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Abstract: This paper examines the competitive environment and 
strategic factors influencing companies in the tempered glass market. 
It critically evaluates challenges related to innovation, cost-efficiency, 
and market adaptability while identifying theoretical and practical 
contributions to strategic management research. By incorporating 
primary and secondary data, including structured interviews and 
market reports, the study employs SWOT and PEST analyses to assess 
competitive positioning. The novelty of this study lies in integrating 
contemporary strategic frameworks with empirical data from niche 
market participants. Findings highlight that investment in digital 
marketing, sustainability initiatives, and advanced coatings significantly 
enhances competitiveness. However, price competition and supply chain 
volatility remain critical threats. The paper underscores the importance 
of adaptive strategies, digital transformation, and regulatory alignment 
to sustain a competitive advantage.
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1 Introduction

In the past decade, much research has focused on the dynamic nature of the 
tempered glass market, particularly the role of technological advancements and 
marketing strategies in shaping competitive advantages. Studies emphasize 
the importance of product innovation, such as advanced coatings, and the 
integration of digital marketing tools to enhance customer engagement. 
Additionally, research has examined the impact of global trends, including 
sustainability and e-commerce growth, on the operational and strategic 
decisions of companies in this sector. These efforts provide a strong foundation 
for understanding the interplay between market forces and business strategies 
in the tempered glass industry.

Despite this extensive research, it remains unclear why certain companies 
succeed in establishing a robust market presence while others face challenges 
in remaining competitive. Limited attention has been given to the combined 
analysis of internal factors, such as innovation and marketing budgets, 
alongside external influences, including regulatory changes and consumer 
preferences. Existing studies often focus on either internal capabilities 
or external market forces in isolation, lacking a holistic perspective that 
integrates both dimensions. This gap in the literature highlights the need for 
a more comprehensive approach to evaluating the strengths, weaknesses, 
opportunities, and threats that define the competitive landscape of the tempered 
glass market.

The purpose of this study is to address this gap by analysing the competitive 
environment of companies in the tempered glass market through a 
comprehensive SWOT and PEST analysis. While SWOT and PEST analyses 
have been widely applied in strategic management research, this study 
provides a novel contribution by integrating both frameworks to assess the 
interconnections between internal company strategies and external market 
conditions. This approach allows for a deeper understanding of how companies 
adapt to a rapidly changing industry landscape and leverage competitive 
advantages.

By examining internal and external factors in tandem, this research aims to 
uncover the key drivers of success and the challenges faced by businesses in this 
industry. The study contributes to the field of economics and management by 



EKONOMICKÉ ROZHĽADY – ECONOMIC REVIEW, 2025, 54(1), 20 ─ 35
 https://doi.org/10.53465/ER.2644-7185.2025.1.20-3522

offering empirical insights that enhance strategic decision-making processes. 
It also highlights the importance of strategic adaptability and innovation 
as critical factors in sustaining long-term competitiveness. The structure 
of this work includes a literature review, a detailed methodology outlining 
data collection and analysis, a presentation of results through comparative 
and analytical perspectives, and a conclusion summarizing the practical 
implications of the findings.

2 Literature review

The tempered glass industry has increasingly become a focus of research due 
to its intersection with technological advancements and marketing strategies. 
Studies emphasize that product innovation, including anti-reflective coatings 
and oleophobic layers, plays a critical role in differentiating tempered glass 
products within competitive markets (Johnson et al., 2011; Armstrong et 
al., 2021, Pollák et al., 2021). Investments in research and development are 
identified as pivotal to maintaining market relevance and addressing evolving 
customer needs (Koroleva & Novak, 2020; Chen & Wang, 2019).

Pricing strategies in the tempered glass market are frequently linked to 
perceived product value. Premium pricing, supported by innovative features, 
enhances brand reputation but may limit access to cost-sensitive segments 
(Keller & Kotler, 2015; Huang & Sarigöllü, 2012; Straková et al., 2021). On 
the other hand, competitive pricing models are often employed to penetrate 
broader markets, albeit with potential risks of initiating price wars (Porter, 
2008; Reynolds et al., 2018). The strategic bundling of tempered glass with 
complementary products can also serve as a differentiation tactic, reinforcing 
competitive advantage (Savaete, 2021).

Distribution channels also play a significant role in market positioning. The 
growing importance of e-commerce platforms highlights the shift toward digital 
marketplaces, which offer broader accessibility and cost efficiency (Chaffey & 
Ellis-Chadwick, 2019; Park et al., 2016). Traditional retail channels, however, 
remain vital for reaching local markets, especially in regions where digital 
adoption is lower (Blois & Ryan, 2012; Scott, 2015).

Marketing communication strategies are evolving with the integration of 
digital tools. Social media campaigns and collaborations with influencers 
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have been shown to enhance customer engagement and brand visibility in the 
tempered glass sector (Järvinen & Taiminen, 2016; Kotler, 2019). Effective 
promotion strategies are critical for translating technological innovations 
into customer value and increasing market share (Scott, 2015; Koroleva & 
Novak, 2020). Personalized marketing approaches, leveraging data analytics 
and AI-driven recommendations, further strengthen customer relationships 
and drive conversions. Moreover, omnichannel strategies that integrate online 
and offline touchpoints help create a seamless brand experience, enhancing 
customer loyalty (Pennetier & Yu, 2024).

Analyses of market dynamics underscore the impact of external factors such as 
regulatory changes and technological trends (Pollák et al., 2020). Regulatory 
support for environmentally friendly materials creates opportunities for 
tempered glass manufacturers to align with sustainability trends (Johnson et 
al., 2011; Koroleva & Novak, 2020). At the same time, rapid technological 
advancements demand agility in adapting to new production methods and 
product features (Armstrong et al., 2021; Chen & Wang, 2019).

The literature suggests that competitive advantage in this industry is achieved 
through a combination of innovation, strategic pricing, effective distribution, 
and advanced marketing communication. These elements collectively address 
the dual objectives of meeting customer demands and sustaining market 
competitiveness (Porter, 2008; Keller & Kotler, 2015). Businesses that embrace 
digital transformation can streamline operations and enhance customer 
engagement through data-driven decision-making. Moreover, fostering strong 
partnerships across the supply chain not only enhances operational efficiency 
but also contributes to resilience and responsiveness to market fluctuations 
(Tsai et al., 2024).

3 Methodology

The objective of this scientific article is to analyse and interpret the key 
factors shaping the competitive environment of companies in the tempered 
glass market. The study aims to identify strengths, weaknesses, opportunities, 
and threats (SWOT) that influence strategic decision-making and provide 
actionable insights for improving market positioning and operational strategies.

SWOT and PEST analyses were chosen as the primary analytical tools 
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due to their ability to comprehensively assess both internal company 
factors and external market influences. The SWOT analysis provides a 
structured framework for evaluating a company’s strategic position, while 
the PEST analysis enables the identification of broader economic, political, 
technological, and social factors that shape market dynamics. By combining 
these approaches, the study ensures a holistic evaluation of competitive forces, 
making them particularly relevant for examining market trends and business 
strategies in the tempered glass industry.

The data used for this study were collected through a combination of primary 
and secondary sources to provide a comprehensive analysis of the competitive 
environment and strategic factors influencing companies in the tempered 
glass market. Primary data were obtained through structured interviews with 
senior managers from three selected companies specializing in tempered 
glass production. These interviews focused on their marketing strategies, 
operational challenges, and future growth plans. Additionally, a survey was 
conducted among industry professionals to validate the insights gathered from 
the interviews. Secondary data were sourced from publicly available financial 
reports, market analyses, and industry publications. These sources provided 
quantitative and qualitative information on market trends, competitive 
dynamics, and regulatory influences.

The selection of companies was based on their market positioning, product 
portfolios, and innovation levels. The analysed companies, referred to 
as Company A, Company B, and Company C, all operate within the same 
tempered glass industry and compete in the same market. However, they were 
chosen for their distinct strategic approaches and differentiation in key areas:

•	 Company A is a premium brand that focuses on high-quality, 
technologically advanced tempered glass with features such as anti-reflective 
coatings. It has a strong online presence and extensive retail network but 
faces challenges related to premium pricing and cost competition.

•	 Company B is a cost-focused competitor that prioritizes affordability 
and market penetration through traditional retail channels. It does not 
invest significantly in innovation and has minimal digital marketing efforts, 
making it vulnerable to technological shifts.

•	 Company C balances innovation with affordability, offering mid-tier 
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products with oleophobic coatings and custom designs. It has a growing 
digital presence and diversified distribution channels but faces challenges 
in brand recognition and financial investment in large-scale marketing 
campaigns.

The research seeks to answer the following question: What are the key 
strengths, weaknesses, opportunities, and threats shaping the competitive 
environment of companies in the tempered glass market, and how can these 
factors guide strategic decision-making?

The collected data were analyzed using the following methodologies:

•	 SWOT analysis: This method was applied to identify each company’s 
strengths and weaknesses, as well as external opportunities and threats for 
each company. Inputs from interviews, surveys, and secondary sources 
were systematically categorized into SWOT components.

•	 PEST analysis: This method was applied because it provides a 
systematic framework for identifying external factors that influence 
the business environment of the companies being analysed. It helps 
researchers understand how political regulations, economic conditions, 
social trends, and technological innovations shape their strategic decisions 
and competitiveness. This approach contributes to a deeper understanding 
of the competitive landscape by identifying key drivers that affect the 
companies' operational and strategic directions.

•	 Comparative analysis: This analysis was conducted to juxtapose 
the competitive advantages and limitations of the three companies. By 
evaluating their marketing strategies, innovation levels, and distribution 
channels, the study aimed to uncover patterns that differentiate market 
leaders from competitors.

The SWOT and PEST analyses were conducted using a systematic coding 
process, whereby qualitative data from interviews and surveys were 
transcribed and categorized. Quantitative data, such as financial figures and 
market performance metrics, were integrated into the analyses to provide a 
balanced perspective. The comparative analysis relied on visual representation 
techniques, such as tables, to highlight key differentiators between companies.
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The findings are presented through a combination of tables and textual 
analysis. Tables summarize the SWOT and PEST analyses for each company, 
while comparative insights are structured to provide a clear understanding of 
competitive dynamics. Visual aids, including graphs and charts, are employed 
to illustrate market trends and company-specific differentiators.

4 Results and discussion

Table 1 highlights the main strengths and weaknesses of the companies 
analysed.

Table 1: Strengths and Weaknesses

Factor Company A Company B Company C

Product quality High-quality, durable 
glass Standard quality Moderate quality 

with niche features

Innovation
Anti-reflective coatings, 

premium designs
No innovations

Oleophobic 
coatings, custom 

designs

Marketing budget Substantial investment in 
branding Minimal budget

Moderate budget 
focusing on digital 

channels
Distribution 

channels
Strong online presence 

and retail networks
Reliant on physical 

retail
Balanced online and 

retail strategies

Brand reputation Established premium 
brand

Limited market 
recognition

Emerging brand 
with innovation 

focus
Source: Authors.

These findings highlight the importance of investing in technological 
innovations and diversified distribution channels to maintain a competitive 
edge.

Table 2 provides an overview of the main opportunities and threats identified 
based on primary and secondary data.
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Table 2: Opportunities and Threats

Factor Company A Company B Company C

Technological 
progress- 

opportunities

Expansion in 
nanotechnology-
based products

Adoption of 
basic automation 

technologies

Innovative coatings 
development

Technological 
progress- threats

Competitor 
advancements

Limited R&D 
investment

High dependency on 
suppliers

Market trends- 
opportunities

Expansion 
into premium 
e-commerce 

segments

Increased retail 
partnerships

Strong position in 
online markets

Market trends- 
threats

Price sensitivity of 
premium customers

Intense price 
competition

Changing consumer 
preferences

Regulations- 
opportunities

Leverage eco-
certifications

Compliance with 
minimum regulations

Positive reception of 
sustainable products

Regulations- threats Higher production 
costs

Potential penalties 
for non-compliance

Stricter 
environmental norms

Global factors- 
opportunities

Export opportunities 
to luxury markets

Penetration into local 
low-cost markets

Access to emerging 
markets

Global factors- 
threats

Global economic 
instability

Volatility in raw 
material prices

Unstable logistics 
systems

Source: Authors.

Table 3 presents a PEST analysis for Companies A, B, and C, emphasizing 
how external factors impact each business.

Table 3: PEST analysis

Factor Company A Company B Company C

Political factors
Benefiting from 

stable regulations for 
premium products

Challenges due to 
minimal government 

support

Opportunities from 
eco-policy incentives

Economic factors
Thriving in high-
income customer 

segments

Competing in cost-
sensitive markets,

Leveraging 
e-commerce growth 
in diverse regions
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Social factors
Premium product 

demand among eco-
conscious consumers

Preference for 
affordable alternatives

Rising demand 
for sustainable 

innovations

Technological 
factors

Leadership in 
advanced coatings 

innovation

Lagging in adopting 
new technologies

Development of 
mid-tier automated 

solutions

Source: Authors.

For additional insight, a comparative analysis of the three major competitors 
in this sector was conducted. Table 4 summarizes their main competitive 
advantages.

Table 4: PEST analysis

Company Competitive advantage Limitations

Company A
Strong brand, high product 

quality
Higher prices

Company B Low price, availability in retail 
networks Low investment in innovation

Company C Innovative products, diverse 
channels Weaker marketing budget

Source: Authors.

The results of this analysis highlight the need for a combination of high-quality 
products, competitive pricing, and effective communication with customers.

The findings of this study clearly show that companies in the tempered 
glass market are navigating a highly competitive landscape influenced by 
technological innovation, evolving customer expectations, and external 
market dynamics. This study examines the key strengths, weaknesses, 
opportunities, and threats (SWOT) faced by these companies, alongside the 
impact of external factors using PEST analysis. By examining these elements, 
the research aims to provide actionable insights for strategic decision-making 
in this dynamic industry.

The findings highlight several crucial aspects that define the competitive 
environment of companies in the tempered glass market. One of the most 
significant factors is innovation. Companies that invest in advanced 
technologies such as anti-reflective coatings and oleophobic layers gain a 
competitive advantage by offering differentiated, high-quality products that 
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meet the evolving demands of consumers (Johnson et al., 2011; Armstrong 
et al., 2021). For instance, Company A, with its strong focus on innovative 
coatings, maintains a high level of product quality, contributing to its 
premium brand reputation. Conversely, companies with limited R&D efforts 
(e.g., Company B) struggle to innovate and face challenges in remaining a 
competitive edge.

These findings align with previous research indicating that technological 
advancements serve as a key driver of competitiveness in the industrial 
materials sector (Koroleva & Novak, 2020). However, while earlier studies 
have primarily focused on large-scale manufacturers, this research adds to the 
literature insights specific to niche markets, where brand differentiation and 
targeted marketing strategies play a more significant role (Park et al., 2016; 
Pollák et al., 2021). Additionally, the role of sustainability in competitive 
strategy has been highlighted by recent studies (Chaffey & Ellis-Chadwick, 
2019), supporting the observation that companies aligning with eco-friendly 
trends gain long-term market advantages.

The study was limited by the scope of the selected companies, and further 
research could include a broader range of companies across different regions 
or market segments. Additionally, longitudinal studies could be conducted to 
assess long-term trends and the impact of technological advancements and 
regulatory changes on market competitiveness. Future research could also 
explore the influence of external factors, such as geopolitical risks or emerging 
markets, on the competitive environment of tempered glass companies.

The research findings directly address the research question, confirming that 
understanding and strategically managing the key strengths, weaknesses, 
opportunities, and threats can effectively shape the competitive environment of 
companies in the tempered glass market. The analysis of these factors reveals 
how each element—strengths, weaknesses, opportunities, and threats—
interacts to influence a company’s market position and strategic decisions.

1.	 Strengths - Companies with high product quality and innovative 
features, such as anti-reflective and oleophobic coatings, demonstrate strong 
competitive advantages. For example, Company A excels in maintaining a 
strong market position through superior product offerings, an established 
brand reputation, and robust distribution channels. This position allows it to 
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command premium pricing and achieve higher customer satisfaction. These 
findings are consistent with research by Keller & Kotler (2015), which 
emphasizes the importance of brand equity in sustaining a competitive 
edge.

2.	 Weaknesses - Conversely, companies like Company B face challenges 
with innovation and have limited market recognition due to lower investment 
in R&D. This restricts their ability to cater to high-end customer segments 
and reduces their overall market presence. Previous studies on small and 
medium-sized enterprises (SMEs) suggest that insufficient investment in 
innovation is a major barrier to competitiveness (Porter, 2008).

3.	 Opportunities - Companies that leverage technological advancements 
and align with sustainability trends, such as eco-certifications, open doors 
to new market opportunities. For instance, Company C is well positioned 
in online markets by focusing on innovative, sustainable product offerings 
and maintaining a balanced approach between retail and digital channels. 
Additionally, the growing demand for e-commerce in diverse regions 
offers companies the opportunity to expand their customer base effectively 
(Park et al., 2016). These findings align with research indicating that 
digital transformation is a key factor in market expansion for industrial 
manufacturers (Chen & Wang, 2019).

4.	 Threats - The tempered glass market is also exposed to several threats, 
including intense price competition and fluctuating raw material prices. 
Companies like Company B risk entering price wars as they rely on low-
cost strategies to penetrate broader markets, which can potentially harm 
profit margins. Moreover, regulatory changes and increased environmental 
standards pose challenges for compliance and potential production costs, 
which may limit companies’ adaptability (Porter, 2008; Reynolds et al., 
2018). These challenges are in line with previous studies that emphasize 
the impact of regulatory shifts on cost structures within the industrial sector 
(Scott, 2015).

Understanding these elements allows companies to craft targeted strategies 
that address specific challenges and opportunities. For instance, leveraging 
innovation in coatings and maintaining strong distribution networks can 
enhance competitive positioning. Additionally, implementing effective 
marketing and pricing strategies tailored to both premium and cost-sensitive 
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markets enable firms to sustain growth while navigating competitive pressures. 
Furthermore, aligning business operations with technological and regulatory 
trends ensures long-term sustainability and adaptability to market changes. 
The study extends prior research by providing empirical evidence from a niche 
industry, illustrating how companies can strategically position themselves 
amidst shifting competitive dynamics.

5 Conclusion

This study provides a comprehensive analysis of the competitive environment 
in the tempered glass market, focusing on the strengths, weaknesses, 
opportunities, and threats faced by companies. The research findings 
contribute significantly to practical applications, offering actionable insights 
for businesses seeking to enhance their market positioning and operational 
strategies. Additionally, this study advances research in economics and 
management by integrating competitive strategy theories with empirical 
data from a niche industrial sector. It provides a nuanced understanding of 
how companies navigate industry challenges, combining SWOT and PEST 
analyses to assess internal and external factors simultaneously.

The analysis highlighted the critical role of innovation in achieving a 
competitive advantage. Companies investing in advanced technologies, such 
as anti-reflective and oleophobic coatings, successfully differentiate their 
products, meeting evolving customer demands and establishing a strong 
market presence. For example, Company A leverages high-quality products 
and a robust distribution network to maintain a premium brand reputation, 
whereas companies like Company B, with limited R&D investments, struggle 
to compete in higher-value market segments.

Opportunities in the tempered glass market are largely driven by technological 
advancements and sustainability trends. Aligning with eco-friendly practices, 
such as adopting eco-certifications, allows companies to tap into emerging 
markets and appeal to environmentally conscious consumers. Furthermore, the 
growing demand for e-commerce provides a significant avenue for expansion, 
particularly for companies like Company C, which effectively balance digital 
and retail distribution channels.

However, the market is not without its challenges. Intense price competition 
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and fluctuating raw material costs remain significant threats. Companies 
relying on low-cost strategies risk eroding profit margins, while compliance 
with stricter regulatory standards could increase operational expenses. These 
factors underscore the need for adaptable strategies that mitigate risks while 
capitalizing on opportunities.

Despite its contributions, this study has several limitations. First, the sample 
size is relatively small, focusing on three companies, which may not fully 
capture the diversity of competitive dynamics in the tempered glass industry. 
A broader dataset covering multiple companies and geographic regions would 
improve generalizability. Second, the study examines market conditions at a 
specific point in time, limiting its ability to assess long-term strategic shifts. A 
longitudinal study could provide deeper insights into evolving industry trends 
and how firms adapt over time. Third, while the SWOT and PEST frameworks 
are valuable tools for competitive analysis, future research could incorporate 
additional analytical models, such as Porter’s Five Forces or value chain 
analysis, to provide a more detailed strategic perspective.

Future research should also explore the role of artificial intelligence and 
automation in shaping competitive advantages in the tempered glass market. 
The increasing integration of smart manufacturing processes could significantly 
influence cost structures and product innovation. Furthermore, investigating the 
impact of geopolitical factors and global supply chain disruptions on tempered 
glass manufacturers would provide a more comprehensive understanding of 
external threats and opportunities.

In summary, the findings of this study underscore the importance of balancing 
innovation, market alignment, and strategic adaptability. By leveraging 
technological advancements, aligning with regulatory and consumer trends, 
and crafting targeted marketing strategies, companies can effectively navigate 
competitive pressures and sustain long-term growth. This research serves 
as a valuable guide for industry stakeholders in making informed decisions 
that enhance their competitive edge and market resilience. Additionally, by 
addressing the identified limitations and expanding future research directions, 
this study lays the groundwork for further advancements in strategic 
management within niche industrial markets.
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