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Positioning

e Zpusob vnimani produktu/znacky zakaznikem v
porovnani s vyrobky konkurence.

*\/ytvoreni unikatni prodejni pozice v hlavach
spotrebitelu.

111 Casto si pletete s distribuci!!!




Brand Brand
essence purpose

Brand Value
promise proposition

Brand DNA




1. Produkt nebo
znacka existuje

2. Co si 0 nas
zakaznici mysli?
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Positioning

Zpusob vnimani produktu/znacky zakaznikem v
porovnani s vyrobky konkurence.




Positioning

* Positioning musi byt jasny a velmi konkrétni.

* Nejpouzivanejsim nastrojem positioningu je
proces rizeni znacky.




Pripadova studie STP
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* VVice nez 50% trzni podil na globalnim trhu damskeho holeni.
* Od vedlejsiho produktu ke globalni jednicce.
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Gillefte

for Women

Venus

* Nejdrive se jednalo o variaci muzského holiciho
strojku, ktery mel pouze pozmeénenou barvu a obal.

Pripadova studie

e Postupneée vsak diky intenzivnimu marketingovému
vyzkumu poreb zakaznika (zakaznic), pravidelného
testovani prototypu k cesté za dokonalym designem,
obalem i reklamami vyvinuli produkt, ktery unikatnim
zpusobem uspokojuje potreby zen, nikoliv muzu jako
jiné produkty Gillette.
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Gillette

for Women

NnUS.

Pripadova studie

* Marketingovy vyzkum potreb

* Holeni plochy 9x vetsi nez je muzska tvar
* naroky na kvalitu britu

* Holeni pri pouziti tekouci vody ve sprse
* naroky na vlhcici prouzky
* naroky na bezpenove holeni

* Holeni jinak zakrivenych casti téla
* naroky na hlavice
* naroky na drzeni strojku




Gillefte

for Women

Venus

e Zena v praméru zméni drzeni strojku b&hem holeni 30x.

* Proto byla rukojet pogumovana, vyvinuta v ergonomickém
designu a prizpusobena pro ruzné uchopy.

e /de se ovsem vyvoj nezastavil.

* \/ Gilette velmi rychle pochopili, ze v segmentu zen jsou
dalsi subsegmenty.

* Pripravilli ctyri varianty Gilette Venus dle téchto segmentu,
které byly definovany na zaklade frekvence pouzivani a

Pripadova studie STP

ocekavaneho uzitku.
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Positioning — percepcni mapy

*\VVnimani znacky lze merit v mape vnimani
*\/nimani = percepce

VA A 4

* Na osy vynasime ruzné veliciny napriklad:

* V\/nimanou cenu (kolik si respondent mysli, ze znacka stoji)
* /nimanou kvalitu (body ¢i znamka vnimané kvalite)

 Dalsi atribut Ize vlozit k velikosti kruhu v mapé

&



Percepcni mapa: priklad
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Positioning — percepcni mapy

* Dalsi priklad pouziti jsou skaly s protipoly
* Sportovni - - - - - Konzervativni
* NObl - - - - Prakticke




Percepcni mapa: priklad 2
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Positioning — percepcni mapy

*\/ percepcni mape tedy vidime 4 zasadni
informace:
e Jaké atributy jsou pro vnimani znacky dulezité
* Jak si stojime na techto atributech
* Kdo je nas blizky konkurent
*Kde je na trhu jesté misto k positioningu

* Pripomina nam to analyzu 3C z prednasky o analyze prostredi?

&



Percepcni mapa: priklad 3
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Produktova inovace

* \/yrobce tavenych syru pod znackou Dairy Lea.
* \/yzkum mezi zakazniky s tématem skolnich svacinek.
* Focus Group s rodici i detmi.

* Insight:
* Svacinka v UK obsahuje tri veci: sendvic, piti a ,,3rd thing”.

* Dale zkoumali vsechny ,,3rd things” a parametry pro
hodnoceni rodici a detmi.

o Zjistili dva dulezité parametry pro zakazniky (rodice) a
spotrebitele (deéti)




Nutricni hodnota
(dulezita pro rodice

Zabava jist
(dulezite
pro déti)

Nasledna kampan: https://www.youtube.com/watch?v=SscMQ7CxcHc



https://www.youtube.com/watch?v=SscMQ7CxcHc

Mantra skveleho positioningu

Coje B s s EASERIE
zadoucipro ostry o o
zakazniky kort;kurencm sliby

Skvely
positioning

relevantni




/ebtik benefit(

The
Benefit
Ladder

The final step covers emotional
Emotional benefits, like ‘peace of mind,
Benefits increased confidence.

Now it's more about what the product
can do for the customer - 'solve your
problem’, 'makes your process more
productive, for example.

Customer
Benefits

Still focused on itself, the product
Product benefits could be anything from 'simple
Benefits touse' to 'great value for money.

T We're talking basic product features, and

= possibly what it does and how it works.

At this level, we're just broadcasting the

The Product existence of the product, or service.
(or Service)



The

The final step covers emotional

I
5\ https://www.youtu
wmao!emg!ts. v i - be.com/watch?v=K Be n eﬁ t Emotional b€ﬂ€f\t$, like ‘peace of mind’,
r1yCl6oxio Renefits increased confidence.
Ladder

>

Now it's more about what the product
can do for the customer - 'solve your
problem’, 'makes your process more
productive, for example.

Customer
Benefits

https://youtu.be
/FODPzxzdaEs?s

@LLBAC

Still focused on itself, the product

I=XyGSSwvwaua ) )
4 4 KCZeg — Product benefits could be anything from 'simple
Benefits touse'to 'great value for money.

*

i

Ereriee We're talking basic product features, and
possibly what it does and how it works.

Features

At this level, we're just broadcasting the

The Product existence of the product, or service.
(or Service)


https://youtu.be/FODPzxzdaEs?si=XyGSSwvwauaKCZeg
https://youtu.be/FODPzxzdaEs?si=XyGSSwvwauaKCZeg
https://youtu.be/FODPzxzdaEs?si=XyGSSwvwauaKCZeg
https://youtu.be/FODPzxzdaEs?si=XyGSSwvwauaKCZeg
https://www.youtube.com/watch?v=Kr1yCl6oxio
https://www.youtube.com/watch?v=Kr1yCl6oxio
https://www.youtube.com/watch?v=Kr1yCl6oxio

Co je znacka™”










Smontuju si sam = usetrim
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Kdyz mas hlad nejsi to ty!




Dej si pauzu dej si
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Priradili spravné k ¢okoladé Prifadili spravné k ¢okoladé Priradili spravné k ¢okoladé Priradili spravné k ¢okoladé
Kinder? Toblerone? Lindt? Milka?




/Nnacka

Znacka je to co vam zustane, kdyz vam shori fabrika!




Dulezité charakteristiky znacky
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* Logo R * Brand recall
e Tvar * Brand recognition

* Nazev 3
Lol * Image znacky

B * Mnozstvi asociaci
e \V&t3 * Sila asociaci

» PFib&h znacky

e /nelka

* Obal




Rozpoznatelnost zvysuje salianci
Znacky.

Salientni znacka nebo produkt lidem
pbezdecne vytane jako vhodné reseni
jejich aktualni potreby.

Vice zde: https://www.behaviolabs.com/cs/blog/case- %

study-misto-loajality-radsi-budujte-symboly-znacky



https://www.behaviolabs.com/cs/blog/case-study-misto-loajality-radsi-budujte-symboly-znacky
https://www.behaviolabs.com/cs/blog/case-study-misto-loajality-radsi-budujte-symboly-znacky

Jednoduchost Na kazdém rohu

Nizsi kvalita Bezneé

obleceni

. , Teta Klara
Vzdy to same

@% Asociace se zhackou




BEST GLOBAL BRANDS 2022

Top 20

01
Apple

+18%
482,215 Sm

i

06
Toyota

+10%
59,757 Sm

&

1l
McDonald’s

+6%
48,647 Sm

16
Instagram

+14%
36,516 Sm

02
Microsoft

+32%
278,288 Sm

= Microsoft

o7
Coca-Cola

0%
57,535 Sm

Cttsty

Tesla

+32%
48,002 Sm

T=E=SLA

17
Facebook

-5%
34,538 Sm

FACEBOOK

VIEW ALL 100 BEST GLOBAL BRANDS =

03
Amazon

+10%
274.819 Sm

amazon

08
Mercedes-Benz

+10%
56,103 Sm

13
BMW

+11%
46,331 Sm

18
IBM

+3%
34,242 Sm

.llll

Zdroj: https://interbrand.com/best-brands/

04
Google

+28%
251,751 Sm

Google

09
Disney

+14%
50,325 Sm

%fsnep

14
Louis Vuitton

+21%
44508 Sm

LOUIS VUITTON

19
Intel

-8%
32,916 Sm

intel.

05
Samsung

+17 %
87,689 Sm

SAMSUNG

10
Nike

+18%
50,289 Sm

"r/’

15
Cisco

+14%
41,298 Sm

NI
CISCO

20
SAP

+5%
31,497 Sm

SAP4
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Dekuji za pozornost
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