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e Market domina!m?é/ is a measure of the\ _

strength of: ) ~—

e product, \




.-"‘J‘_‘--.'

The most often used for calclJIating arket dominance ~ &

This is the percentage of the total market serviced by a firm or a brand. N

desk/secondary research, although sometimes primary research) to estimate
- ________the total market size and a ‘company's market share. \ [

It is generally necessary to commssmg%narket research (ge\;?IIy\

i

Market share is mfluenced by customers, suppliers, competitors in related
industries, a overnment regulations.

Relationship betwe dominance:

e A company, br. bined market share exceeding
60% most pr ominance--"

e A markets

by one brand product or
service, is a

ily dominance.

ce is not an
ncerns of

e A market share of less th
/ of strength or
regulators

nti- comblne
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is used as an indicator of,!the relative size of leading firms in relation to

the industry as a whole. \\
One commonly used concentration. ratio is the four-fir centration

ratio, which consists of the combined market share of the four largest

firms, as a percentage, in the total industry. [

'I:he four-firm concentration ratio measures the percenta\ge of total
industry output attributable to top four industries. For monopoly the
four firm ratio’is 100 % while the ratio is zero for perfect competition.

ratio for cigarettes is 93%.
io for mobile operators was

e The four firm
100 % in 20

_The higher th

_ arket power of
the leading firms. -
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P sHerfindahl=Hirschman Index

e It is a measure of the size of firms in relation to the
industry and an indicator of the amount of
competition among them.

e It is defined as the sum of the squares of the market
shares of each individual firm. As such, it can range
from 0 to 10,000.

e The HHI index for perfect competition is zero; for
monopoly, 10,000.

e Decreases in the Herfindahl index generally indicate
a loss of pricing power and an increase in
competition, whereas increases imply the opposite.
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A firm with market power has the ability, to individually affect\
either the total quantity or the prevailing price in the market

Many countries have anti-trust or other Ieglslatlon | ded to
limit the ability of f|rms to accrL?e market power.

Such Ieglslat\on often regulates mergers and sometimes
introduces a ]UdICIal power to compel dlvestlture

A firm usually
portion of the

Indicators
- e Market share

e Barriers to entry (p

t typing, creation of
(o) city) .-




e Market share of a‘compa y is an S
important decision for customers. el

) S

e “Is the éompany I am buying frbm
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e emotional branding can also be S
extremely powerful .- e
4 e Brand ﬁanaging: \ I
e from Diagnostics (defining the field of
play)
e Creati d architecture)
e Reali ) the brand)
~ @ Monitoring (i tion of
c i




e Do you satisfy’ wiéﬁ“é r \y/
If

o Does the brand fulfill your
/T ?Xpeétagions?f >




B and managing in dynamic
environment

Market

share dynamic
Market

structure

McDonalds, Kodak Jagermeister

dynamic Nivea, Hugo Boss, Benetton, Gucci
Disney
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Onéﬁ brand

(one product or conception of

unique brand).

Family brand
(spread of oduct)line)

g -

Roof brand \J»
(concé‘phqq' of brands a
company)

Advanféé"és—-:—
Clear product profile

Concentration on defined
segments

\ Advantages:

It is possible to brand transfer

' Concentration on defined

Advantéges:

More effective — it is not
necessary to have high invests
at new brand or at support of
present brands

Disadvantages:

Big expenditures for brand

prof}le'/

h.

There are not known target
segments
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/it'is/necessary
. More effectiv

’ =

Decision about market ) Decision about brand |
spFaad structqre J

It is necessary to fulfill whole strategy of a One brand strategy - Henkel: Persil, General,
company Pril

family strategy = Beiersdorf: Nivea,
Sonnenpflege, Haarpflege, etc.

It is necessary to target on

It is necessary to be acce

segment trategy -F,.--Sjiemens, Apple, Dr.

y
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It is necessary to con /

the name of a compa
It is necessary to be different from

ave a long-time
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e Psychological model ‘
e Based on brand perception by customers ~

/

° Main pré“s%nm ption: ) f

e To have differences recognizable by customers

+ Clear perception

(f/Tor




Creation of position graph

Design Individuality

People who People who
like design like speeding

Price People who

searching the
lowest prices

Critisc of Car =
impact on transport
environment

Environment Elementary transport

People who
like prestige

People who like
technology

People who like
comfort

Safety

Prestige

Technology

Comfort




Position analysis I.

Design

People who
like design

OPEL

SEAT
FORD
PEUGEOT
Price People who
searching
the lowest

SKODA

/

AUDI

Critisc of / Car =

HONDA

impact on
environment

Environment

transport

Elementary transport

Individuality Prestige

People who
like speeding

People who
like prestige

Comfort
People who

like technology
NISSAN

MAZDA People who

like comfort TeChnOIOgy

Safety




ORGANICS

Specialization rate

high

EL. VITAL

PANTENE

GLISS KUR

Brand III.
GUHL

TIMOTEI

SCHAUMA
Brand 1.

GARD

SCHAMTU

ULTRA BEAUTY




e Choose én indus&ry(ﬁd e position map\\s/,




