


= Jméno, nazev, vytvarny projev n.
Jejich kombinace

— Aaker — 10 bodu:

- identita znacky - nabidka hodnoty

- pozice znacky - provedeni

- konzistence v Case - systém znacek

- vyuziti znacky - monitorovani hodnoty znacky

- odpovednost za znacku - investice do znacky

Interbrand
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Nejlepsi globalni znacky - 2006

Rank

Brand

Coca-Cola
Microsoft
IBM

GE

Intel

MNokia
Toyota
Disney
McDonald's
Mercedes
Citi
Marlboro
Hewlett-Packard

American Express

BMW

Country of origin

LI5S

LIS

LI5S

LIS

LIS
Finland
Japan
LI5S

LIS
Germany
LIS

LIS

LIS

LIS

Germany

Sector

Beverages
Computer Software
Computer Services
Diversified
Computer Hardware
Telecom Equipment
Automotive
Media/Entertainment
Restaurants
Automaotive
Financial Services
Tobacco

Computer Hardware
Financial Services

Automaotive

2006 Brand
Value ($m)
67,000
96,926
56,201
48,907
32,319
30,121
27,941
27,848
27,501
21,795
21,458
21,350
20,458
19,641
19,617

Change in
brand value
1%

-5%

1%
1%
8%
6%

15%
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Nejlepsi globalni znacky podle
zemi

United Kingdom 5% Germany 9%

Other 4%
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Identita podle Aakera: unikatni sada asociaci,
ktere reprezentuji to, co znacka predstavuje a
naznacuji urcity slib vuci zakaznikum

Dimensions of brand identity

Brand identity Brand functions

Addreasing the rational,
1. cognithes plang in & corne
aume's head

f The brand's function sa
o "t of the eaif*

; Share in humanity’s bestowal
) of metaphvsical meaning

Lagand share

Zdroj: BBDO Group




Identita znacCky

Fyzicke Osobnost
charakteristiky znacky
Kulturni
Vztahy hodnoty
Odraz Vnimani

spotrebitele

sebe sama
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Vizualni identita

m identita monoliticka
http://www.vlasy.lybar.cz/vyrobky.htm

m identita sdilena
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m identita unikatni Qomeren:




Znacka — tvarova struktura

@

Bata =Hovwa

Manual




Identita a image

Identita

Jiné

zdroje

Hluk -
konkurence




Marketingova komunikace
firmy/znacky

Viastni Zprostiedkované

zkusenosti s zkusenosti s
firmou, firmou,
produktem, produktem,
zamestnanci

zamestnanci
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Nabidka hodnoty

= Je v ramci znacky prohlaseni o:

zalozeny na vlastnostech vyrobku, které muze
zakaznik funkcne vyuzit

[

zalozeny na poskytnuti prijemného pocitu z
nakupu n. uzivani

L

zalozen na nabidce zpusobu, jak vyjadrit svou
predstavu o sobé samém




Pozice znacky

Contemporary | Meridien Marjdarin
QOriental
Hilton International
Marrioft Four Seasons
Style = Hyat! .
Sheraton Ritz Carlton
Intercontinental

Traditional Savoy

Standard Level of Luxury Deluxe




Osobnost znacky — J. Aaker

- racionalni - odvazny - spolehlivy
- spravedlivy - temperamentni - inteligentni
- uzitecny - napadity - uspesny
- optimisticky

- vy$si trida - vytrvaly

- okouzlujici
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Strategie rizeni multiznacek
Ex: Tide, Cheer, Bold
Ex: Sony
Ex: pro polévky Campbell’s, pro dzusy V8

Ex: Nescafé, Nesquik, Nestea




EXx

EXx

EXx

EXx

Pojmy
)

: 3M ve znacce 3M Accuribbon
: General Mills podporuje Yoplait

: Skoda ma podznaéku Fabia

: MB + subbrand n. MB + descriptor
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Co-branding

= any pairing of 2 brands in a marketing context such
as advertisements, product, product placement and
distribution outlets

= combination of 2 brands to create single, unique
product

Park et al. (fine chocolates) —
(weight-loss product) OK

and




Hodnota znacky

Categories

Characteristics

Business finance
models

Cuantitve procaduras to compute a monetary value for brand aquity
Consumer's parspective not taken into account

Usad to value brand aquity in the contaxt of

acquisitions, licensing and analysts’ opinions

Brand
valuation
models

Psychographic/
behaviorally
oriented models

Brand aquity seen as a qualitative construct that can be mada manife st
using scorecards

Mot ampirically verifiable

High degrea of subjectivity in the choice of factors explaining brand
strangth

Endeavor to axplain what goes on in the *hearts and minds®

of customers to determing a brand's value

Composite
financial /
behavioral models

Provide @ monatary value for brand aquity

Include variables covering earnings status, market status and
psychographic status of a brand

Interlink qualitative and quantitantive factors

Input/output and
porfolio models

Establish a realtive brand value indeax

Determine potantial changes in a product’s markat share
(given constant distribution)

ldantify potential for optimizing spacific products
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Pravidla podle MaM

m p. barev m p. soudrznosti

m p. bratrstvi m p. sourozenectvi
m p. firmy m p. specializace
m p. hranice m p. subbrandu

m pP. jména m p. benefitu

m p. kategorie m pP. expanze

m p. kvality m p. extenze

m p. publicity m p. tvaru

m p. reklamy m p. vSeobecnéeho

m p. slova pouziti
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10 ikon reklamy

The Marlboro Man
Ronald McDonald

The Green Giant

Betty Crocker

The Energizer Bunny
The Pillsbury Doughboy
Aunt Jemima

The Michelin Man

Tony the Tiger

Elsie
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Kovboj Marlboro

Produkt: cigarety Marlboro
Rok zavedeni: 1955
Tvurce: Leo Burnett Co.
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Ronald McDonald

Produkt: restaurace McDonald's

Rok zavedeni: 1963
Tvurce: FransSizant O. Goldstein
a jeho mistni reklamni agentura
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Kralicek Energizer

Produkt: baterie Energizer
Rok zavedeni: 1989
Tvurce: Chiat/Day




Panacek Michelin

Produkt: pneumatiky Michelin
Rok zavedeni: 1898

Tvurce: idea formulovana

E. Michelinem
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Tygr Tony

Produkt: Kellogg's Sugar Frosted
Flakes (pozdeji Frosted Flakes)

Rok zavedeni: 1951
Tvurce: Leo Burnett Co.




