Zaklady marketingu v obchode



Mobilni a online marketing

Buzz marketing, world-of-mouth
Holisticky marketing, green marketing

Guerilla marketing

Event marketing

Neuromarketing, behavioralni a emocialni marketing

dm drogerie markt
Ceska republika @

o
Hlavni stranka
Informace
Fotky
Hodnoceni
Prispévky
Videa
udalosti
YouTube
Netiketa

dm v EVIope
Jmpressum
obchod
Lokality

Komunita

Glokalni marketing

b Tohle se mi fit v

N Sleduit v | & Sditet

(5]

dm dm drogerie markt Ceska republika

Aldem ettt
WWivafejte navyky. Detemisone. ®

1885V dito vleduie
Nakupovat panskou drogerii v dm neni stabost

AL To Se Nt Oton Kovaikon a2 dalim
plaetim
%3¢
U nas najdete vie pro muze na jednom miste v prodejng i na webu
dm czmens-word.
#DbalOSebeNeniSiabost

\ntormace

o 31008

@) Otgiie odpovt. BEnemnKgiikatdin

Sanka i enoitenat.tenna 20t

Siranky, Ker s (o strance

d amdrogere g Tosem @
e

_— b Tosemi®
o Baled
Beed

00 "\a‘\\'.»'"\sv:a'\k‘/l‘a ads

4 drogerte Nlose®
am,
-

(]
o sdet
A ovomentovdt

I
p—
| —
I

i
(QED I e
O =

— b=



(7 SYLLABL

2

)

$28.16
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m CHOOSE NUMBERS WITH FEWER SYLLABLES

m DISPLAY PRICES IN A SMALLER FONT SIZE
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Glokalizace - Think global, act local

Priklady pochybeni v mezinarodnim marketingu

Chyby v prekladech sdéleni

Precenéni informativni slozky reklamy (emocionalni slozka)
Chyby ve volbé barev

Chyby ve volbé medii

Rozhodovani o naCasovani reklamni kampané (vanoce)
Rozhodovani o frekvenci uvadéni reklamy (zahlceni, nedostateCné)
Intervence statu (viz. legislativni omezeni)

Rozhodovani o marketingové agenture (v zavislosti na mife adaptace)
Nerespektovani Zivotniho cyklu produktu (informacni pfi zavadéni...)




Topical marketing

 vyuziti aktualniho deni ke kampani
odkazujici na konkrétni udalost Ci pribeh

« piggybacking buzz

* newsjacking

 culture surfing

« ziskani pozornosti

It could be a
long wait Felix...
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5

Have a break, have a

What do we say to

weak bonds?

A

“Not Today”

HARD BREAKFAST?
SOFT BREAKFAST?
NO BREAKFAST?
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Topical marketing

YOU CAN STILL DUNK IN THE DARK (3652

(5555
7

» Digitalni media

 Nehodi se pro kazdou znacku
« Viip, kreativita (Humour Effect)
 Nacasovani

« Jaky typ udalosti vyuzit?

In case you're bored
during the storm.

20% FOR
OFF NEXT
EVERY- 36
THING HOURS
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Marketingove prostredi



Osnova

» Prostredi podniku: makro- a mikroprostredi

» Vysvétleni prislusnych analyz
= SWOT analyza,
= PEST analyza,
" Porterova analyza péti konkurencnich sil
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Marketingove prostredi

Aktéeri a sily, které ovlivhuji schopnost se rozvijet a udrzovat
uspesné transakce a vztahy s cilovymi zakazniky firmy

3 Casové horizonty
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Mikroprostredi

Zakaznici

,Mikroprostredi
zahrnuje nejblizsi
ucastniky spolecnosti,
kteri ovlivnuji jeji Dodavatelé
schopnost obsluhovat .
své trhy.“ Podnik
(Kotler)

Prostrednici

(Firemni prostredi)

Business Customer Government / \

B2B caB Verejnost Konkurence

Business

Customer

Government

|

e
I

i

(QED I e
O =
— =i



Vnitrni prostredi podniku (vlastni prostredi)

» Vrcholovy management
» Vnitropodnikové Utvary

» Podplrné servisni procesy
» SmisSené organizace

Analyza vnitrniho prostredi sestava z:

* hodnoceni realizace strategickych cilt firmy,

* financni situace a schopnosti,

e vyrobnich operaci,

* techniky a technologie uvnitf firmy,

* marketingu, prodeje, prodejniho servisu,

* lidskych zdrojl, urovné fizeni a organizace prace,

* image a goodwillu firmy,

* hodnoceni silnych a slabych stranek podle nastroji marketingového mixu
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Makroprostredi

(Kotler a Armstrong): @c\w

Demograficke prostredi
Ekonomickeé prostredi
Prirodni prostredi Ecolabel
Technologickeé prostredi
Politicke prostredi
Kulturni prostredi
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CATEGORY

Slang terms

Social markers

Iconic cars

Iconic toys

Music devices

Leadership
style

Ideal leader
Learning style
Influence/advice

Marketing

We prefer
proper English
if you please

Age:

World War |l

O 7 (e

Model T Ford

e

Roller skates

Record player

A

Controlling
Commander
Formal
Officials

Print (traditional)

BABY BOOMERS

Be cool

Peace Groouy

Moon landing

Ford Mustang

Audio cassette

A

Directing
Thinker
Structured
Experts

Broadcast (mass)

GENERATION X

Dude Ace
Rad As if
Wicked

Born;
Age: 4

Stock market crash

Holden Commodore

~
e
g

Rubix cube

Walkman

—QC

Coordinating
Doer
Participative
Practitioners

Direct (targeted)

GENERATION Y

Bling Funky
Foshizz

Whassup?

Born:
Age:

B

September 11

Toyota Prius

BMX bike

iPod

Q@
Guiding
Supporter
Interactive

Peers

Online (linked)

GENERATION Z

é Fam
GOAT Slay

Yass queen

Born:
Age:

Tesla Model S

Folding scooter

—,
=

Spotify
o

L L
Empowering

Collaborator
Multi-modal
Forums

Digital (social)

GEN ALPHA

lit yeet
hundo oof

m idrc

Born:
Age:

Trump / Brexit

Autonomous vehicles

(o]

(o] O

Fidget spinner

Smart speakers

-
|
l l
Inspiring
Co-creator
Virtual

Chatbots

In situ (real-time)

T 46128824 3422

mccrindle E info@mccrindle.com.au

W meccrindlecom.au

n mecrindleresearch
’ mcerindlersrch

m mecrindle
mccrindleresearch

° mecrindleresearch

@ blog.mccrindle.com.au



Neprecenovat demografické udaje

22-lety student, ktery
potrebuje jidla, ktera
bude moci jist na vickrat

40-lety tata
pripravujici jidla
pro 4 déti

Zajem v cenove
dostupnych jidlech
vétsSich porci
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Vyzkum: Az 77 % Cechi
deklaruje preferenci
ceskych produkti

ttvrtek, 25. fijna 2018, 14:35 Retail, Vyzkum MediaGuru

Pozitivni konotace ma u vyrobki ¢esky, némecky ¢i
anglicky piivod, naopak rusky, polsky, rumunsky
nebo ¢insky je vnimdn negativné.

#

Po poctivé

SLOVENSKO

dobroty nemusite
chodit'daleko

SLO\Y ANSEY

ZEMIAKO ¥ CHLIEB

o Poctivé slov vyrobky d
‘W odteraz v Lidli pod znagkou Slove: "~ :;;&. @

www.lidl.sk Sy v

81% of Americans prefer a Japanese product to a Chinese one

70% of German consumers have no preference for brands from emerging markets

Zdroj: Nielsen

Obsah ingredienci  78% Country-of-origin effect
Zemé puvodu

Vyrobce 51%,

Top 5 Countries Slovakia Imports From

Cena 20% (in Billion USD

Design obalu 11% s
SO xr\S us RS ORI wcki WA WS K
egoce”

Zdroj:_https://learning.eshopworld.com/ecommerce-

blog/slovakia-ecommerce-insights/
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https://learning.eshopworld.com/ecommerce-blog/slovakia-ecommerce-insights/

African-American

This commercial of a black man driving is
centered on the theme “strut,” and features
an image of a peacock and the entrance
music of the wrestler John Cena.

Zdroj: New York Times

Hispanic

A Latino man enjoys his driving experience
so much that he dares to decline a call from
his mother, a move that the target audience
is meant to see as rebellious.

Asian-American

A father picks up his daughter from baseball
practice, a casting decision made to suggest
that the Camry brings out the affectionate
side of Asian-American fathers.

‘Transcultural Mainstream’

A schoolboy, a young woman and a
bespectacled man are each waiting for
someone. Their counterparts are joyful and
unworried as they drive with Queen playing.
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https://www.nytimes.com/interactive/2017/10/12/business/media/toyota-camry-ads-different-ethnicities.html

Prizkum
platebnich
zvyklosti

Prizkum €. 1: Jaké platebni prostfedky pouzivate pfi placeni, N=1059

Debetni platebni karta
Kreditni karta
Platim pfiloZzenim mobilu

Debetni predplacena karta (napr. Revolut)

Platim prilozenim hodinek I3 %

Platebni ,zndmka“

Hotovost

Zdroj: Ceskd bankovni asociace (2021)

Slovensko:

17% credit cards
33% prepaid cards
45% mobiles

2% bank transfer

77 %

= Nejbéznéji rozSirenym prostredkem placeni
vedle hotovosti jsou debetni karty.

= Mira vyuziti ostatnich prostiedkt placeni se
oproti lonskému roku nezménila.

= Novinky“ vyuZzivaji predevsim mladsi lidé, at
uz jsou to platby mobilem nebo hodinkami.

= Pro zhruba 10 % je platba hotovosti jedina
varianta placeni (predevsim starsi lidé), oproti
lorisku snizeni o 5 bodd (15 %).

= 90% lidi do 30 let zkuSenost s nakupem na
zahrani¢nim e-shopu
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Zdroj: https.//www.paymentwall.com/pl/payment-methods/slovakia



FACEBOOK
YOUTUBE

WHATSAPP

FB MESSENGER'*

INSTAGRAM
WEIXIN / WECHAT
TNIKTOK

QQ

DOUYIN'**

SINA WEIBO
TELEGRAM
SNAPCHAT
KUAISHOU

PINTEREST
REDOIT'*

TWITTER

GUORA'"

SOURCES:»
*NOTES

THE WORLD’S MOST-USED SOCIAL PLATFORMS

THE LATEST GLOBAL ACTIVE USER FIGURES (IN MILLIONS) FOR A SELECTION OF THE WORLD'S TOP SOCIAL MEDIA PLATFORMS®

WMl
e 1m
RSSO 2,000
1,300
] |77 |
e 1,213
I 689
I 617

I 600

I 511

I 500

I 498

I 481

. 442

I 430

I 353
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B\ DATA UPDATED TO:
Y 25 JANUARY 2021
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sl MOST-VISITED WEBSITES (ALEXA)

2020 RANKING OF TOP WEESTES BY AVERAGE MONTHLY TRAFFIC ACCORDING TO AlEXA

#  WEBSIE TIME / VISIT  PAGES / VISIT # WEBSITE TIME / VISIT  PAGES / VISIT
0l GOOGLECOM 12M 095 14.6 N ALZASK 5M 395 4
YOUTUBE COM 1TM 445 67 12  CASSK 7M 075 58
GOOGLE.SK am 175 41 : TOPKY SK SM 495
BONGACAMS.COM IM 045 1.7 ALIEXPRESS.COM 12M 175
FACEBOOK.COM 17M 485 78 WIKIPEDIAORG 3M 555
BAZOS 5K oM 395 PRAVDA SK 4M 565
AKTUALTY SK 4M 525 2. SHMU.SK 2M 455
SME.SK 4M 025 SISPSK 4M 315
ZOZNAM SK M 405 N\ CSFD 2 3M A4S

AZELSK 8M 555 * 2 PLUSKA SK 4M 2385

are. . ) Hootsuite

Digital 2020 Slovakia



https://datareportal.com/reports/digital-2020-slovakia

Které z vnéjsSich faktort maji vliv na podnik?
Jaké jsou mozné ucinky téchto faktoru?

Ktere z nich jsou v blizke budoucnosti

v v v/
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Metody strategicke analyzy
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Strategic Trend Evaluation Process

POLITICKE

- legislativa

- pracovni pravo

- politicka stabilita

- danova politika

- ochrana Zivotniho prostiedi

odhaleni vyvojovych
trendu, které mohou
firmu v budoucnu
vyznamné ovlivnit

o
TECHNOLOGICKE EKONOMICKE
- vySe vydaji na vyzkum - trend HDP
- podpora vlady v oblasti "3 PEST Y urokova mira
vyzkumu analyza - mnozstvi penéz v obéhu
- nové technologické aktivity - inflace
- nové objevy a vynalezy - nezaméstnanost
- rychlost technologického - vyska investic
v
SOCIALNI
- Zivotni styl
- mobilita, rozdéleni piijmu
Varianty - uroven vzdélani
- zivotni hodnoty
STEP, SLEPT,

PESTEL, PESTLE
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(

spPelitical
*Economic
«Soclal
sTechnological

PEST

STEEP

«Soclal
sTechnaological
*Economie
*Environmental
*Politizal

r A

sPolitical
*Economic
*Soclal
sTechnologicsl
*legal
*Environmental

—
PESTLE

PESTELI

«Political
*Economic
«Social
sTechnological
sEnvircnmental
sLegel
elndustry

N

£ N
«Sociel
sTechnological
sEconomic
sEnvirenmental
vPolitical
eLegal
*Ethical

i

0
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Analflza 5F (Porter’s Five Forces)

Hrozba vstupu
novych konkurentd
natrh

Potencialni
konkurenti

Vyjednavaci sila
zakaznikd

Konkurence
v odvétvi
Dodavatelé
Stavajici
konkurenti

Vyjednavaci sila
dodavatelt

Hrozba veniku
substitutd
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Anal;’/za 5F (Porter’s Five Forces)

Potencialni
konkurenti

Konkurence
v odvétvi
Dodavatelé
Stavajici
konkurenti

Vyjednavaci sila
dodavatelt

Postup analyzy konkurence

Zmapovani segmentu a jeho hract

Monitoring konkurence Hrozba vzniku
Zmapovani poptavky a cilovych skupin zakaznik( substitutd
Zmapovani produktl v daném segmentu

Nalezeni kli€ovych konkurenénich vyhod

Definice, toho co nejvice ohrozuje a kde jsou nejvétsi prilezitosti
Navrh strategie vystupovani na trhu

Navrh sluzby a produktu, se kterym je nejvétsi Sance uspéch

Hrozba vstupu
novych konkurentd

natrh

Vyjednavaci sila
zakaznika

Segmentace-Targeting-
Positioning

Podle vztahu k firmé
zakaznici vs. spotrebitelée,
potencionalni zakaznici a
spotrebitelé, nakupcCi

Odhadované roéni
nakupy, rast prodeju,
kupni motivy, informace o
nakupnim rozhodovani,...
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Rudé a modré oceany (W. Chan Kim a Renné Mauborgne)

Strategie modrého oceanu:

e vytvorit trh nezavisly na konkurenci;

» zbavovat se konkurence;

 formovat a vyuzivat novou poptavku;

* upustit od kompromist mezi kvalitou a cenou;

* prizpUsobit cely systém ¢innosti tomu, Ze nabidnete za
nizkou cenu produkty, které maji jedinecnou kvalitu.

=
AN KIM | RE Ef MAUBOR!
w.CH RENEE

Strategie rudého oceanu:

* konkurovat na existujicim trhu;

* porazet konkurenci;

e vyuZzivat existujici poptavku;

* nalézat kompromis mezi kvalitou a cenou;

e adaptovat systém Cinnosti podniku v souladu s jeho
strategickou volbou: jedinecna kvalita nebo nizka cena.
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Dalsi priklad Blue Ocean — Yellow tail wine
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https://www.thebrandingjournal.com/2014/05/yellow-tail-clever-product-positioning-within-american-wine-industry/

SWOT

« Zakladni metoda strategicke
analyzy

* Rozbor soucCasneho stavu
organizace a soucasne situace
okoli organizace

 Hodnoti se 6 kategorii:

(Product, Process, Customer,
Distribution, Finance,
Administration)

Priklad: Starbucks SWOT Analysis

UNITRNI VLIV ORGANIZACE

POMOCNE VLIVY

SKODLIVE VLIVY

SILNE STRANKY

SLABE STRANKY

VNEJSi VLIV PROSTREDI

PRILEZITOSTI

HROZBY
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https://www.youtube.com/watch?v=mR9eICQJLXA

SWOT —» TOWS

Silné stranky vyuzit k zajisténi
Pfedchazet dopadlm rizikovych
faktor( a ohroZeni

S w
(0 S-0 W-0
Maxi - Maxi Mini - Maxi
e Stavét rozvoj na silnych strankach e Prekonat slabé stranky, eliminovat
e Maximalizace vyuziti prilezitosti jejich dopad
e \yuzit prilezZitosti ke zlepseni situace
S w
T S-T W-T
Maxi - Mini Mini - Mini

Predchazet hrozbam
Minimalizovat slabé stranky
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SWOT - TOWS

N
fategja hle ddn;
» /

e \/yuzit prilé
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Situacni analyza 5C

Company

INTERNAL

Company (podnik) - vnitfni podminky
organizace, zdrojl a produkt(
Customers
Customers (zakaznici) - trh,
zakaznické segmenty

Competitors (konkurence) Competitors

EXTERNAL

Collaborators (spolupracujici firmy,
osoby) - analyza osob pro navazani
spoluprace

Climate/ Context (makroekon.
faktory vnéjsiho prostredi) - dalsi
vnéjsi podminky ovliviujici podnikani

Climate
(environment)

&

- Strengths and Weaknesses

- Goals and Objectives

« Culture

« Resources, including technology, experience and skills

» Market size, segments

» Purchasing habits, trends and buying process
- Overall customer satisfaction

« Perceived value by customers

» Current and prospective

« Strengths and weaknesses
- Opportunities and threats

« Products and market share

« Suppliers
« Distributors
- Alliances and Partners

- Regulations and government oversight

« Social and cultural

«» Business cycle, inflation and other economic factors
« Legal

« Technology
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