the 
requirements of 132/2008 Sb. 

• Certificate issued by Ministry of the Environment of the Czech Republic confirming 
that HOCHTIEF CZ satisfies the requirements of 1221/2009 (EMAS, the EU Eco-
Management Audit Scheme) 

• Certificate issued by STAVCERT Praha, spol. s.r.o. confirming that HOCHTIEF CZ 
satisfies the requirements of ČSN OHSAS 18001:2008 (Occupational safety and health 
system) 

• Certificate of facility security clearance issued by National Security Authority of the 
Czech Republic 

6.8 Reference projects 

The following reference projects can be named: 

• The Extension of the Subway route V.A in Prague 
• Czech Institute of Informatics, Robotics and Cybernetics in Prague 
• Municipal Stadium in Ostrava-Vítkovice 
• Wastewater Treatment Plant in Litvínov 
• Repair of Stillin Basin and Replacement of Bottom Plate behind Basin in Orlík 
• Reconstruction and Completion of R.Bosch Factory in České Budějovice 
• The Airport Ruzyně - Parking C in Prague 
• Ruzyně Finger C Terminal 2 North in Prague 
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7. Financial analysis of HOCHTIEF CZ 

7.1 Horizontal analysis of assets 

Total assets 

Total assets of the company were growing until 2013 when they reached the maximum 
value of 3,85 billion CZK. Starting from 2014 there was a minor decline (-1,3%) in total 
assets. In 2015 and 2016 there was a sharp decline (-12% and -11,4% respectively) in total 
assets. 

Fixed assets 

Speaking of fixed assets, 2015 was a turning point when fixed assets started growing. 
There was a sharp growth in fixed assets in 2016, when they grew 51,2% in comparison with 
the previous year. 

Current assets 

Current assets started to decline in 2015 and equaled 2,65 billion CZK (-15,1% decline 
in comparison with the previous year). 
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Figure 15: Horizontal analysis of assets
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7.2 Horizontal analysis of liabilities 

Total liabilities 

2013 was a turning point in development of total liabilities. Following a minor decline 
in 2014 (-1,3%) there was a sharp decline in 2015 and 2016 (-12% and -11,4% respectively). 

Equity 

There is a positive tendency in the development of equity over the last 5 years. It is 
constantly growing, having reached its maximum in 2016 (1,13 billion CZK and 5,6% growth 
in comparison with the previous year). 

Liabilities 

Starting from 2014 liabilities have been declining. In 2016 the decline equaled 
(-19,2%) in comparison with the previous year. 

!43

Figure 16: Horizontal analysis of liabilities
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7.3 Vertical analysis of assets 

Current assets 

It is apparent from the Figure that current assets are prevailing. They reached 
maximum share in 2015 (68,7%). 

Fixed assets 

The average share of fixed assets equaled approximately 5% whereas its share reached 
9,9% in 2016. 
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Figure 17: Vertical analysis of assets
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7.4 Vertical analysis of liabilities 

As it is seen on the Figure, liabilities are prevailing. 
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Figure 18: Distribution of current assets
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Figure 19: Vertical analysis of liabilities
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7.5 Main economic indicators over the past 5 years 

Main economic indicators of HOCHTIEF CZ over the past 10 years are presented 
below. 

Economic 
indicators 
[mil CZK]

2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016

Work 
done 4 539 5 571 8 292 7 839 6 128 5 015 5 054 4 121 4 809 5 099 5 624 5 122

Profit 
before 

taxation
150 163 144 165 19 18 49 41 40 87 89 159

Net profit 108 126 109 118 2 6 28 25 21 64 50 111

Total 
capital 2 335 3 368 6 090 5 693 4 143 4 282 4 381 3 594 3 854 3 804 3 347 2 966

Equity 
capital 767 877 967 1 017 960 965 987 1 000 1 004 1 048 1 067 1 127

Economic 
indicators 
[mil CZK]
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Figure 20: Short-term and long-term liabilities ratio
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Table 4: Main economic indicators of HOCHTIEF CZ, 2005-2015 [www.hochtief.cz, 
2017] 

Work done is presented in a Figure below. 

Due to global financial crisis the volume of company’s public contracts has declined. 
The majority of private contracts were frozen due to prudent policy of banks. As a result the 
volume of contracts has declined between 2009 and 2013. 

Employee
s - 

recalculat
ed 

average

1 544 1 563 1 609 1 663 1 583 1 369 1 183 1 105 1 075 1 088 1 091 1 009

2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016
Economic 
indicators 
[mil CZK]
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Figure 21: Work done 2005-2016, HOCHTIEF CZ
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8. Comparison with company’s competitors 

According to the 2016 yearbook published by magazine Stavitel, in 2015 HOCHTIEF 
takes the 7th place in the rating of the biggest construction companies in Czech Republic. The 
rating is based on net sales. As seen from the table below HOCHTIEF CZ has kept the 
position in the TOP 10 for the past 3 years. A 2017 yearbook was not available yet during the 
process of working on this thesis, hence data from the year of 2016 are missing in this table.  

Table 5: Top 10 construction companies in Czech Republic based on net sales in 
2013-2015 

Performance of the mentioned companies over the 10 years period can be found in a 
table below: 

2013 2014 2015

1 Metrostav a.s. Metrostav a.s. Metrostav a.s.

2 STRABAG a.s. Skanska a.s. EUROVIA CS a.s.

3 Skanska a.s. EUROVIA CS a.s. OHL ŽS a.s.

4 EUROVIA CS a.s. STRABAG a.s. Skanska a.s.

5 OHL ŽS a.s. OHL ŽS a.s. STRABAG a.s.

6 IMOS Brno a.s. Porr a.s. STRABAG Rail a.s.

7 PSG-International a.s. IMOS Brno a.s. HOCHTIEF CZ a.s.

8 HOCHTIEF CZ a.s. HOCHTIEF CZ a.s. IMOS Brno a.s.

9 Subterra a.s. PSJ a.s. Subterra a.s.

10 PSJ a.s. COLAS CZ a.s. SWIETELSKY stavební 
s.r.o.

Performance 
[billions 
CZK]

2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015

Metrostav 
a.s.

20,89 22,11 21,78 22,67 22,24 21,14 21,67 20,83 21,60 19,31 19,21

EUROVIA 
CS a.s.

15,26 15,85 15,09 15,54 17,53 18,74 15,90 10,31 9,89 11,58 12,79

OHL ŽS a.s. 7,41 8,82 10,23 12,08 12,61 10,27 8,99 8,85 8,28 10,47 12,49

Performance 
[billions 
CZK]

!48



Table 6: Performance of the TOP 10 construction companies over the last 10 years 

Based on the table above a graph has been drawn to depict the companies’ 
performance. 

SKANSKA 
a.s.

10,87 14,14 15,65 17,89 25,59 19,88 14,62 12,48 9,96 12,50 12,27

STRABAG 
a.s.

19,94 22,08 19,62 18,03 16,73 15,63 14,93 12,85 12,57 11,07 11,65

STRABAG 
Rail a.s.

1,02 2,00 3,46 4,02 4,14 3,56 3,23 2,25 2,51 3,21 6,39

HOCHTIEF 
CZ a.s.

4,54 5,57 8,29 7,84 6,13 5,02 5,05 4,12 4,81 5,10 5,62

IMOS Brno 
a.s.

5,16 7,23 6,68 6,94 5,70 4,15 5,40 5,99 5,67 5,62 5,33

Subterra a.s. 4,08 3,60 4,12 4,45 4,12 4,59 4,36 4,05 4,27 4,25 5,91

SWIETELS
KY stavební 

s.r.o.
2,47 4,14 3,67 4,35 4,76 4,19 4,15 3,65 3,95 4,65 5,71

2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015
Performance 

[billions 
CZK]
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As it is apparent from the graph, performance of Metrostav a.s., a long-term leader, 
has been stable with a slight decline in 2014 and 2015. In 2014 company indices dropped 
below the axis of 20 billion CZK (19,31 billion CZK). 

EUROVIA CS, a.s. has had its performance growing until 2010 when a sharp decline 
happened. Numbers have dropped from 18,74 billion CZK to 9,89 billion CZK getting under 
the 10 billion axis. Starting from 2013 the company has been showing better indices, however 
it still has not reached the level of 2005. 

OHL ŽS, a.s. has reached its peak performance in 2009 (12,61 billion CZK). From 
2009 to 2013 the company has had relatively low performance. Starting from 2013 the indices 
have been growing. 

Skanska a.s. has had the most dramatic jump in performance out of all the other 
companies. In 2009 its performance equaled 25,59 billion CZK which makes it a 43% growth 
in comparison with 17,9 billion CZK in 2008. The growth was caused by inter-company 
merger when Skanska CS a.s., Skanska DS a.s., Skanska CZ a.s., Skanska Reality a.s. and 
Skanska Servis a.s. merged into one company - Skanska a.s. Since then company’s 
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Figure 22: Performance of the TOP 10 construction companies over 
the last 10 years
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performance had been sharply declining until 2013. The decline was caused by the overall 
recession of construction market in Czech Republic. The further growth was caused, in turn, 
by the overall recovery of construction market during the past couple of years. 

STRABAG a.s.’ performance started to decline in 2007 when its Slovak branch had 
separated. Since then until 2014 company’s indices have been going down. In 2015 there was 
a slight growth from 11,07 billion CZK to 11,65 billion CZK. 

9. PEST analysis 

To determine the main external factors which can effect company’s competitiveness so-called 
PEST method will be used. This method focuses on four factors - political, economic, socio-
cultural and technological. 

9.1 Political factors 

Political environment in Czech Republic can be classified as tense and unstable. Some 
of the negative factors are, for example, frequent changes in government composition, lack of 
a long-term concept for development of the industry and restriction of public investment in 
construction. 

In 2017 the government has set a policy statement which contains the following 
objectives: 

• Facilitation and computerisation of tax structure 
• Increase in investments and effective use of EU funds 
• Introduction of conceptual changes of construction law in the sphere of priority 

infrastructure construction 
• Change and addition to the Law of acceleration of road construction to facilitate planning 

permission and restrict bureaucracy 
• Acceleration of construction of D1, D3, D6, D7, D11, D35, D48, D52, D55 highways 
• Putting into operation 210 km of highways (110 km of newly constructed highways and 100 

km of D1 after modernisation) before 2021 
• Further construction of new 180 km of highways before 2021 
• Support of construction industry in Czech Republic 
• Recoding of public construction law 
• Systematic support of municipalities and regions in correct public procurement process 
• Support of concept solution of Smart Cities 

9.2 Economic factors 

According to the Czech Statistical Office, Gross domestic product (GDP) grew by 
4,7% year on year in Q2 2017. Strong growth of the household consumption as well as the 
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foreign trade balance supported quickening of the pace compared to the previous quarter and 
the whole year 2016. The growth of the gross fixed capital expenditure also contributed. 

Year-on-year growth of the gross value added (GVA) reached 4,7% in Q2 and 
increased by 1,7 p.p. compared to the previous quarter. The strengthening of the services 
sector assisted the acceleration. The manufacturing of motor vehicles prospered. Output of 
machinery also increased. The renewal of production capacities of chemical industry also had 
a positive effect on economy. 

Current account of the balance of payments was in surplus in H1 2017 mainly thanks 
to the marked surplus of the balance with goods and services. The value of export increased 
by 111 billion CZK year-on-year and reached 1 796,9 billion CZK. The value of import 
expanded by 118,1 billion CZK year-on-year. 

A crucial change occurred in the area of the monetary policy in Q2, specifically the 
ending of the exchange rate commitment. As a result koruna exchange rate has gradually 
strengthened. 

The situation on the labour market kept further improving. The pace of growth of the 
total employment did not ease up, the number of workers increased by 1,4% year-on-year.  
Real wages rose to 5,3% in Q2, which is the biggest increase since 2007. 

9.3 Socio-cultural factors 

Construction industry employs 6-7% of the population in Czech Republic. According 
to the quarterly report Q3 2017 of CEEC Research, only 12% of construction companies have 
a sufficient amount of employees. 32% of construction companies have a severe deficiency in 
work force. There is not enough qualified work force on the market. The problem was caused 
by poor investment policy in public sector over the last 5 years. 

Companies planning to expand its work force capacity are mainly interested in blue-
collar employees. In average, companies are willing to expand its staff by 18,7%. 

In 42% of the cases, companies require secondary education whilst university degree 
is required in 22% of the cases. 

Lack of qualified employees forces companies to turn down contracts (approximately 
14,3% of contracts). In some cases they are even unable to bid for it in the first place. 

9.4 Technological factors 

Technological progress is a powerful tool to improve company competitiveness. It can 
positively affect productivity, product quality or decrease production costs. 

HOCHTIEF CZ actively adheres to the use of Building Information Modelling in its 
projects. 
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10. SWOT analysis 

Based on the analysis it is possible to formulate strengths, weaknesses, opportunities 
and strengths of the company. Internal factors are formulated as a result of financial analysis. 
External factors are formulated as a result of PEST analysis and competitors analysis. 

Figure 23: SWOT analysis of HOCHTIEF CZ 
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Strengths 
• Technological know-how 
• Being a part of an international company 
• Certification 
• Adherence to sustainable development 
• Traditions and history 
• Financial stability 
• Qualified personnel 
• Position in building construction market 
• Corporate portfolio 
• Quality of construction 
• Management systems (QMS, EMS, 

OHSAS) 

Opportunities 
• Support of regional development 
• Facilitation of financing from EU 

structural funds 
• PPP projects

Weaknesses 
• Productivity 
• Image 
• Geographical limits 
• Reference projects portfolio 
• Profitability 
• Labour productivity

Threats 
• Legislative changes 
• Competitors 
• Market instability 
• Political instability 
• Restrictions in investments in road 

construction 
• Increase of government dept and further 

restrictions in investment 
• Lack of qualified work force especially 

blue-collar 



11. Suggestions to improve company’s competitiveness 

The company has to set the following goals to improve its competitiveness: 

• improvement of corporate image 
• improvement of organisation and productivity of labour 
• improvement of customer orientation 
• improvement of corporate portfolio 

Based on SWOT analysis it is recommended that the company opts for a Min-Max 
strategy, minimising weaknesses and taking advantage of opportunities. 

The company has to focus on its key segments where it has an essential expertise, 
know-how and experience. Based on the complete list of reference projects available on the 
company website the most successful projects were implemented in the segments of: 

• tunnels 
• energetics 
• sewerage system and water supply 
• flood control construction 

Due to stagnation of construction market in Czech Republic it is recommended that 
the company tries to keep its position in its main market segment (Prague area) and enter new 
markets in less developed regions of the country. 

The company has to focus not only on the current demand of its clients, but also on 
potentially attractive segments, such as, for example, sustainable buildings construction. 

Speaking of marketing communication the company should put emphasis on its 
connection to HOCHTIEF Group, an internationally known concern with established quality 
systems. 

Taking into consideration that there is a serious lack of qualified work force 
HOCHTIEF CZ has to further maintain its close partnership with Czech Technical University 
and establish relations with other educational institutions. The purpose is to attract graduates. 
A possible way is introduction of special trainee programs. 
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Conclusion 

The purpose of this thesis was to analyse factors of competitiveness in construction 
industry and suggest possible corrections to increase competitiveness of the selected 
company, HOCHTIEF CZ. 

Instability in government, restrictions of investments in public sector and economic 
fluctuations are just some of the negative external factors effecting Czech construction 
industry nowadays. Therefore, taking all the unique features of construction and the difficult 
current situation in the market into consideration, construction companies have no choice but 
to learn to use marketing tools effectively. 

The first part of the thesis focused on description of marketing in construction. It 
analysed factors of competitiveness and the way owners acquire construction services. 
Several marketing tools, such as Porter’s five forces analysis, marketing mix and SWOT 
analysis, were brought to close attention. 

The second part of the thesis analysed performance of HOCHTIEF CZ, a company 
with a 140 years history, which is a major player in many segments of construction market in 
Czech Republic, such as residential, public, office , industrial, environmental, water 
management construction, in addition to transport and linear infrastructure. The company 
keeps a strong position at the ranking of TOP 10 construction companies in Czech Republic 
for several years. Financial analysis of  the company activity was carried out based on the 
company’s annual reports of 2012-2016. Horizontal and vertical analysis of assets and 
liabilities were carried out to graphically represent changes in the main economic indicators. 
Comparative analysis of competitors included evaluation of performance of the TOP 10 
construction companies on the market. PEST analysis helped to determine external factors 
impacting construction companies in Czech Republic. 

Based on the analysis it was ascertained that the construction company HOCHTIEF 
CZ has a number of both positive and negative factors. Thus in the final chapter of the thesis a 
Min-Max strategy was suggested as a measure to improve company’s competitiveness. This 
strategy aims at minimising weaknesses and exploiting opportunities. It was suggested that 
the company concentrates on its key segments such as tunnel construction, energetics, flood 
control, sewerage and water supply construction. It was also suggested that a company 
improves its image and marketing communication. Last but not least partnership with 
educational institutions was recommended to obtain qualified work force. 

Thus both objectives of the thesis were fulfilled.  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