


= 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

- odpovéednost za znacku - investice do znacky

Interbrand
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Nejlepsi globalni znacky - 2008

2008 Brand Change in
Value ($m) BrandValue
1 1 @L’W A us Beverages 66,667 2%
e
2 3 EEEE us Computer Services | 59,031 3%
3 2 Microsoft us Computer Software 59,007 1%
a 4 us Diversified 53,086 3%
5 5 NOKIA Finland Consumer Electronics | 35,942 7%
B 5] Japan Automotive 34,050 6%
TOYOTA
7 7 intel us Computer Hardware 31,261 1%
)
8 a8 -{ -!1 us Restaurants 31,049 6%
L= .
9 9 %ﬁﬂgp us Media 29,251 0%
10 20 GOL‘}S]E" us Internet Services 25,550 43%

http://www.interbrand.com/best global brands_intro.aspx



http://www.interbrand.com/best_global_brands_intro.aspx
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Nejlepsi globalni znacky podle
zemi

United Kingdom 5% Germany 9%

'n.‘_

.
\\__J'l- '\
‘ o Japan 8%

Other 4%




Identita podle Aakera: unikatni sada asociaci,
které reprezentuji to, co znacka predstavuje a
naznacuji urcity slib vici zakaznikim

Dimensions of brand identity

Brand identity Brand functions

Addrasing the rational,
cognitive plane in & con-

sumer's head

'ﬂ The brand®s function as
8 “totem of the =elf*

(&.] Shame in humanity’s bastowal
of metaphysical meaning

Lagend share




Identita znacky dle Kapferera

Fyzicke Osobnost
charakteristiky znacky
Kulturni
Vztahy hodnoty
Odraz Vnimani

spotrebitele

sebe sama
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Vizualni identita

m identita monoliticka
http://www.lybar.cz/produkty cz/lybar klasik cz
m identita sdilena

CESKAS
SPORITELNA

m identita unikatni

ety



http://www.lybar.cz/produkty_cz/lybar_klasik_cz
http://www.csas.cz/banka/appmanager/portal/banka?_nfpb=true&_pageLabel=home
/cs/main.shtml

'_
Znacka — tvarova struktura

m znacky obrazove

Q

m znacky typograficke

Balta
m znacky kombinované

Manual http://www.peckadesign.cz/download/manual/branko.pdf
http://www.rjelinek.cz/download/design-manual.pdf



http://www.peckadesign.cz/download/manual/branko.pdf
http://www.rjelinek.cz/download/design-manual.pdf
http://www.rjelinek.cz/download/design-manual.pdf
http://www.rjelinek.cz/download/design-manual.pdf
http://niketown.nike.com/niketown/home.jsp?catalogId=1
/
/view/View.action?site=odw_cs_CZ
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Nabidka hodnoty

= je v ramci znacky prohlaseni o:

zalozeny na vlastnostech vyrobku, které muze
zakaznik funk¢éne vyuzit

]

zalozeny na poskytnuti prijemného pocitu z
nakupu n. uzivani

]

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



Marketingova komunikace
firmy/znacky

Viastni Zprostiedkované

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

zamestnanci
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Pozice znacky
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Hierarchie znacky — dle Kapferera

m zhacka produktu
m znacka produktove rady
m znacka pro nekolik produktovych kategorii

http://katalog.avoncosmetics.cz/katalog-13-2008/movie.html

m zastresujici znacka
http://Iwww.canon.cz/For Home/Product Finder/Cameras/Digital SLR/in

dex.asp
O] Zdl'OjOVé znacka http://www.ysl-parfums.com/gb/index.html

m garantujici znacka



http://katalog.avoncosmetics.cz/katalog-13-2008/movie.html
http://katalog.avoncosmetics.cz/katalog-13-2008/movie.html
http://katalog.avoncosmetics.cz/katalog-13-2008/movie.html
http://katalog.avoncosmetics.cz/katalog-13-2008/movie.html
http://katalog.avoncosmetics.cz/katalog-13-2008/movie.html
http://www.canon.cz/For_Home/Product_Finder/Cameras/Digital_SLR/index.asp
http://www.canon.cz/For_Home/Product_Finder/Cameras/Digital_SLR/index.asp
http://www.ysl-parfums.com/gb/index.html
http://www.ysl-parfums.com/gb/index.html
http://www.ysl-parfums.com/gb/index.html
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Architektura znacky
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Pojmy
= )

Ex: 3M ve znacce 3M Accuribbon
N

Ex: General Mills podporuje Yoplait

B
Ex: Skoda ma podznaéku Fabia
B

Ex: MB + subbrand n. MB + descriptor



Brand Decision Tree (Example)

Corporate Industry Offering

Audience

Factors Practices

Characteristic

Needs

Will the offering
add value to

the master

or market brands?

Do target audiences
perceive strong
equity in the offerings?

A brand or proprietary
name is justified, detached

Do competitors from the market brand e.g.,

or treat the offering “brand or proprietary name”
as a brand? Is there an audience (stand alone)
. |s this offering that could negatively
Will the offering s there |—> unique? react o or affect
n_epn_esent a enough budget No . the brand? A brand or proprietary
significant to build/sustain ° name is justified linked to
revenue stream? the brand? Ne

market brand e.g.,

Can this offering Masterbrand +

or develop strong “brand or proprietary name”
equity in target or
audiences? ‘. . "
Will the offering Brandfpriprrqtasrr n;m ed
represent y Masterbran

significant growth
in the future?

No proprietary name or
- brand required

e.g., Masterbrand +

“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
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Hodnota znacky

Categories

Characteristics

Business finance
maodels

Quantitve procedures to computs a monetary value for brand equity
Consumer's perspective not taken into account

Usad to value brand equity in the context of

acquisitions, licensing and analysts’ opinions

Brand
valuation
models

Psychographic/
behaviorally
oriented models

Brand aquity sean as a qualitative construct that can be made manifest
Using scoracards

Mot empirically verifiable

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

Endeavor to explain what goas on in the “hearts and minds®

of customers to determinge a brand’s value

Composite
financial /
behavioral models

Provide @ monetary 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 valua indax

Detarmine potential changes in a product's markat share
(given constant distribution)

|dantify potential for optimizing specific 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 p. 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. vseobecného
m p. slova pouziti



10 ikon reklamy

© © N o a A~ Wb -=

N
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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



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 (pozdéji Frosted Flakes)

Rok zavedeni: 1951
Tvurce: Leo Burnett Co.



