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Vv jednom hrnci

Kdysi chodili s igelitkou od domu k domu a nabizeli

sporice vody nakoupené v prazskem obchodnim

dome. Dnes jsou $éfy firmy Tescoma s miliardovym

obratem, jejiz logo v obchodech neprehlédnete.

MUZIKANT A VYUCENY automechanik Petr Chmela se tak
i2ko mnoho jinych snazil pocatkem 90. let podnikat. Po

Fenych pokusech zacal s podomnim prodejem sporicl
cozZ se prokazalo jako docela lukrativni podnik.
bych vic, nez na co jsem mél,” vzpomina

200 222l skladnika ve Vidni, nabidl mu
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do firmy —
coz, jak Chmela
zduraznuje, délaji
dodnes a je to zakladem
jejich uspéchu - a postupné
pridavali dalsi zbozi a komodity:
— termosky, autodoplnky, elektro-
rebice 2 d2ldi V roce 1994

Klara Smolova, foto Jan Vagner

From offering water savers door-to-door; today they
are bosses at Tescoma, a company with a billion
crown annual turnover and highly visible logos at

shops all around the nation.

IN THE BEGINNING of the 1990s, musi-
cian and auto mechanic Petr Chmela, along
with many others, tried to strike out in busi-
ness. After some unsuccessful attempts, he

began selling water savers door-to-door,
which proved to be a relatively lucrative busi-
ness. ‘I could have sold more than | had the
money to purchase the products for,”
Chmela recalls. So when he met fellow musi-
cian Jiri Vaculik, who was working as a ware-
houseman in Vienna, he offered partnership
in exchange for his input of some capital.
They reached an agreement, and the firm
was successfully established. They began
buying water savers in quantity directly from
the importer and hiring more salesmen for
distribution throughout the Czech Republic
and Slovakia.

They put the money they made back into the firm — Chmela stresses
that they still do it to this day, which is the basis for their success — and they
gradually added other goods and commodities: thermos bottles, auto acces-
sories, electrical appliances, etc. In 1994 the company sold CZK 239 million
worth of goods and used its own brand, Tescoma, for the first time. But
that also brought up the question of what to do next. “We didn’t see our
firm’s prospects for the long term,” Chmela says.

Petr Chmela

Everything for the kitchen

They kept their eyes open when traveling abroad, looking for inspira-
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tion. “We noticed there was great interest in kitchen products, so we
decided to place our focus there,” Chmela says. By 1996 the firm had
gradually specialized on kitchen wares. In the beginning they bought
products from other factories around the world, selling them under their
own brand. “In this country, this industry has no tradition, so we had to
look for manufacturers internationally. Today we work with over 100 of
them, from Europe to Asia,” Chmela explains. However, in the meantime
they started building their own design studio, and in the last two years
customers have been able to choose from products that are completely
designed and produced by the Tescoma firm.

Tescoma currently makes about 1,000 various types of items for the
kitchen. The basis, the largest part of the assortment, is made up of
stainless steel products, mainly pots and pans, knives, and cooking uten-
sils, as well as plastic and wooden goods. Tescoma has about 1,000 szles
outlets in the Czech Republic and Slovakia. The products are distributed
mainly through hypermarkets and large retail chains. In 1993 the compa-
ny opened its first foreign branch, in Slovakia, and three years later
another two, in Poland and in Italy. Today, almost 40% of the company’s
production is exported, with Tescoma goods sold not only in central and

také vyvstala otazka co dal. “Nevidéli
jsme perspektivu firmy v dlouho-
dobém horizontu,” fika Chmela.

Vse do kuchyné

Pri svych cestach do zahranici
méli o¢i otevrené a hledali inspiraci.
“Vidéli jsme, Ze o kuchynské zbozi je
velky zajem, tak jsme se rozhodli na
n&j zamérit,” fika Chmela. Do roku
1996 se firma postupné specializo-
valz na vée do kuchyné. Zpocatku
nakupovali vyrobky z jinych tovaren
po celém svéte a prodavali je pod
svou znackou. “Tady neni tradice
tohoto prumyslu, museli jsme hledat
fabriky jinde ve sveté. Dnes
spolupracujeme s vice nez stovkou
od Svropy a2 po Asii,” vysvétluje
Chmelz. Mezitim vsak zacali budovat
2rskeé studio a posledni
2znici vybiraji
tn& navrzenych
realzovanych znackou Tescoma.

Reklamu zacilit - ted! ¢ Advertising - ready, aim!

LOGO TESCOMY najdete témérf vSude. Firma pro své
zviditelnéni dél2 opravdu hodné a nejde jen o atraktivni
zpracovani cbald. Vedle pribézné tisténe inzerce
v Casopisech uréenych Zzenam, jako napriklad Vlasta,
Tescoma hojné vyuziva televize. Prvni televizni kampari na
vyrobky Tescoma se objevila jiz roku 1994 tésné po vzniku
néazvu. Reklama byla postavena na osobnosti hereCky
Heleny Rizickove a zahrnovala televizni spot, figuriny do
vyloh a samolepky. Druhou kamparn, zaméfenou na uve-
deni znacky do povédom, si firma nechala pfipravit
reklamni agenturou Ogilvy & Mather. Reklama rezirovana
Janem Hrebejkem zvana “Novy ¢esky muzikal”, kde se
také poprvé objevilo heslo firmy “Tescoma to ma!" b&Zela
mésic dvakrat denné na viech trech televizich: CT, Nové
i Primé. Petru Chmelovi, jednomu z vlastnikd, se dokonce
podarilo protlacit nazev reklamy mezi porady do tele-
vizniho programu. Posledni dva roky spolupracuje
Tescoma s televizi Prima. Jako generdlni partner poradu
“Prima varec¢ka" dodéva své produkty a podili se na
vyrobé kucharky, jejiz druhy dil se prave chystéa.
Pozoruhodny krok v reklamé u€inila spolecnost
letoSnim rokem — stala se generdinim partnerem fotba-
lového tymu FC Tescoma Zlin. “Chceme v reklamé zkusit
néco nového. Fotbal je popularni a je to jina cilova
skupina,” fika Chmela a na vysvétlenou dodava: “Drobné
nékupy sice délaji Zeny, ale o drazsich a vétsich rozhoduje
rodina." Ro¢né Tescoma na reklamu vyda asi tfi procenta
ze svého miliardového obratu.

eastern European countries, but also in Spain, France, and Tunisia.

The building blocks of success

Since Tescoma produces and sells in many locations around the world,
logistics is critical. The firm organizes an entire retail chain (from produc-
tion to retail sales, without wholesellers) and it uses no importers or dis-

YOU WILL FIND the Tescoma logo nearly everywhere. The
company does all it can to increase its visibility, and more
than attractive packaging is involved. Besides constant
print ads in women's magazines like Vlasta, Tescoma also
uses a lot of television advertising. The first TV campaign
for Tescoma products was aired back in 1994, shortly after
the name was born. The advertising was built on the per-
sonality of the actress Helena Rzikova, and it included a
TV spot, shop window displays, and decals. The second
campaign, focused on increasing brand awareness, was
prepared by Ogilvy & Mather. The advertisement was
directed by Jan Hrebejk and introduced the firm's motto,
“Tescoma has what it takes!" and ran twice daily for a month
on CT, Nova, and Prima. Petr Chmela, one of the owners,
was even able to squeeze the ad’s name into the list of
programs in the TV schedule. For the last two years Tesco-
ma has been working with TV Prima. As the general part-
ner of the program “Prima Cooking Spoon”, Tescoma deli-
vers its products and is taking part in the preparation of a
cookbook, the second part of which is nearing completion.
This year the firm took a remarkable advertising step -
it became a general pariner of the soccer team FC
Tescoma Zlin. “We want to try something new in advertis-
ing. Soccer is popular, and the target group is different,”
Chmela says, adding an explanation: “true, women make
small purchases, but when it comes to more expensive
acquisitions, the family decides.” Each year Tescoma
spends about 3% of its billion in sales on advertising.
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tributors, which allows it to control
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yrobky 2 its costs directly. Besides its Zlin
hmce, No icky na vareni, dale pak headquarters, the firm has a storage
k2sT0 ne zbozi. V Ceské # and administrative center nine kilome-

ters from Prague, right next to a high-
way, which allows great connections
with the world. A month ago
Tescoma also opened a new logis-
tics center in an industrial zone
on the east side of Zlin. The
center required an investment
of CZK 350 million, it has
state-of-the-art equip-
ment, and room for up
to 20,000 pallets.
Storage and distribu-
tion are controlled
by an SAP information system that
Tescoma began using last year and that
completely covers the company’s needs,
from accounting to marketing.
The firm places great emphasis on product
quality. “We have our own employees around
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ch fetézcich. Roku 1993

viena prvni zahraniéni pobocka Tescomy

vensku, o tfi roky pozdéji pak dvé dalsi v Polsku

v 1£30i. Dnes jde na vyvoz témér 40 % produkce a jeji zbozi
12zt nejen v zemich stfedni a vychodni Evropy, ale také ve
isku, Francii €i Tunisku.
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Stavebni kameny Gspéchu

Jelikoz Tescoma vyrabi i prodava na mnoha mistech po svéte, je pro ni
KiZovym logisticky systém. Firma si sama organizuje cely obchodni fetézec

2 nevyuziva zadnych dovozcl G distributort, coZ ji umoziuje primou kon-
=rolu nakladl. Kromé zlinské centraly mé firma skladovée a administrativni

Dobry design je zdklad ¢ Good design is the basis —

SOSLEDNI DVA ROKY prodava Tescoma zbozf FOR THE LAST TWO years Tescoma has been
sivofens viastinim Sestilennym tymem selling products designed by its own six-mem-
_ a grafikd pod vedenim Petra Stibory. ber team of designer and graphic artists under
| Srma navihala uiratit nemalé penize za ojedi- the leadership of Petr Stibora. The firm didn't
kiery po zadani parametr( vytvori hesitate to spend a great deal of money on a

| plas tyD. na némz pak designéfi unique piece of equipment which, once the

| mohou iestovat jeho vlastnosti a vymyslet, jak parameters have been entered, creates a plas-
= zoosonz 1. Nic neni ponechano nahodg, tic prototype, so that the designers can then
“oovane prototypy se déle zkousi | v domac- test its properties and try to find ways to

improve it. Nothing is left to chance, and the
refined prototypes are tested in households to
allow for the elimination of any defects. The
design work sometimes takes over a year, and
it also includes the creation of packaging. “It's
meticulous work, but it succeeds in the long
run," Petr Chmela insists, while tossing product
samples with resourceful, colorful packaging on
the table.
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the world to check on the manufacturing process,” Chmela stresses.
“Every product has its own card on which all of the information on it is
recorded. Random checks are also made in the warehouse.” Cuarantees
range from one to five years according to the type of product.
According to Chmela, the firm does not keep statistics on complzints.
because it is able to meet its goal, which is less than one percent of otz
products sold. Considering that in 2001 Tescoma sold more than 7 m&on
products, this is a remarkable achievement.

But when there are justified complaints about products, the compz-
ny policy is for the customer o
get a new product within one
week, even though the law
requires that manufacturers
resolve complaints within one
month. “We exchange defective
goods for new, one for ong, no
repairs,” claims Chmela, proudly
displaying a folder filled with
letters of thanks from satisfied
customers.

Provided the firm doesn’'t
slack off with services such as
these, it may be able to meet
its goal: to become number one
in the world in its field in three
to five years. m

stiedisko devét kilometri od Przhy hned vedle dal-
nice umoznuijici skvélé spojeni se svétem. Pred
meésicem také Tescoma oteviela nove logistické cen-
trum v prumyslové zoné na vychodni strané Zlina.
Centrum si vyzadalo investice 350 miliont K¢, je
moderné vybavené a poskytne az 20 000 pale-
tovych mist. Skladovani a distribuce je Fizena infor-
macnim systémem firmy SAP, ktery Tescoma zacala
vyuzivat v letodnim roce a jez kompletné zajistuje
potieby spole¢nosti od Ucetnictvi az po marke-
tingové vystupy.

Velky dtiraz firma klade na kvalitu vyrobk(. “Mame ve svéte viastni
zaméstnance, ktefi kontroluji vyrobni proces,” zdUraziuje Chmela. “Kazdy
vyrobek ma svou kartu, na kterou jsou zaznamenavany vechny udaje
o ném. Namatkoveé kontroly probihaji i ve skladu.” Zaruéni Ihtta se pohybuje
od jednoho do péti let podle druhu zbozi. Statistiku reklamaci si firma pry
nevede, jelikoz cil, aby jich bylo méné nez jedno procento, se podle Chmely ) ¢ of
dafi plnit. Vzhledem k tomu, Ze v roce 2001 Tescoma prodala pres 7 milionu LN o 'ﬂ s
kustl vyrobk, je to celkem uctyhodny uspéch. V pfipadé, ze vszk k oprav- -
néné reklamaci zbozi prece jen dojde, je pravidiem firmy, aby zakaznik mél ' , \ XUS,
nové zbozi do jednoho tydne, i kdyz zakonn Inlita stanovi vyrobci fesit ‘
reklamaci do jednoho mésice. “Reklamované zbozi vyménujeme za nove, kus
za kus, zadné opravy,” tvrdi Chmela a py3né ukazuje pofadac piny dékovnych
dopistl spokojenych zakaznikd.

Pokud firma v narocich na své sluzby nepolevi, snad by se ji mohlo poda-
fit dosahnout cile stat se v oboru do tfi az péti let jednickou na svété. m

o found the right market niche at the
right time

POHODLI

e spravné a véasné vymezeni prazd-
ného mista na trhu

@

e vydélané penize jsou reinvestovany @ money earned is reinvested into the

do rozvoje firmy
® spravné cilena reklama

e diraz na atraktivni design a vyso-
kou kvalitu vyrobkd

e optimalni kontrola nakladu tim, Ze
firma zajistuje vechny kroky
fetézce od vyroby po distribuci
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firm's development
 properly targeted advertising

® emphasis on attractive design and
high product quality

 optimal control of distribution costs
through abbreviated manufacture-
to-retail chain
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