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- e A firm with market pov&er has the ability, to individually affect\
~ either the total quantity or the prevailing price in the market

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

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

e A firm usually
portion of the

e Indicators

- o Market share (This
9)Y a firm or a bran

ct typing, creation of




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

) S

e “Is the éompany I am buying frbm




e Information aﬂoz/ increasing of“markk,,....
IS necessary for @nalysis of posiJ;iQ‘n on
the market. a)

e BCG matrix
e Market

<




BCG Matrix 1.

e a portfolio planning model of the Boston
Consulting Group in the early 1970's.

e It is based on the observation thata
company'’s business units can be classified
|r:cto four categories based on combinations
of

e market growth and
e market share

relative to the largest competitor

e maps the business unit positions within these
two important determinants of profitability.
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Dogs _ i e ™ ~

e has little potential : \
e such businesses are candidates for divestiture , —

Question marks \\ﬁ
e (known as a "problem Chlld") has the potential to gain market share and
become a star >

e ifthey doeégnot succeed, they will'degenerate into a dog I

e must be analyzed carefully in order to determine whether they are worth
the investment reqwred to grow market share

Stars :
e (generate large
e it will become

e the portfolio
become th

Cash cows
e as leaders atur
e generate more cash t

owth rate éleclines

hould have stars that will
re cash géneration

.";II

stion marks into market




e Dogs - floppy ’d IZI( : | L

o Questlon marks B3.0 ™~

e Stars - NSB flash d rive — USB 1.\0 or f
USB 2.0

e Cash cows:
Video Di

isk (CD), Digital




e McKinsey and Company Consultlr)g group

Includes: ’ \
e Market attractiveness - market growth‘as the dimension of industry attractiveness, N S

e Competitive strength - market share as the dlmen5|on by which the competitive position of R
each company is assessed. \

o Factors that Affect Market Attractlveness ;
/ - - Market Size \ [
A

= Market growth
- Market profitability

1 the industry o
roducts a [

- Pricing trends
- Competitive i sity
- Overall risk of retu
- Opportunity to differ
- Segmentation

- Distribution struct

e Factors that Affe

- Strength of as
- Relative brand
- - Market share
- Customer loyalty
- Relative cost position (cost
- Distributi ength
- Recor ogical




Market attractiveness
(GE matrix)

Market
Attractiveness

Invest or go
away

Cash and go to
disinvestment
strategy

Disinvestment
strategy

Keep the leader
position

Increase of market
attractiveness

Cash and go to
disinvestment strategy

S
Share
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- e BCG matrix overlooks r%any her-

.-“‘Jd_‘-—.'

actors of profit

bility N

e The framework assumes that each businessman.is independent
of the others. e

e The matrlxk pends heaV|Iy up2n the breadth of the definition J
of the market. A businessman may dominate its small niche,
but have very low market share in the overall industry. In such

a case, the ion of the market can make the dif erence
between a dog /

BCG matrix I for'"’"viewing a

“corporation’
‘investments)

(,-—/
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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




BRAND ARCHITECTURE SYSTEMS
Used when a brand name spans across a range of sub-
brands, typically all falling within the same category. We Mx
can look to FedEx as an excellent example of successfully *

incorporating the umbrella model.
Fedtx. FedEx FedExOffice.

Esopies

Freight : :

SmartFost

Each product or service is individually branded, but the parent ,{.
brand is de-emphasized. P&G uses this model as it owns ﬁ‘ Sﬂd
o0 leading brands, such as: Tide, Duracell, Gillette, Crest,

Old Spice, etc. Successful use of this model is reserved for
large, multi-national corporations possessing the resources COVERGIRI Crest Dou}ny ( bl‘eﬁﬂ
to successfully manage its individual sub-brands into

rominence. 2 . :
P Ot Spice DURACELL  Gillletie w

UMBRELLA

PRODUCT

Used when sub-brands are linked to the corporate brand by
verbal and/or visual endorsement. 3M uses this model with
its eleven brands because it knows that when the 3M logo
is imprinted on the packaging of its products, consumers
associate those products with reliability and quality. In this
model, the sub-brand is the dominant brand backed up with
the strength of its parent brand.

IC § ENDORSED

This system uses a single name across all products and



Brand Positioning

Where are they
POSITIONED?

Largest

cheapest \
Decide on provider's
POSITIONNG
relative to rivals

Posi'l'ioning

Look for  Deveopa ~— —~  COMMUNICATE -

MARKET UNIQUE SELLING DISTINCTIVE [
GAPS PROPOSITION ’ DIFFERENTIATION [o

.. lo the CUSTOMER

https://outsidetheboxgraphics.com/category/wordpress-development/




The World's Most Valuable Brands 2017 by Countr

Morway
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Hew 19 reads The map shows the biggest brand in selecied countries, Each brand shown is the
biggest company of 13 country. Each country is sized to reflect the global value of its major brand
{gger (5 more valuabile, of course). The colors represent brand strength, cut of 3 maximum of 130

https://www.marketwatch.com/story/the-most-valuable-brands-in-the-world-in-
one-chart-2017-02-08
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B Microsoft

Rank 2017: 1 2016:2

BV 2017: $109,470m
BV 2016: $88,173m

Brand Rating: AAA+

Rank 2017: 2 2016: 1
BV 2017: $107,141m
BV 2016: $145,918m
Brand Rating: AAA

Rank 2017: 3 2016: 3
BV 2017: $106,369m
BV 2016: $69,642m
Brand Rating: AAA-

Rank 2017: 4 2016: 6
BV 2017: $87,016m
BV 2016: $59,904m
Brand Rating: AAA

Rank 2017: 5 2016: 4

BV 2017: $76,265m
BV 2016: § 67,258m

™

+24%

4

-2T%

+53%

T™

+45%

2

+13%

Rank 2017: 6 2016:7
BV 2017: § 66,219m
BV 2016: § 58,619m
Brand Rating: AAA-

Rank 2017: 7 2016:5
BV 2017: § 65,875m
BV 2016: § 63,116m
Brand Rating: AAA-

Rank 2017: 8 2016: 8

BV 2017: § 62,496m
BV 2016: § 53,657m

Brand Rating: AA+

Rank 2017: 9 2016: 17
BV 2017: § 61,998m
BV 2016: § 34,002m
Brand Rating: AAA

IT\.

+13%

2

+4%

+16%

fT\

+82%

Rank 2017: 10 2016:13

BV 2017: $ 47,832m

+32%

ICBC @ BV 2016 § 36 354m
Bl Brand Rating: AAA

Brand Rating: AAA

https://www.marketwatch.com/story/the-most-valuable-brands-in-the-world-in-
one-chart-2017-02-08
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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




https://xposurecreative.uk/brand-positioning-example/?cli_action=1543826899.638

LUKLURY

gap in market

Competitors Brands

.' Your Brand Current Position

. Ideal Brand Position

WALLIE




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 Individuality Prestige

People who People who People who
like design like speeding like prestige

OPEL
Technology
SEAT People who
FORD like technology
PEUGEOT

Price People who NISSAN

searching

the lowest SKODA MAZDA People who Comfort
Iriee / like comfort

HONDA AUDI

Critisc of / Car =

impact on transport
environment

Environment Elementary transport Safety
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High price

ROY Y.

LR LTI

Elegant B
Classic Modern

URBAN OUTFITTERS
’SHOP
#M

Lo p:ri::.g

https://yslculc.wordpress.com/2015/08/09/target-customers-advertising-analysis-brand-
architecture-brand-position/
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ORGANICS

Specialization rate

high

EL. VITAL

PANTENE

GLISS KUR

Brand III.
GUHL

TIMOTEI

SCHAUMA
Brand 1.

GARD

SCHAMTU

ULTRA BEAUTY




SWOT

STRENGTHS

Things your
company does well

Qualities that
separate you from
your competitors

Internal resources
such as skilled,
knowledgeable staff

Tangible assets such
as intellectual
property, capital,
proprietary

technologies etc,

WEAKNESSES

Things your

company lacks

better than you

Resource limitations

Unclear unique

selling proposition

Underserved
markets for specific
products

Few competitors in
your area

Emerging need for
your products or

services

Press/media
coverage of your

company

O 1

OPPORTUNITIES

THREATS

Emerging
competitors

Changing regulatory
environment

Megative press/
media coverage

Changing customer
attitudes toward
your company




Strategy refers to a pIa}\ of action designed to achievea
particular goal. | \3/

e A goal is a projected state of affairs that a persOn\Osa,, system
plans or intends to achleve

o H—ﬂGoaIs shou;\Je SMART 4 \
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e Marketing strate‘gyg"/ a process that can

allow a company to concentrate its limited
resources on: l |
/T o the grégatest opportun ies to increase §ales and

e achieve a sustalnable competltlve advantage

e The mai
customers sati




e Strategies baszedée{nh arket dominance

e Porter generic s jgies b
/T Innovati\on strategies \ J

e Growth strategles
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- e Acompany must identify ,its position

elative to the competition in
market the\

e Typically there are four types-of market dominance stFateg'!es:
e Leader

/ | e has market dominance I
e ChaIIengeX -- l

e The market chaIIengers strateglc objective is to gain market share and to
become the Ieader eventually

e Follower

e produc
strate

eg.P
- e Nicher

e Smaller firms can a
of little or no i

ofitable ag-"'é product innovation




e Product differéntg‘ftiﬁn ‘ \w/

o Cpst _Isadership ) \




deals with the firm's ra}:e of the new product development a
innovations oy

e Pioneers
- e concentrate on being the one with the newest, hottest products
around. 4

e A company prom-i’ées its customers will get the new te}(hnology before
anyone else does. '

—

irection, and when they are on
it, improves it and makes it

e Close follo

its own.

e Late foll

e Acom 9) ogy, it stresses to its
' ed and tested, with no

bugs or last min
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e Possibilities how a com,bany oulc grov : \d

e Horizontal integration
e A compan}/_ tlla/es to expand b‘\}acquiring or startinMiness in
ie

the same as its main business
/ N e it allows to controla bigger market share

‘e Vertical integration . \

e A company tryes to acquire or start businesses that supply its current
[ - sell its products.

—

nd deliver;; structure

ing products (new versions




