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- e Make analysis of websites of t ese law firms: :
http://www.advokatky.cz/?lang=en

http://www.ksb.cz/en/
http://www.akkb.cz/en/index \
/. https://www.havelpartners.cz/en/ \ [



http://www.akkb.cz/en/index
https://www.havelpartners.cz/en/
http://www.akkb.cz/en/index
https://www.havelpartners.cz/en/

~— e https: //www.havelpart}’ners. Jen | __
e Certifications, 18 fields of la

e http://www.akkb.cz/en/index - \
e 16 field of law (services), a lot of r}ws

/ e__http: //www\advokatkv cz/?pag id=648&lanq=en\ f

e Languages, alot of other services



https://www.havelpartners.cz/en/
http://www.akkb.cz/en/index
http://www.advokatky.cz/?page_id=648&lang=en
http://www.ksb.cz/en/
https://www.havelpartners.cz/en/
http://www.akkb.cz/en/index
http://www.advokatky.cz/?page_id=648&lang=en
http://www.ksb.cz/en/

B http://www.havelholas’ek.cz n “ |
e Only 2 languages

e http://www.akkb.cz/en/index - \

e gray celgur |
/ - Colouris Ver?g:portant —'see (table in the end of the article-)iI f

"""https://neiinfo___ afikv.c__z-fvvznam-ba-rev-v-ruznvch-kuIturach-a jejich-vliv-na-
konverzi-infografika/ /

e

e http://www.ad ! 48&Ianqj=e-n
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a

your country an alyze that\




,/f-, r
~ Know the market ’ : -»
' e Itis necessary to find out how much customers will pay, as-well as how much competitors charge\\\:zlr,

Cost-plus or value-based \
e  Cost-plus pricing involves adding a "mark-up" percentage to costs, which will vary between

products, businesses and sectors. _
. NS Value-based p:bxg is determin_.éd by how much'value customers attach to the "bioduct. f

A

According to the real costs

« creating the ca

Consider cost-plus
e This is usually expr

e How will changin
‘e different prices for different reg




your country and make comparison with the

e Find out u'suaIIy pri{:e }gdht Attorneys (legal act) |

situation in the Czech

p)JbIlc
o Rates for non- contractua1 fees in the Cze h
Republic: --

o https.//www-




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 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)

(,-—/

b
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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/






https://lucythebusybee.wordpress.com/2013/10/24/applying-the-perceptual-mapping-concept-into-brand-positioning/
https://lucythebusybee.wordpress.com/2013/10/24/applying-the-perceptual-mapping-concept-into-brand-positioning/
https://lucythebusybee.wordpress.com/2013/10/24/applying-the-perceptual-mapping-concept-into-brand-positioning/
https://lucythebusybee.wordpress.com/2013/10/24/applying-the-perceptual-mapping-concept-into-brand-positioning/
https://lucythebusybee.wordpress.com/2013/10/24/applying-the-perceptual-mapping-concept-into-brand-positioning/
https://lucythebusybee.wordpress.com/2013/10/24/applying-the-perceptual-mapping-concept-into-brand-positioning/
https://lucythebusybee.wordpress.com/2013/10/24/applying-the-perceptual-mapping-concept-into-brand-positioning/
https://lucythebusybee.wordpress.com/2013/10/24/applying-the-perceptual-mapping-concept-into-brand-positioning/
https://lucythebusybee.wordpress.com/2013/10/24/applying-the-perceptual-mapping-concept-into-brand-positioning/
https://lucythebusybee.wordpress.com/2013/10/24/applying-the-perceptual-mapping-concept-into-brand-positioning/
https://lucythebusybee.wordpress.com/2013/10/24/applying-the-perceptual-mapping-concept-into-brand-positioning/
https://lucythebusybee.wordpress.com/2013/10/24/applying-the-perceptual-mapping-concept-into-brand-positioning/
https://lucythebusybee.wordpress.com/2013/10/24/applying-the-perceptual-mapping-concept-into-brand-positioning/
https://lucythebusybee.wordpress.com/2013/10/24/applying-the-perceptual-mapping-concept-into-brand-positioning/
https://lucythebusybee.wordpress.com/2013/10/24/applying-the-perceptual-mapping-concept-into-brand-positioning/

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/,




