
Appendix No. 4 to Regulation No. 159/2022 of the Rector of the WUEB 

of 11 October 2022 

 

 

SAMPLE FORMULATION OF A THESIS 

 

SAMPLE TABLE OF CONTENTS 

Table of Contents 

Introduction………………………………………………………………………………..………………………….…………4 

Chapter 1 

The essence and importance of a product 

strategy………………………………………………………….………………………………………………………….. 7 

 1.1. Concept and place of a product strategy in a corporate strategy structure………. 7 

 1.2. Basics of formation of a corporate strategy……………….………….…………………………. 14 

  1.2.1. Information bases………………………………………………………..………………………… 14 

  1.2.2. Procedures for the formulation of a product strategy ………………………… 17 

 1. 3. Types of product strategies………………….……………………………….………………..………. 19 

Chapter 2 

Company X's product strategies on the currently served market……………………………….. 24 

 2.1. Characteristics of the company X’s market…….………..………………………...…………… 24 

 2.2. Market penetration strategy…………………………………………………………………..…………27 

 2.3. Product modification strategy………………………………………………………………………… 30 

 2.4. Product innovation strategy…………………………………………………………………………… 34 

 2.5. Assessment of effectiveness of product strategies in the current market………… 38 

Chapter 3 

Company X’s product strategies in a new market ………………..…………………………………… 41 

 3.1. Product strategies targeted at new segments…….………………………………………….. 41 

  3.1.1. Market expansion strategy……………………………………..…………….…………… 41 

  3.1.2. Market expansion strategy based on product modifications……….…….. 42 

  3.1.3. Market growth strategy based on product innovations….…………………. 43 

 3.2. Product strategies in a new market………………………………………………………………… 44 

  3.2.1. Geographical expansion strategy………………………………………………….……. 44 

  3.2.2. Expansion strategy based on product modifications…………………..……… 46 

  3.2.3. Expansion strategy based on product innovations…………..….…………….. 48 

 3.3. Assessment of the effectiveness of product strategies targeted at new markets 50 

Conclusion………………………………………………………………….…………………….………………….…….. 54 

References ……………………………………………………………………..………………….……………….……… 56 



List of tables………………………………………………………………………….………………..……………….………59 

List of figures (diagrams, maps)……………………………………….………………..………………….……….. 60 

Appendices…………………………………………………………………..……………………………………………….. 63 

 

SAMPLE LIST OF TABLES AND FIGURES 

 

List of tables 

Table 1. Functional and structural property of foreign market research... .............................  22 

Table 2. Cognitive structure of international market segmentation... ....................................  38 

Table 3. Competitive forces in the segment and the attractiveness of the segment..............  43 

Table 4. Classification of criteria for international segmentation ...........................................  55 

Table 5. Sample criteria used in international segmentation... ...............................................  56 

List of figures 

Figure 1. Hierarchical structure of market and marketing research........................................  27 

Figure 2. International market and marketing research areas... .............................................  28 

Figure 3. Variants for segmentation of foreign markets... .......................................................  49 

Figure 4. The concept of two-stage segmentation of the international market... ..................  49 

Figure 5. Typology of microeconomic segmentation... ............................................................  51 

 

 

Rules for placing mathematical formulas in a thesis 

 

Equations and mathematical formulas shall be placed in a thesis with the use of equation 

editor functions. Formulas shall be continuously numbered within chapters or the entire thesis 

(1.1, 1.2 or 1, 2, respectively). 

Editorial requirements: the number of the formula aligned to the right in round brackets, 

centred. 

 

SAMPLE FORMULA 

 

To this end, the Spearman’s rank correlation coefficients has been applied, defined by the 

following equation: 

 

2

1

2 2

6

1
1

N

i

i
s

d

r
N N

 




, 
[ 1;1]sr  

    (1) 

here: id  – difference between the ranks corresponding to value ix and value iy
, 

  N – the size of the examined population. 
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Table 1. Characteristics and evaluation of product strategies targeted at new markets 

Characteristics 

features 

Geographical 

expansion 

Expansion based 

on product 

modifications 

Expansion based 

on product 

innovations 

Essence 

pursuit of the growth of 

sales of the existing 

product by entering new 

geographic markets 

expanding outlets for 

a modified product 

expanding outlets for 

a new product 

Dominant 

message 

- limited sales 

opportunities in the 

existing market 

- significant potential 

involved in the product 

- limited sales 

opportunities in 

the existing market 

- significant 

potential involved 

in the product and 

its modifications 

- limited innovation 

capacity of the 

current market 

- search for 

expansive 

developing 

markets giving an 

innovative 

company a chance 

to grow 

... ... ... ... 

Source: W. Wrzosek (ed.), Strategie marketingowe, Szkoła Główna Handlowa w Warszawie, 

Warszawa 2001, p. 127. 
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MODEL FIGURE 

 

Figure 1. Hierarchical structure of market and marketing research by spatial scope 

Source: own study or own study based on W. Wrzosek (ed.), Strategie marketingowe, Szkoła 

Główna Handlowa w Warszawie, Warszawa 2001, pp. 127-129. 
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