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Firemni image =
Firemni identita

+ osobni zkusenost prislusniku cilovych
skupin

+ zpravy z verejnych zdroju + ustni
doporuceni, reference aj.




» Image firmy = image firemni (korporatni)
znacky (brandu)

» Slozky image
— Pozitivni x negativni
— Racionalni x iracionalni
— Neutralni (formujici) atributy

> Firemni reputace =
~ pozitivni/negativni slozka image

Firemni komunikace a Fizeni reputace



Image faktory firmy [Kotler & Barich}

» Produkt

» Komunikace

» Cena

» Distribuce

» Zakaznicka podpora

» Personal

» Management / Corporate Governance
» Socialni chovani

> Filantropie

» Vztah k zaméstnancum

Firemni komunikace a fizeni reputace




Image faktory firmy [Kotler & Barich}

> Produkt

» Cena

» Distribuce

» Zakaznicka podpora

»> Personal

> Management / Corporate Governance




,,Kdybyste méli rozdélit spole¢nost Coca-Cola do dvou ¢asti — jedna
cast by zahrnovala vSechny vyrobni provozy a veskeré zarizeni,
vSechny lahve, nakladni auta a ostatni hmatatelné hodnoty;
a ve druhé ¢asti by nebylo nic jiného, nezli znac¢ka, tedy jméno
a logo, a tajna receptura — kterou z onéch dvou €asti byste chtéli
vlastnit radéji?“

Agnieszka M. Winkler

Firemni komunikace a Fizeni reputace

Warp Speed Branding, 1999



> ,,brandr” = vypalit

> obecné uznavana definice:

,Jmeéno, pojem, znacka, symbol Ci design, anebo jejich
kombinace urcena k rozpoznani zbozi Ci sluzeb
prodavajiciho nebo skupiny prodejcu a k jejich odliseni
od zbozi ¢i sluzeb konkurence.*

Peter D. Bennett: Dictionary of Marketing Terms
— (American Marketing Association; Chicago 1988)

Firemni komunikace a Fizeni reputace



> hodnotova definice:

,Nehmotné (nepocitatelné) aktivum, které jeho maijiteli
umozni oproti konkurentovi, ktery brand nema (resp.
srovnatelnému konkuren¢nimu produktu, jenz
nedisponuje brandem) realizovat premium, vyssi obrat
anebo tésit se vétsi loajalité vucéi vlastnim vyrobku,
sluzbam &i spoleénosti.”




Parametry funkcniho brandu / znacky

v' mezi produktovymi kategoriemi
v napfi¢ geografickym hranicim a

Kulturam
popisna v flexibilni
presvedciva v' obnovitelna

= vesela a zajimava

=—— bohata na vizualni
= i slovni predstavivost .
v’ legalné

v" konkurenc¢né

Ui |III|||||||""""
|

ﬁﬂ}j Lane Keller: Strategic Brand Managehe'nt,‘rf’;éh}l%é Hall, 1998
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. Srozumitelny .. jedineény .. nezameénitelny
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Isou vyjimky..
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Jahodka
z Cermné z Turova

Hruska Kocka
=it z Brezna z Kocenstejna

Lvovicky
ze Lvovic

J Sl o e/
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> definice AMA:

,Jmeéno, pojem, znacka, symbol Ci design, anebo jejich
kombinace

prodavajiciho nebo skupiny prodejcu a k jejich odliseni
od zbozi Ci sluzeb konkurence.
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Think of a beer brand.




|

Think of a computer brand.




THINK OF A
FASHION BRAND.




|
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coz lze wyuzitivijeji nenrnsnech...

It just tastes better.

J o v e/
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Parametry funkcniho brandu / znacky

snadno rozpoznatelna v mezi produktovymi kategoriemi

snadno vybavitelna v napric geografickym hranicim-a
Kulturam

popisna v’ flexibilni

presvedciva v obnovitelna

vesela a zajimava

bohata na vizualni
I slovni predstavivost

Ui |III|||||||""""
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ﬁﬂ}j Lane Keller: Strategic Brand Manageﬁaen't;rP;léh"Jtl%é Hall, 1998




> definice AMA:

,Jmeéno, pojem, znacka, symbol Ci design, anebo jejich
kombinace uréena k rozpoznani zbozi ¢i sluzeb
prodavajiciho nebo skupiny prodejct a k jejich

(11
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Parametry funkcniho brandu / znacky

snadno rozpoznatelna v' mezi produktovymi kategoriemi

snadno vybavitelna v' napfi¢ geografickym hranicim a
kulturam

popisna

presvédciva v’ flexibilni

vesela a zajimava v obnovitelna

bohata na vizualni
I slovni predstavivost

v legalné
v" konkurenc¢né
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Koncept hodnoty znacky komunikace
jako nehmotného aktiva )
fizeni
reputace
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» hodnoceni metodou diskontovanych penéznich toku

» odhad budoucich ziskli generovanych znackou

» diskontovano na aktualni uroven dle dnesni
pravdéepodobnosti, ze budouci prijmy budou
materializovany

Firemni komunikace a Fizeni reputace



Hodnota znacky // metodika Interbrands

> jaké procento prijmu firmy lze pripsat znaéce

> projekce prijmul a obratu na obdobi 5 let

» ocisténi o provozni naklady, dané a kapitalové zdroje
vynalozené na dosazeni nehmotnych hodnot

> vycisleni nehmotnych hodnot, napf. patentu, licenci,
zakaznické spokojenosti a loajality

A\

prisouzeni podilu na nehmotnych hodnotach znacce
korekce o rizikove faktory predpovedi budouciho
vyvoje

» trzni pozice, stabilita, globalni dosah = diskontni
koeficient

Firemni komunikace a fizeni reputace
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Hodnota znacky // Business Week

» hodnota minimalné 1 mid. USD

» min. 1/3 pfijml generovana na zahranicnich trzich

> verejné publikovana ekonomicka a marketingova data
» nezahrnovany materské spole¢nosti

> nekalkulovany letecké spole€nosti

Firemni komunikace a Fizeni reputace



znackv sveta 2005

Interbrand &
Business Week 2005

Coca-Cola

= 2 Microsoft 59,941 2 % us
= 3 IBM 53,376 1% us
% 4 GE 46,996 +7 % us
= 5 Intel 35,588 +6 % us
— Nokia 26,452 -10 % Finsko
— Disney 26,441 -2 % us

8 McDonald’s 26,014 +4 % uUs

9 Toyota 24,837 +10 % Japonsko

-
o

Marlboro

()
BI dI)d

"an

= r o - : s ”
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Nejcennejsi znacky sveta

1. Coca-Cola 11. Mercedes
2. Microsoft 12. Citi
3. IBM 13. Hewlett-Packard
4. General Electric 14. American Express
5. Intel 15. Gillette
6. Nokia 16. BMW
~ 7. Disney 17. Cisco
%‘ %Donald’s 18. Louis Vuitton
ﬁ@ 19. Honda

~ 10. Marlboro 20. Samsung

Seznam nejcennéjsich znacek svétdl! /| Interbrand 2005
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Nejcennejsi znacky sveta

1. Coca-Cola 11. Mercedes

2. Microsoft 12. Citi

3. IBM 13. Hewlett-Packard
4. General Electric 14. American Express
5. Intel 15. Gillette

6. Nokia 16. BMW

7. Dlsney 17. Cisco

8. McDonald’s 18. Louis Vuitton

9. %ta 19. Honda

10. Marlboro 20. Samsung

— __: - Seznam nejcennéjsich znacek svéta /| Interbrand 2005
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1. Coca-Cola 1. McDonald’s 1. Coca-Cola
2. Microsoft 2. Coca-Cola 2. Kellog’s
3. IBM 3. Disney 3. McDonald’s
4. GE 4. Kodak 4. Kodak
5. Intel 5. Sony 5. Marlboro
6. Nokia 6. Gillette 6. IBM
7. Disney 7. Mercedes-Benz 7. American Express
- 8. McDonald’s 8. Levi’s 8. Sony
— 9. Toyota 9. Microsoft 9. Mercedes-Benz
~ 10. Marlboro 10. Marlboro 10. Nescafé

= Seznam nejcennéjSich znacek sveta / Interbrand '2|005;"’1 996, 1990



‘THE BIG WINNERS

High tech and finance got it rightin this year's
ranking. America’s electronic flea market, eBay, has
ended upon tap, a few rungs above Apple.
Samsung repeats from last year, 2s does HSBC.
Joining the megabank is financial powerhouse LBS.
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Data: Interbrand Corp., F"-I"n.frf-:ﬂﬁr-l#:!.f.'-:b Crgroup, Mergan Stanicy
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THE BIG LOSERS

Steep declines weren't confined to just one industry. Sony
took the deepest dive, but it was jeined by an investment
bank (Morgan Stanley), a carmaker (Volkswagen), a jeans
maker (Levi’s), and a computer company (Hewlett-Packard). =

2005 2004
BRAND BRAND
YALUE VALUE | PERCENT
(BILLIONS) | (BILLIONS) | CHANGE

$1276 | -16%

18.87

Data: interts and Corp,, M Morgan Chage & Co.. Citgroup, Margn Slariey
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"Sila konkurenc¢ni znacky je trnem v oku
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Parametry funkcniho brandu / znacky

snadno rozpoznatelna v' mezi produktovymi-kategoriemi

snadno vybavitelna v napfi¢ geografickym hranicima
kulturam

popisna

presvédcCiva

vesela a zajimava

bohata na vizualni
I slovni predstavivost

v legalné
v konkurencné
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ﬁﬂ}j Lane Keller: Strategic Brand Manageﬁaent;rP;léh}l%é Hall, 1998




‘NejhodnotnéjSi znacky pusobi desitky let

“lt's lovely dressing "
said the Débutante,

......

THEHE'S nothing more debicious with a
salad than a dressing of Heinz Salad Cregm.

“The subde blend of rich cream, new-luid cgys

and pare clive ol makes any =alnd an appetis-

:i_ng aod pc;]n.ﬂ\' balanced mesl, Here yom

bave a salad drosing alwars ready for instaok

use yet always freah. With the name Heinx on

the botzle toguarantee its purityand cxcellence.

HEINZ

SALAD CREAM

Mk i Pl ek -

— ol 1o s

y e} | mk=rrane alles of o tcis ber dnd scangs and ks
ey o baiils wrisgmound i

Hﬂ,;‘r'lt;: Sylaat Cream ..?ﬂ:\._: ! [D“ .
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: NejhodnotnéjSi znacky pusobi desitky let

S J atom o e
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segment leader 1925 1985 1994 1998
cerealie Kellogg’s leader leader leader
fotoaparaty Kodak leader leader leader
zvykacky Wrigley leader leader leader
holici €epelky Gillette leader leader leader
soft drinks Coca-Cola leader leader leader
polévky Campbell leader leader leader
Caje Lipton leader leader leader
pneumatiky Goodyear leader leader leader
zubni pasty Colgate leader leader leader

Donald Parente: Advertising Campaign Strategies; Harcourt, Inc. 2000




» Portfolio Branding
> Ingredient Branding
» Co-branding

> Private Labels

I
I

> Licencovani
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Definice A
— popis viditelnych vnéjsich znak

Definice B
— funkce efektu

Definice C
— filozofie managementu

I
I
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i A |
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1. Just what do we mean by “the brand” in today’s marketplace?

The general consensus reached mn this discussion 1s that the brand means the business. The
business 15 not a reflection of a mission statement made m a vacuum, the business 15 a reflection
of evervone affecting 1ts performance in the marketplace: its empley, cos, s alhances., 1ts
suppliers and 1ts consumers. The brand effectively represents the culture of all v ho touch the
business.

The brand 1s not a singular thing. There are multiple touch points in the entire chain of creation
to purchasing consumption.

A brand 15 either an individual product or a group of products or an imdividual service or a
group of services, or a corporate brand name. Each of those creates different dvnamics on how
a business manages the brand.
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Brand Equity

- s ”
r‘lzenll

Koncept
customer-bhased hrand equity
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Brand equity // zdroje

Brand Awareness = Znamost

v' Hloubka (depth)
v Recall
v Recognition

v Sife (breath)
v Purchase
v.  Consumption

Kevin Lane Keller: Strategic Brand Manageﬁieh't;’Pf'élfiﬁée Hall, 1998
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Brand equity // zdroje

Brand Image (Associations) = Vnimani

v_ Sila (strength)
v Relevancy
v' Consistency

v Prinosnost (favorability)
v' Desirable
v" Deliverable

v Jedinec¢nost (uniqueness)
v' Point-of-parity
v' Point-of-difference

Ui |III|||||||""""
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= i":i:z?_é_:éLane Keller: Strategic Brand Managenienff Prem‘)céHall 1998
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= Die Zukunft des Automobils 1979: Mercedes-Benz bringt als erster den Fahrer-Aldrbag,
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Customer-hased brand equity // zdroje

Brand Image (Associations)

v' Sila (strength)
v Relevancy
v  Consistency

v Pfinosnost (favorability)
v" Desirable
v" Deliverable

Kevin Lane Keller: Strategic Brand Managenienf} Prentice Hall, 1998
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Customer-hased hrand equity // prinosy

v Vyssi

v" NizSi zranitelnost vic¢i marketingovym akcim
konkurence a krizim

v Vyssi

v Elasti¢téjsSi reakce na snizeni

v Méneé elastické reakce na zdrazeni

v.  VysSi vykonnost a marketingové
komunikace

v Moznosti

v Nadéjnéjsi zhodnocovani formou

-~ Kevin Lane Keller: Strategic Brand Management, Prentice Hall, 1998
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IBM 339 %
Compaq = ceeeeseeeesen 318 $
Hewlett Packard = ......cccooeeeeeeeeeee 260 $
Dell 230 $
Apple ——— 182 $
AST Computer = . 17 $
— Digital e, 10 $

vyzkum Intelliquest Marketing Research //
in: Kyle, Pope — Computers:, They 're No Commodlity
(Wall Street Journal,'15.'10. 1993 )
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“Tused to think it was my fault
that Windows didn't work properly”
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Dear Windows user:
“We love you!”
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