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votni cyklus produktu/odvétvi

Koncept zna vétsSina manazerl — umi ho ale interpretovat a pouZzivat?

Doporucené cteni: LEVITT, Theodore. Exploit the Product Life Cycle. Harvard Business Review 11/1965

The concept of the product life cycle is today at about the stage that the Copernican view of the universe was 300 years ago: a lot of people knew
about it, but hardly anybody seemed to use it in any effective or productive way.

EXHIBIT | Casto se produkt pohybuje mezi jednotlivymi fazemi nikoliv z pravé podstaty
Product Life Cycle—Enfire Industry ;v . v 7y v / v . . . .
své zivotnosti, ale protoze marketéfri takto Zivotni cyklus ocekavaji a planuiji.

|
SALES VOLUME
(DOLLAR INDEX)

wt Nékteré spole¢nosti se obavaji narocnosti zavadéni nového produktu

/—“\ Some disillusioned and badly burned companies have recently adopted a
more conservative policy—what | call the “used apple policy.” Instead of
aspiring to be the first company to see and seize an opportunity, they
systematically avoid being first. They let others take the first bite of the
L L - supposedly juicy apple that tantalizes them. They let others do the pioneering.
GROWTH MATURITY DECUNE If the idea works, they quickly follow suit. They say, in effect, “The trouble
with being a pioneer is that the pioneers get killed by the Indians.” Hence,
] - i . they say (thoroughly mixing their metaphors), “We don’t have to get
VEARS ! 2 3 ¢ s ¢ the first bite of the apple. The second one is good enough.”

STAGE#1

o

MARKET
- DEVELOPMENT

Klicové rozhodnuti o cené produktu v Uvodni fazi — pfilis nizkd cena mlze vyznamné zkratit Zivotni cyklus produktu (mdédni zbozi)

EXHIBIT I V roce 2007 Apple snizil po dvou mésicich cenu iPhone o 200 USD — naStvani
roduct Life Cycl riginating Compan / s . vs e v
Frocud o Cyce—Onghotog Combony zakaznici, ktefi zakoupili pied slevou. Omluva Jobse a 100 USD voucher.

|
SALES VOLUME
(DOLLAR INDEX)

154 Price Skimming’s Unintended Consequences

Spoleénost vstupujici na novy trh ma obtiZznou pozici. V prvnich fazich trhu je kfivka Zivotniho
cyklu odvétvi a Zivotniho cyklu produktu totoznd. Se vstupem konkurence se ale situace méni.
(Rast odvétvi je tazen i konkurenénimi firmami)
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https://hbr.org/1965/11/exploit-the-product-life-cycle
http://www.computerworld.com/s/article/9034738/Jobs_apologizes_for_iPhone_price_cut_Apple_to_issue_100_credit
http://www.msi.org/reports/price-skimmings-unintended-consequences/
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Rizeni zivotniho cyklu produktu

EXHIBIT IV
e V4 Ve Hypothetical Life Cycle—hylon
*  Zivotni cyklus lze prodlouzit/znovu nastartovat
SALES "

1. zvysit frekvenci uZiti stavajicimi zakazniky (marketingovd komunikace,

planované zastaravani, ...)

2. zvysit pocet variant produktu (barevné varianty, rizné zpUsoby uZziti, ...)

3. osloveni novych zékaznickych segmenti

, . Veysr s , .z v . o ]
4. nalezeni nového vyuziti zdkladniho materidlu (napf. nylon i do koberc) ¢ @'&*’
e
4 O?‘p
— Repositioning |
The venerable product life cycle curve describes the growth trajectory 1
most products take from intreduction to decline. But by changing products’
positioning in the marketplace, companies can propel their products
backward or forward into the lucrative growth phase YEARS - i i . " » ! N ' ' ' !
By stripping away attributes con-
sumers expect in a mature product,
d addi isi v v v ”
e onrs, companies can shift s product Pfiklad — nylon — punéochové kalhoty il

praducts in distinctly differ-

backward from maturity into the
ent categories, companies can growth phase.

reposition a mature product

EXHIBIT ¥
Inncrvation of Mew Products Postpones the Time of Total Matunsy—Eylon Indusiry

for growth. CAMALCET B,
HEY
TEXTURED ¥R
M = MATERIAL IMFLUENCES [l
® P = PROCUCT

— ACTUAL
TREND

By associating a “tainted”
product with a category
consumers embrace, a
Company can overcome
consumer resistance and
advance the product from
intreduction to growth.

Focus  Educate the market Refine the product Augment and differen- | Phase out weak
and build brand and build brand tiate the product and models, reduce costs,
identity preference build brand reputation | and milk the brand
Market  Latent Emerging Fragmented Eroding
Segmentation
Competition  Limited Growing Fierce Fading

Doporucené ¢teni: MOON, Youngme. Break free from the product life cycle. Harvard

Business Review, 5/2005

Sourok Mo Bl Mognzine, Febowry 1004, b33, © 1902 by Jorden P W



https://hbr.org/2005/05/break-free-from-the-product-life-cycle

#7 - "Cars" (2006)
I I I VS e C Z Budget: $120 million
: . Domestic Gross: $244 million

Profit: $124 million

Zivotni cyklus produktu — poprodejni servis a sl:=-==:

billion through 2010.

Zivotni cyklus produktll zahrnuje i poprodejni servis/opravy/nahradni

computer may reach its peak in shipments after only 2-3 years, the service cycle can The “Cars” movie grossed more than $460
easily last 15 years. An elevator may have a product cycle of only 10 years but a million in worldwide box office receipts during
service cycle of 100 years the summer of 2006, with almost as much
o v p PRy, v money from the international market as
— Muze znamenat vyzZznamny prinos pro spolecnost domestic. “Cars” has generated more than $10
Some 70% of service income came as computer shipments were on the wane. billion in merchandising sales and counting —
— | po skonéeni Zivotnosti samotného produktu thehost of any Pixar movie by far
In the Service Life Cycle,
The installed base remaining after product sales have declined can yield a Revenues Follow the Installed Base...

service profit annuity

2 - T

«« Instolled Bose

Doporucené ¢teni: POTTS, George W. Exploit your product's service life cycle.
Harvard Business Review, 9-10/1988

Revenue (milions of dodars)

Car dealers made an average of $23 for every A Computer's Product and Service Life Cycles
new car they sold in 2011. New cars are

essentially a loss leader for dealers, who make
most of their money by fixing your car, selling &
you a warranty when you buy a new car,
financing car loans, and used car sales. People
are hanging on to their cars longer, stretching
the average life of a car from 8.4 years in 1995
to 10.8 years in 2011, and many of them are
having repairs done more often than they have
in the past. Nearly 37 % of a dealership's
gross profit comes from the sale of F&I
products and service contracts on new and
used cars. Where Does the Car Dealer Make
Money? Mostly From Service, Not From Car
Sales

v 14-fij-18 Tomas Kincl 5


http://www.autonews.com/apps/pbcs.dll/article?AID=/20120326/RETAIL07/303269967/1203/nada-data-fat-year-for-store-profits
http://www.edmunds.com/car-buying/where-does-the-car-dealer-make-money.html

Faze zivotniho cyklu

Nemusi byt snadné rozpoznat, v jaké fazi se produkt nachazi

Figure 2
Sales analysis of five product families highlights their relative life-cycle stage

lllustrative|

Product family life cycle Life-cycle phase
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Unfortunately, in numerous cases a brand is discontinued, not because of irreversible
changes in consumer values or tastes, but because management, on the basis of the PLC
theory, believes the brand has entered a dying stage. In effect, a self-fulfilling prophecy
results.

The PLC concept has little validity. The sequence of marketing strategies typically
recommended for succeeding stages of the cycle is likely to cause trouble. In some
respects, the concept has done more harm than good by persuading top executives to
neglect existing brands and place undue emphasis on new products.

Doporucené cteni: DHALLA, Nariman K.; YUSPEH, Sonia. Forget the product life cycle
concept. Harvard Business Review, 1/1976

Exhibit lll  Life cycle patterns of product forms in four product classes

1. Cigarettes 3. Toilet tisswes: major notional brands only
[Millions of units) Oneply Twoply
(Thousands of 2roll sandard casei)
350,000 18,000 8,000
300,000 17 500
250,000 " 7,500
17,000
200,000
14,500 7.000
150,000
100,000 16,000 .
Rl 4 s00
50,000 Fiter 15,500
Monfiler
o 15,000 4,000
1655 1960 1965 1670 1974 1960 1945 1970 1973
2. Make-up bases 4. Coroals
Lotion Coke ond creom  Cold cersals Hot cersals
$25,000 $o,000 $450,000 $95,000
5,000 90,000
22,500 400,000 85,000
7.000
Creom 80,000
20,000 s000 350,000
75,000
5,000 -
17 500 300,000 0,000
4,000 45,000
Het cersals
15,000 ioton Coke 3000 250,000 Cold cersal 0,
1955 1960 1965 1570 1974 1950 1955 1960 1945 1970 1974

Scurces: For 1, Advedising Age; lor 2 and 4,

rmarkefing and Food Topics; for 3, ). Waller Thompson reseorch

Note: Dollar sales figures are in thousands of dollars. Both unit and dollar sales are adjusted to o common bave of consumer nonduable goods

expendibires.

Exhibit IV Life cycle patterns of brands compared with product forms

1. Filter cigarettes

3. One-ply foilot fissues

Al filbrs Indwidual brands onepl Individual brands
{Millicas of units) Il of unit)  Theusonds of coses] (Thovsords of cases)
all
325,000 All flloes 70,000 18,000 soeply Brond & 7000
60,000
275,000 17,500 6,000
50,000
225,000 dopog 17,000 5,000
175,000 30000 4 500 4,000
20,000
N Broad B
125000 16,000 ) 3,000
10,000
73,000 o 1550 2,000
1955 1980 1965 1970 To74 1960 1965 1570 1973
2. Nonfilter cigarattes 4. Two-ply toilot fissues
All nonfibers Individual brands Al ol tndividvol brands
[Millions of unin) [Millions. of units) mmmg. of cares] [housands of cases)
350,000 90,000 8,500 3,500
Al nonflters £0.000
X 8,000
300,000 3,000
70,000 7,500
250,000 €000 5000 2,500
2,000
200,000 0090 ¢ s00
40.000 000 bandp 1900
150,000 30,000 Brond ©
5,500 AlMwerl 1,000
100,000 Camel 20,000
‘ 500
10000 SO0
50,000 Chesterbeld o 4,500 o
1955 1960 1965 1570 1974 1960 1965 1970 1973
Source: For cigarsttes, Advertising Age; tor toilat fssses, |. Walker Thompaon ressarch,

Note: Al soles bigwes ore adjusted o 6 common bats of comsumer nondurable goods axpendiiures.



http://www.atkearney.de/analytics/featured-article/-/asset_publisher/BqWAk3NLsZIU/content/expanding-the-profit-frontier/10192
https://hbr.org/1976/01/forget-the-product-life-cycle-concept
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Zivotni cyklus produktu pfi Fizeni portfolia

*  Dulezité sladit faze pfi fizeni portfolia, aby se neprekryvaly

Sales

(1) (2) (3) Mnoizstvi novych produkti a inovaci, stejné jako strategicky pristup celé
spolecnosti, miZe byt vyznamné ovlivnéno osobou (narcistniho) CEO
I Kashmiri, S., Nicol, C. D., & Arora, S. (2017). Me, myself, and I: influence
of CEO narcissism on firms’ innovation strategy and the likelihood of
I product-harm crises. Journal of the Academy of Marketing Science, 1-
24.

?
I B C
odI iPhone iPad
Time
Dodrzuje Skoda Auto pfi Fizeni portfolia?
( o | + | 2| 3 4] s |6 ] 7 ]s]o] o] 1 2] 3 |]a] s | 6 ]| 7] 8 ]o ] o | 1 ] 2] 3 ] 4 ]s |

City car Citigo
Small family | Rapid |
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Teorie mezinarodniho zivotniho cyklu a obracena inovace

* Se ,starnutim” produktu dochazi ke zmeéné struktury jeho
zakaznikd i mista jeho vyroby

1.

7

Produkt je vyvinut v zemi plvodu, kde zac¢ind i produkce a objevuje
se nejvetsi poptavka; roste ale i poptavka v dalSich rozvinutych
zemich, které produkt dovazeji
Casem firmy v dal3ich zemich dokaZi zkonstruovat podobny produkt,
poptdvka ale porad prevysuje lokalni vyrobu. PGvodni firma zvazuje
investice v dalSich ekonomikach s cilem uspokojit mistni poptavku
Nasycenost rozvinutych trhi ma za nasledek pokles ceny produktu a
roste i poptavka na méné rozvinutych trzich; dochazi ke standardizaci
a dalSimu poklesu cen; vyroba v zemi pavodu klesa, presun do
ostatnich zemi, zejména rozvijejicich se ekonomik (mohou nabidnout
nizsi vyrobni naklady) N\

[ export

2t/

standardised
product

mature
product

new
product

VERNON, Raymond. International investment and
international trade in the product cycle. The quarterly
journal of economics, 1966, 190-207.

Predpoklady (dnes jiZ nutné neplati):

Sofistikované produkty jsou vyvijeny ve vyspélych zemich
Produkt ma standardni Zivotni cyklus a vyZaduje alespon
minimalni droven vyzkumu

Dnesni cykly jsou mnohem kratsi (nezZ v 60. letech)

N
|: time 1||

N4

inventor's
country

developing
country

wmmm  country where new product is launched

othe

=== developing, low-income country

160
140
120

100

&0
40

20

A United States

Froduction \

Cansumgtion

| | | |

m

, Qther Advanced Countries

Consumpticn

N

C. Devaloping Countries

Cansumgtion
| l | | |

Productian

M |

Maturing |
Prosduct

Produect
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fm.vse.cz Doporucené cteni: WINTER, Amos, GOVINDARAJAN, Vijay. Engineering

Reverse Innovations. Harvard Business Review 7-8/2015

Teorie mezinarodniho zivotniho cyklu a obracena inovace

*  Globalni spolecnosti obvykle postupuji podle teorie mezinarodniho zivotniho cyklu

— vyvoj sofistikovaného produktu pro rozvinuté ekonomiky, casem presun vyroby do
rozvijejicich se zemi, omezeni drahych ,features”, standardizace, ptizplsobeni rozvijejicim se
trhim — glokalizace

*  Opacny postup se nazyva obracena inovace (Reverse Innovation) — vyvoj low-end produktu
primarné pro rozvijejici se trhy a jeho pozdéjsi uzplsobeni pro trhy rozvinuté
— Predpoklad, Zze low-end produkty nedokazi konkurovat na rozvinutych trzich, neplati

— Tyto produkty mohou vytvorit zcela nové trhy v rozvinutych zemich (bud extrémné nizkou
cenou nebo zcela novym zplsobem uziti)

— Rouzvijejici zemé jako Cina/Indie jsou ochotny akceptovat ¢asteéné Feeni za zlomek ceny
* Velka prilezitost s ohledem na velikost téchto trhu

V Indii se vétSina muzu stale holi bfitvou. Holeni bfitvou je ndarocné na pozornost, trvd dlouho, vede Casto ke zranéni. | kdyz se v Indii prodavaji
zadpadni (zakladni) holici potfeby, pro 400 milionG indickych muz( jsou stdle pfilis drahé. Gillette zkoumalo zp(isob, jakym se indi¢ti muzi holi — ¢asto
sedi na zemi v tmavé mistnosti, jednou rukou drzi Ulomek zrcadla, nemaji k dispozici vic nez jeden hrnek vody. Indi¢ti muzi se navic neholi tak ¢asto,
pouzivaji radi hodné pény, maji vice vousl a vousy jsou silnéjsi.

Vysledkem vyvoje je Gillette Guard — ma jen jednu cepel, takze je velmi levny, md o 80 % méné ¢asti, unikatni konstrukce hlavy umoznuje vice
pohyb(, takZe predchazi zranéni, tvar okolo cepelky umozZnuje lepsSi napnuti kiiZze na tvari, zaroven je zadni Cast SirSi a umoznuje snadnéjsi
vyplachnuti zbytk( po holeni. Dvé ze tfi prodanych ¢epelek na holeni v Indii jsou Gillette Guard. Cena je jen 25 centl (cena vyménné cepelky 8
centl), coZ je zhruba 3 % z ceny Gillette Mach3, zacileného na evropské a severoamerické trhy. Dnes 40 % roc¢niho prijmu Gillette je z rozvijejicich
se trhl. Firma zatim neprodava Guard mimo Indii, chce ale postupné oslovovat i dalsi rozvijejici se trhy (Afrika, Asie, Jizni Amerika)

Tym podilejici se na vyvoji Gillette Guard zahrnoval 20 lidi z rGznych obor(, stravili v Indii vice nez tfi tydny (3 000 hodin s vice nez 1 000 uZivatel(,
aby zjistili vySe uvedené charakteristiky). Predchozi produkt, Gillette Vector — obrovské fiasko. Gillette navrhoval produkt pro indické zakazniky na
zakladé focus group se studenty MIT... How Gillette execs spent a fortune developing a razor for India using MIT student focus groups...without
considering the country's lack of running water, Gillette's Plan For Dominating The World: P&G, Reverse Innovation, And The Gillette Guard

Dalsi ptiklady: Microsoft a aplikace socidlnich siti pro ,hloupé” telefony, Nestlé a dehydrovana strava vyvinutd pro chudé oblasti Pakistanu, Uspésna
i na trzich v Australii a NZ jako levné a zdravé jidlo, ...

v 14-fij-18 Tomas Kincl 9


http://www.dailymail.co.uk/news/article-2443191/Gillette-spent-fortune-Indian-razor-forgetting-countrys-running-water.html
http://sharpologist.com/2012/05/reverse-innovation.html
http://www.businessweek.com/innovate/next/archives/2009/08/microsoft_bets.html
http://www.bloomberg.com/bw/magazine/content/09_12/b4124038287365.htm
https://hbr.org/2015/07/engineering-reverse-innovations
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Teorie mezinarodniho zivotniho cyklu a obracena inovace

* Duvod, proc se smér inovaci obraci, je zrejmy

A Shifting Center of Gravity

Emerging markets have become a major source

of corporate revenue. In 1980 they accounted

for 21% of sales of food and beverages, 14%

of electronics, and 11% of motor vehicles. By 2013
those figures were 53%, 56%, and 42%, respectively.

GROSS SALES BY REGION
% OF WORLD TOTAL

23
24
WESTERN
EUROPE
UNITED STATES
AND CANADA
®
@ it
AFRICA
6 7
LATIN
AMERICA

SOURCE MCKINSEY GLOBAL INSTITUTE
FROM “THE FUTURE AND HOW TO SURVIVE IT,” OCTOBER 2015

TOTAL 1980 2013

EMERGING
MARKETS 21% 41%

{ ]
2 5
EASTERN @ 19
EUROPE 3
CHINA o
@ 9
3.3
MIDDLE ® JAPAN
EAST AND KOREA
4 6
OTHER EMERGING
ASIA-PACIFIC
3 3
OTHER ADVANCED
ASIA-PACIFIC
© HBR.ORG

Emerging-Market Competitors Have Changed
the Rules

There are now twice as many multinational
corporations as there were in 1990—85,000 is a
conservative estimate. Although two-thirds are
still headquartered in advanced economies, the
balance is quickly shifting. In 1990, 5% of the
Fortune Global 500 came from emerging
markets. In 2013, 26% did. By 2025, we estimate,
more than 45% will.

These new competitors are growing more than
twice as quickly as companies in advanced
economies, both in their home markets and
beyond, eroding the traditional Western
advantage of scale. Although their track records
for profit and performance are uneven, the most
successful of these players are now as big as or
bigger than competitors from the U.S. and
Europe.

Doporucené cteni: DOBBS, Richard, KOLLER, Tim,
RAMASWAMY, Sree. The Future and How to
Survive It. Harvard Business Review 10/2015

v 14-fij-18 Tomas Kincl 10


https://hbr.org/2015/10/the-future-and-how-to-survive-it

fm.vse.cz Doporucené ¢teni: IMMELT, Jeffrey R.; GOVINDARAJAN, Vijay; TRIMBLE,
Chris. How GE is disrupting itself. Harvard Business Review 10/2009

Teorie mezinarodniho zivotniho cyklu a obracena inovace

*  Firmy maji s obracenymi inovacemi problémy:

1.

Snaha ,napasovat” segmenty v rozvijejicich se zemich na jiz vytvorené

produkty; pozadavky rozvijejicich se trh{i ale mohou byt odlisSné
John Deere upravil traktory pro indicky trh. | kdyz byly traktory malé (a levné), jejich polomér
zataceni byl pro indicka policka pfilis velky, navrzeny pro velké farmy v USA

Snaha snizit cenu eliminaci funkci, vybavy Ci vlastnosti
US vyrobci automobilt v 90. letech vstoupili na indicky trh s vozy, jejichZ vybava byla omezena (napf. absence el.
ovladani oken vzadu). Presto byly vozy pfilis drahé a spiSe uréené pro zakazniky, ktefi se nechavaiji vozit fidicem.
Vznikl paradox, kdy fidi¢ vpfedu mél el. ovlddand okna a zakaznik sedici vzadu musel tocit klickou

Zapominani na odlisné podminky v rozvijejicich se zemich (infrastruktura,

technické moznosti, podnebi, ...)

PlayPump je zarizeni, které umoznuje Cerpat vodu tim, Ze vyuziva energii vytvorenou détskou hrou.
Energie potrebna k pumpovani vody pro celou vesnici neni v laboratornich podminkach prilis velka,
déti si bohuzel ale hraji ve chvili, kdy se jim chce a ne kdyZ vesnice potfebuje vodu. Projekt byl zastaven

Opomenuti nékterych stakeholdert

Nestaci brat v ivahu jen koncové zadkazniky/uZivatele. Napf. pfi vyvoji levnych protetickych koncetin pro
rozvijejici se zemeé nestaci uvazovat jen o postizenych, ktefi budou nahrady pouzivat — je potreba brat v
Uvahu schopnosti lokalnich vyrobcd, distributord, ale i nemocnic a Iékatd, kteti budou ndhrady pacientim
aplikovat.

Neschopnost uvérit, ze i low-end produkt primarné uréeny pro rozvijejici se trh muze

zaujmout zakazniky v rozvinutych zemich

Dacia Logan byl vz vyvinuty specialné pro trhy ve stfedni a vychodni Evropé. Viz vyrabény od 2004 v Rumunsku

(levna prac. sila) mél velky kufr, jednoduché a spolehlivé komponenty a vyssi svétlou vysku kv(li Spatnym cestam. Po

dvou letech se Renault rozhodl, Ze prida zakladni prvky bezpecnosti a metalické barvy, a zacne viiz proddvat i na

rozvinutych evropskych trzich. BEhem tfi let stouply prodeje (vSech vozU Dacia) na vice nez 400 000 vozU, zejména v

zapadni Evropé v 14-¥ij-18 Toma$ Kincl 11



http://blogs.ei.columbia.edu/2010/07/01/the-playpump-what-went-wrong/
http://www.daciagroup.com/en/press/press-releases/2014/with-sales-of-almost-430000-vehicles-dacia-set-a-new-trade-record-in-2013
https://www.youtube.com/watch?v=6QZ8o25u3Xo
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Zivotni cyklus produktu/odvétvi difuse inovaci

A. Adoptions Due to External and Internal Influences in the Bass Model

Jak odhadovat tvar krivky zivotniho cyklu odvétvi?

— Difuzni modely — modely Sifeni inovaci v populaci — kolik

zdkaznikl a kdy poridi novou technologii

BASS, F. M., 1969, A new product growth for model consumer durables, Management
Science, 15(5), pp. 215-227

Pozdéji rozsifeno napf. o opakované nakupy

NORTON, J. A., E M. BASS. 1987. A diffusion theory model of adoption and substitution
for successive generations of high technology products. Management Science. 33(9) B Analvical Structure of the Bass Model

1069-1086.

1— e—l{p+q}lrli

F(t) =
1+ie—{p+q}r;

p

Rada dalSich roziiteni Bassova modelu — napf. o proménné marketingového mixu (vliv ceny, reklamy), odstranéni
pavodnich omezeni modelu (fixni pocet potencidlnich adopterd, bindrnich charakter rozhodnuti zakaznikd, fixni
hodnoty p a g béhem simulace, pouze pozitivni vliv WOM, ...) dynamické modely, dalsi skupiny zakazniky...

kde
p je koeficient inovace (externi efekt, efekt

vytvoreny marketingovou komunikaci — obvykle se

odhaduje ~ 0,03, nezfidka ale byva < 0,01)
g je koeficient imitace (interni efekt, efekt

vytvoreny W-o-M — obvykle se odhaduje v rozmezi

0,3-0,5
Podil p a g se mezi jednotlivymi generacemi
nakupld neméni

Noncumulative Adoptions, n(t)

pm |

imitatofi — adopce
skrze WoM

Adoplions
Due to
Internal Influence

Adoptions Due to
External Influence

inovatofi —adopce skrze Time
komunikaci v massmediich

100  Doporucené Cteni pro opravdové zdjemce: RADAS, Sonja. Diffusion Models in

50

Marketing: How to Incorporate the Effect of External Influence?. Privredna kretanja i
ekonomska politika, 2006, 15.105: 30-51.

BASS, Frank M. Comments on “A new product growth for model consumer durables

= em
< c
7] 73
c
S S
a a
38 3
< <
@ o Pont of
= 2 Inftection
8 ©
g E
E E
= 3
e Opm -
o
T
z Time
- D . The Bass Diffusion Model
e .
Adopters Adoption Decisions Diagram

Market share %

25 Marketing Engineering Technical Note

Innovators  Early

2.5% Adopters Majority

13.5%

Early

34%

Late Laggards

the bass model”. Management science, 2004, 50.12_supplement: 1833-1840.
Lilien, Gary L., Rangaswamy, Arvind and Arnaud De Bruyn (2007) The Bass Model:

MAHAIJAN, Vijay; MULLER, Eitan; BASS, Frank M. New product diffusion models in

Rada simula¢nich modeld

Majority 16%
34%

0 marketing: A review and directions for research. In: Diffusion of technologies and social
behavior. Springer Berlin Heidelberg, 1991. p. 125-177.

— systémové dynamické i
agentové

v 14-fij-18 Tomas Kincl

12



https://www.dropbox.com/s/rwk1wxtxemsu8dp/BASS-Simulation-Sundar.xls?dl=0
http://hrcak.srce.hr/file/28748
http://classfiles.library.ucla.edu/SocialSciences/Classes - SocialSciences/Bragin_10F_M10A - Classes - SocialSciences/Innovation Diffusion/Samuels (2009) Diffusion of Innovations/Bass(2004)Bass_Mdl_Cmmnts.pdf
http://faculty.washington.edu/sundar/NPM/BASS-Forecasting Model/Bass Model Technical Note.pdf
http://marketingscience.info/assets/documents/215/2413.pdf
http://forio.com/simulate/keubanks/bass-diffusion-model/run/#p=page1
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Primer ON THE THREE HORIZON GROWTH PROCESS

Zivotni cyklus produktu/odvétvi — Three horizons

h0r§|' nei pFedChOZi)' Whilst the new

technology is

in early stages :
of |
development, 1
it offers a poor !
alternative to :
the 1
established, 1
old technology

“0ld”
technolggy

: At this point,
, moving to the

1 “new"” technology
| looks like an

| expensive step

1 backwards

1

SpolecCnost ve fazi zralosti odvétvi vénuje =
pozornost aktualnim produktd, musi se
ale intenzivné vénovat budoucim projek- -
tum, aby aktualni produkty nahradily nové

Na pocatku je nova technologie draha, investice nepfiindsi velké
zlepseni. Pozdéji se vylepseni objevuji snaze/levnéji. Pfi dosazeni
technologickych limitli se nelze dale zlepSovat ani prostrednictvim
vysokych investic. Prichazi nova technologie (zpocCatku muzZe byt i

“Now”
technology

curve
But after

working through
early problems
(hopefully!), a

break through

occurs and

progress starts

to surge ahead

once again

0))) time (years)

/_—

Horizon 3

create viaoie

*ERCENT OF
1.5, HOUSEHOLDS

[:1+]

CLOTHES WASHER) .- .

CLOTHES DRYER,

—F

I VER

3 INTEENET

1900 95 1930 1945 960 wrls 1990 2005

Three horizons Framework (McKinsey) poskytuje voditka, jak hodnotit potencidlni pfilezitosti v budoucnu
s minimdalnim omezenim v souc¢asnosti.

Prvni horizont predstavuje soucasné produkty, dojné kravy, orientace na cash-flow, ROI, kratkodobd
navratnost. Snaha vyuZit soucasné technologie. Objevuji se inkrementdlni zmény produktu. Res
produktovi manaZefi. Rada produkt(i ale musi byt pribéZné ukonéovéna, aby vytvofily prostor pro
produkty dalSich vin/horizontl — jak rozpoznat, Ze je potreba produkt ukondit; jak se vyporadat s ego
investicemi produktovych manazera?

Druhy horizont se snaZi vyuZit soucasné kompetence/produkty na novych trzich. Vyzaduiji investice, které
se zpocatku nemusi vyplacet, obtizné se méri Uspéch (mlZe vyZzadovat nové metriky pro méreni
Uspéchu). Redi techniéti manaZefi, vyvojafi. Orientace na ¢istou soucasnou hodnotu, predikce vyvoje
trhu(0), ... Jak rozpoznat, Ze projekt nemd budoucnost?

Treti horizont zahrnuje projekty majici potencidl zménit podstatu odvétvi (distruptivni technologie).
Spoleénosti ¢asto neplanuji tak daleko do budoucnosti. Rozhoduji CEOs, CTOs

Potfeba fidit vSechny tfi horizonty, rozhodovat neustale o Zivotnosti produkt(, pfesouvat 3->2, 2->1. Kolik
prostiedk(l vénovat vzdalenéjSim horizontim (ristové strategie, produktové strategie) — 70, 20, 10?

Eric Schmidt, then Google CEO, speaking to Business 2.0 magazine, December 1st 2005 — We spend 70
percent of our time on core search and ads. We spend 20 percent on adjacent businesses, ones related to
the core businesses in some interesting way. Examples of that would be Google News, Google Earth, and
Google Local. And then 10 percent of our time should be on things that are truly new... How do you
enforce that 70/20/10 rule? For a while we put the projects in different rooms. That way, if we were in
one room too long, we knew we were not spending our time correctly. It was sort of a stupid device, but
it worked quite well. Now we have people who actually manage this, so | know how | spend my time, and
| do spend it 70/20/10 v 14-ij-18 Tomas Kincl 13



http://money.cnn.com/2005/11/28/news/newsmakers/schmidt_biz20_1205/
http://www.mckinsey.com/insights/strategy/enduring_ideas_the_three_horizons_of_growth
http://media.corporate-ir.net/media_files/irol/97/97892/Horizons Program Primer.pdf

Zivotni cyklus produktu/odvétvi — planované zastaravani

fm.vse.cz

Objevuje se i technika ,,planovaného zastaravani“ s cilem ridit zivotni cyklus odvétvi
i produktu

Produkty jsou navrhovany tak, aby vydrzely fungovat jen urcité obdobi

Doporucené ¢teni: MAYCROFT, Neil, et al. Consumption, planned obsolescence and waste. 2009.
KING, A. M., BURGESS, S. C., JOMAH, W., & McMahon, C. A. (2006). Reducing waste: repair, recondition,
remanufacture or recycle?. Sustainable Development, 14(4), 257-267.

Phoebus cartel — Osram, Philips a General Electric se v 1924 dohodly, Ze budou vyrabét Zarovky
s planovanou dobou Zivotnosti a budou tak moci |épe kontrolovat opakované nakupy.
Z garantovanych 2 500 hodin se stalo 1 000 hodin Zivotnosti Zarovky. Kartel vydrzel do roku 1939.

V 30. letech Dupont vynalezl nylon — skvély materidl pro damské puncochy. Musel byt ale upraven, protoze
vydrzel pfilis mnoho — Zeny by nebyly nuceny si kupovat nové.

General Motors tak konkuroval Fordu v 60. letech — soustfedil se spiS na design a marketing a fizenou obnovu
vozového parku. Aflred Sloan: The changes in the new model should be so novel and attractive as to create
demand ... and a certain amount of dissatisfaction with past models as compared with the new one.

Objevuje se i dnes — baterie v telefonech nevydrzi vécnost, pfedstaveni novych datovych format(, které stary sw
neumi otevfit, Problém s recyklaci pouZitych vyrobk( (¢asto nenese vyrobce, ale spole¢nost). Sabota7: Casované
bomby v produktech, které kupujeme

V Unoru 2011 francouzsko-némeckd televizni stanice Arte odvysilala dokument nazvany Ready-To-Toss (zraly
k vyhozeni). V ném predvedla tiskarnu Epson, ktera po 18.000 kopii ukazala falesné hlaseni o chybé. Japonsky
vyrobce tehdy potvrdil: "Nase tiskarny jsou vybaveny podlozkami, které absorbuji prebytecny inkoust. Museji se
pravidelné ménit, aby spravné fungovaly. Pokud ne, hrozi v nejhorsim ptipadé skvrny na nabytku ¢i koberci. Proto
maji nase tiskarny pocitadlo, které kontroluje jejich stav. Kdyz je tfeba podlozku vymeénit, neni moziné dal
tisknout." Dokud je tiskarna v zaruce, je vyména zdarma. Pak stoji v prepoctu zhruba 700 korun.
Na zacatku 90. let odbornici v La Bonne Combine zjistili obdobnou techniku v kavovarech. "Po 3000 kavéach
kavovary Jura prestaly fungovat a ukazaly zpravu, Ze je ¢as na udrzbu," fekl Inaebnit. "Pozdéji to firma Jura
zménila, aby chybové hlaseni provoz kavovaru neblokovalo. Ale jisté je, Ze vyrobci tohoto druhu pfistrojd sazeji na
naivitu nékterych zakaznik( a zobrazuji hlaseni, kterd nejsou vidy relevantni., Zabudované zastaravani, aneb
podvadéji nds vyrobci? Pt se Le Monde

PHOEBLS CARTEL

v 14-Fij-18
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http://eprints.lincoln.ac.uk/2062/1/Obsolescence.pdf
https://en.wikipedia.org/wiki/Phoebus_cartel
http://inspiredeconomist.com/2012/09/20/the-greatest-invention-planned-obsolescence/
http://www.ifixit.com/blog/2011/01/20/apples-latest-innovation-is-turning-planned-obsolescence-into-planned-failure/
http://ceskapozice.lidovky.cz/sabotaz-casovane-bomby-v-produktech-ktere-kupujeme-fxu-/tema.aspx?c=A130330_230500_pozice_108555
http://www.patria.cz/zpravodajstvi/2175915/zabudovane-zastaravani-aneb-podvadeji-nas-vyrobci-pta-se-le-monde.html

RGzné zdroje: Johnson & Scholes, Exploring Corporate Strategy, 6th ed., Harlow, England: Prentice Hall, 2002,
fm.vse.cz p. 119, and Operations Management, 2nd ed., Nigel Slack et al. London: Pitman Publishing, 1998, p. 88
A [ v 4 \'4 v 4 v 4
Zivotni cyklus produktu/odvétvi — shrnuti

First and fast Less picky (Early More picky (Early .. Lagging behind
(Innovators) Adopters) Majority) SRR e ELeEy, (Laggards)
Competitors A few or none Increasing number Weakest fall out Stable number Decreasing number
Tvoe of competition Almost none Innovative and copvin Based on brice Battle for market share, Low profits and little
P P (substitutes?) Pying P cost issues competitive battling
B . . .
Product variety Individual production R V) SEIML IR Based on standards SO LERIE S Standardized and limited
set countless subtypes
Distribution Build selective Build intensive Build more intensive Selective phase out of
distribution distribution distribution unprofitable unit
Negative Small but increasing High Low to negative
Low Rapidly growing Slowly growing Maximum and stable Decreasing
Low Sales Rapidly Increasing Sales Peak Sales Declining Sales
High and falling Medium and falling Low Low
Customer Needs SOphIStlcatI?n' SEIRVIES, Performance Vel s Low price
fit performance
High High Low Negative
Sl Create product' Maximize market share Maximize profits and Reduce expenses & milk
awareness and Trial defend market share brands
Buil . .
. S IR ML LT Build awareness and Stress on brand Reduce to retain hard
Advertising among early adopters . ) . .
interest in mass market difference and benefits core loyals
and dealers
Promotion of brand and Segment market, steal New promotion, bitter

Marketing Strategy Build brand identity

market business attacks
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fm.vse.cz

Proces strategického planovani

Nezbytné, at jiz prevaZzuje Porteriv nebo Mintzberglv pohled Strategic Management Erameniork

Where are 32
Sifuation
appraisal: review
of corporate
objectives
Clarification
of objectives
Corporate
strategy
Where are we
.. i
Competitive gomg:
Strategies

Frameworku strategického planovani je cela rada THOMPSON, J. and MARTIN, F. (2010). Strategic Management:
(beztak od sebe vsichni Opisujf) Awareness & Change. 6th ed. Cengage Learning EMEA, p. 34

The Analysis-Formulation-Implementation (AFI) Strategy Framework

Porter’s ideas are still relevant, corporate CEOs still use them as part of their strategy
planning thinking. But they are getting a bit long in the tooth for today’s different
world. This is not to say that planning isn’t useful, but other than some long term
technology plans, the day of the 5 year and even 2 year plans has faded and emer-

gent strategy is the reality in most industries.

MOORE, Karl. Porter or Mintzberg: Whose View of Strategy Is the Most Relevant Today?

The world is no longer dependable, consistent, or predictable enough for leaders to
rely only on deliberate strategic planning in advance. If reality is constantly changing,

the company cannot stop analyzing, assessing, and planning to keep up—or get ahead
of—those changes. R
MOORE, Karl, LENIR, Phil. Mintzberg's Better Way to Do Corporate Strategy.

How are we
doing?

Strategic
Decisions

Model of the Strategic Management Process The AFI Strategy Framework

\ - Initial Analysis
- G te, t
Develop Vision Establish E‘_;::;: ;nd Envlement Measure and .
and Mission | Long-Term Choose Skite o Evaluate [mplementation I
Statements Objectives Stratesies = Performance Gaining &
g Sustaining
Competitive
Advantage \

Internal
Environment [
Analysis
I
I

F ormulation: F ormulation:
’ * * ’ Corpor;te Businetss
- : : : Strategy Strategy
Strategy Formulation Strategy Strategy
Implementation Evaluation
DAVID, F.R. (2009). Strategic Management: Concepts and ROTHAERMEL, F. T. (2012). Strategic Managément:
Cases. 12th ed. FT Prentice Hall, p. 36-37 Concepts and Cases. McGraw-Hill/Irwin;, p. 20
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http://www.forbes.com/sites/karlmoore/2011/03/28/porter-or-mintzberg-whose-view-of-strategy-is-the-most-relevant-today/
http://www.forbes.com/sites/karlmoore/2011/06/21/emergent-strategy-demands-emergent-learning/

fm.vse.cz
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Proces strategického planovani — Analyza vnéjsiho prostredi

Demographic

, Economic
Intermediaries

Natural
/ | Customers \
sSuppliers ™ —

Marketing
| Publics
\ Management |

\ Company /
\ / Cultural
\ —  Competitors
/

y
y

Technologlcali"\""\\ _/.// Political /
e ____= Legal

brainmates.com.au
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Analyza vnéjsiho prostredi — makro uroven

* Nejpouzivanéjsi framework pro posuzovani makrourovné externiho prostredi — PEST (PESTLE)

— Aguilar, F.J. Scanning the business environment, New York, NY: Macmillan Company, 1967

(ETPS — Economic, Technical, Political, and Social)

— V 80. letech Brown, A. (STEP — Strategic Trend Evaluation Process), nastinil i environmentalni
faktory — STEPE. Pozdéji rada variant (Fahey, Narayanan, Morrison, Renfro, Boucher, Mecca,

ale i Porter)
PESTEL = PEST + Environmental + Legal STEEPLED = STEEPLE + Demographic
PESTELI = PESTEL + Industry PESTLIED = PEST + Legal + International +
STEEP = PEST + Ethical Environmental + Demographic
SLEPT = PEST + Legal LONGPEST = Local + National + Global factors + PEST
STEEPLE = PEST + Environmental + Legal + Ethical STEER - Socio-cultural, Technological, Economic,

Ecological a Regulatory factors

* V soucasné dobé je popularni PESTLE

1. krok: sebrani relevantnich informaci o politickych,

ekonomickych, socialnich a technologickych faktorech,

které ovliviuji podnik

2. krok: posouzeni vlivu faktort (pfilezitosti, hrozby)

— soucast SWOT analyzy

— Pfi provadéni PEST (PESTLE) analyzy je pomérné jednodu-
ché vytvorit seznam faktord, které ovsem mohou mir rlizny
(nebo Zadny) vliv na tvorbu strategie. Rozpoznani vztahu
mezi jednotlivymi faktory Ci jejich vyznam je ale mnohem
slozitéjsi

Environmental

Road Ci

PESTLEWeb™

Environmental

Pollution from
operation of cars

awareness of

PESTLEWeb™

Environmental

Pollution from
Production of cars

PESTLEWeb™

Environmental

Lze vyuzit fadu nastrojq,
tfeba PESTLEWeb — podobné

jako myslenkové mapy
v 14-fij-18 Tomas Kincl 19


http://pestleweb.com/index.php

PEST

Government stability and likely changes

Bureaucracy

Corruption level
Tax policy (rates and incentives)

Freedom of press

Regulation/de-regulation

Trade control

Import restrictions (quality and quantity)
Tariffs

Competition regulation

Government involvement in trade unions and
agreements
Environmental Law
Education Law
Anti-trust law
Discrimination law
Copyright, patents / Intellectual property law
Consumer protection and e-commerce

Growth rates

Inflation rate

Interest rates

Exchange rates
Unemployment trends
Labor costs

Stage of business cycle
Credit availability

Trade flows and patterns
Level of consumers’ disposable income
Monetary policies

Fiscal policies

Price fluctuations

Stock market trends
Weather

Climate change

PEST (PESTLE, STEEPLED)

PESTLE
Environmental (ecological)

Weather

Climate change

Laws regulating environment pollution
Air and water pollution

Recycling

Waste management

Employment law
Health and safety law
Data protection law
Laws regulating environment pollution

Health consciousness

Education level

Attitudes toward imported goods and services
Attitudes toward work, leisure, career and
retirement

Attitudes toward product quality and customer
service

Attitudes toward saving and investing
Emphasis on safety

Lifestyles

Buying habits
Religion and beliefs

Attitudes toward “green” or ecological product
Attitudes toward and support for renewable
energy

Population growth rate

Immigration and emigration rates

Age distribution and life expectancy rates
Sex distribution

Average disposable income level
Social classes

Family size and structure
Minorities

Basic infrastructure level
Rate of technological change

Technology incentives
Legislation regarding/fechnology

Access to
Interne

Attitudes toward “green” or ecological products
Endangered species

Attitudes toward and support for renewable
energy

STEEPLED
. Ethial Demographic

Ethical advertising and sales practices
Accepted accounting, management and
marketing standards

Attitude towards counterfeiting and breakin
patents

Ethical recruiting practices and

Anti-trust law

Discrimination law

Copyright, patents / Intellectual property law
Consumer protection and e-commerce
Employment law

Health and safety law

Data Protection

Population growth rate

Immigration and emigration rates

Age distribution and life expectancy rates
Sex distribution

Average disposable income level

Social classes

#hfrastructure and penetration

Family size and structure
Minorities

standards (not using chilé#€n to produce goods)

Lze nalézt i zpracované analyzy pro jednotlivé zemé ¢i odvétvi
(Doing Business in China, Doing Business in Malaysia)
Bez znalosti kontextu se ale jedna jen o Cisla a statistiky, je nutné
znat vzajemné souvislosti, vztahy mezi jednotlivymi faktory
*  Vstup na cizi trh je ¢asto investi¢né naro¢na a dlouhodob3
zalezitost
*  Dobre zpracovana analyza je rozsahly dokument, ¢asto se ha ném
podili fada osob
*  Nevhodné téma pro kvalifikacni praci (v daném rozsahu
nelze udélat spravné)!!!
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http://data.worldjusticeproject.org/
http://data.worldbank.org/country
http://www.moodys.com/
http://www.standardandpoors.com/
http://www.fitchratings.com/web/en/dynamic/fitch-home.jsp
http://businessmonitor.com/czech-republic
http://data.worldbank.org/indicator/IC.BUS.EASE.XQ
http://www.transparency.org/country
http://store.eiu.com/
http://fr.rsf.org/IMG/pdf/classement_2013_gb-bd.pdf
http://www.freedomhouse.org/report-types/freedom-press
http://www.doingbusiness.org/
http://www.weforum.org/issues/international-trade
http://www.weforum.org/issues/international-trade
http://ec.europa.eu/competition/index_en.html
http://www.epa.gov/
http://maplecroft.com/
http://www.employmentlawalliance.com/globalemployerhandbook?R1=5&R2=9
http://epp.eurostat.ec.europa.eu/portal/page/portal/statistics/search_database
http://stats.oecd.org/
http://countryeconomy.com/
http://www.tradingeconomics.com/country-list/labour-costs
http://www.bls.gov/fls/
https://www.economy.com/dismal/map/
http://www.bloomberg.com/markets/
http://markets.ft.com/research/Markets/Overview
http://www.accuweather.com/sl/world-weather
http://data.worldbank.org/topic/climate-change
http://widgets.weforum.org/gender-gap-heat-map/
http://www.theguardian.com/global-development/ng-interactive/2014/feb/04/womens-rights-country-by-country-interactive
http://geert-hofstede.com/dimensions.html
http://ec.europa.eu/enterprise/policies/innovation/files/ius-2013_en.pdf
http://www.strategicbusinessinsights.com/vals/
http://www.euromonitor.com/global-consumer-trends-summary-of-2013-survey-results/report
http://www.religionfacts.com/religion_statistics/religion_statistics_by_country.htm
http://data.worldbank.org/indicator/SP.POP.GROW
https://www.cia.gov/library/publications/the-world-factbook/rankorder/2112rank.html
https://www.cia.gov/library/publications/the-world-factbook/fields/2018.html
http://www.oecdbetterlifeindex.org/topics/income/
http://worldfamilymap.org/2013/articles/world-family-indicators/family-structure
http://data.worldbank.org/topic/infrastructure
http://data.worldbank.org/indicator/GB.XPD.RSDV.GD.ZS
http://epp.eurostat.ec.europa.eu/statistics_explained/index.php/R_&_D_expenditure
http://www.oecd-ilibrary.org/sites/sti_scoreboard-2011-en/05/05/index.html?contentType&itemId=/content/chapter/sti_scoreboard-2011-48-en&containerItemId=/content/serial/20725345&accessItemIds=/content/book/sti_scoreboard-2011-en&mimeType=text/html
http://www.investinamericasfuture.org/PDFs/Global_RD_Survey_September_2012_FINAL.pdf
http://www.internetworldstats.com/
http://www.hsbc.com.cn/1/PA_ES_Content_Mgmt/content/china/commercial/internationalbanking/images/doingbusinessinchina.pdf
http://www.pwc.com.au/asia-practice/south-east/assets/publications/Doing-Business-Guide-Malaysia-Apr13.pdf

fm.vse.cz

PEST — priklady

* 2014 - Ikea otevre prvni obchod v Indii (Hydebarad)
— Vstupu na indicky trh pfedchazela podrobna (PEST) analyza

P: Indie je na 94/176 z hlediska korupce (Transparency International's CPI), politické prostredi je nestabilni, fada frakci, vyhra opozice — stihani byvalych vidcu,

pfivstupu FDI 30 % produkce musi pochazet z lokalnich zdrojl (Ikea vyjednala 7leté moratorium), Casté protesty, stavky, bandhy, politickd opozice ma jiny

nazor na FDIs, po volbach muze pfrijit dramaticka zména — FeSeni: najmout lokalni femesiniky pro prepravu a montaz vyrobka

E: Slaba a nestabilni ména, 7% inflace, 12,5/15% VAT, lkea ma vysoky podil importovaného zbozi, Indové jsou cenoveé citlivi, nizky disponibilni pfijem

— teSeni: bundling, vyhodné nabidky, model vybavené mistnosti vytvoreny zdarma, osobni jednani se zakaznikem, aby se citil vyjimecny

S: tfetina populace Zije pod hladinou chudoby, do 2016 ale pfes 50 mil. domacnosti stredni tfidy, Indové maji radi zahrani¢ni produkty, velikost obydli je mensi

nez v Evropé (32 % méstskych obydli 25 m?, 39 % venkovskych 30 m? nebo mensi), vysokd mira napodobovani (vseho) — FeSeni: upravit display sestavy v

obchodé aby vyhovovaly indickym podminkdm, spolupracovat s developery na navrzich novych bytu

T: slabd infrastruktura (silnice, voda, elektfina), ¢asté vypadky, velkd ¢ast populace nemad vodu ani elektfinu, neni bézné vlastnit auto, na druhou stranu rychly
vyvoj internetového pripojeni, oblibenost socidlnich médii a rozvoj e-commerce — feSeni: pracovat s e-commerce, doprava a instalace zdarma

*  Nespresso
— Nestlé v 70. a 80. letech opanovalo segment instantni kavy, prorazit do NESPRESSO.

gourmet-segmentu se ale podafrilo az s Nespressem
S: Prémiovy segment je pomérné maly (niché), nelze distribuovat pres retailové retézce (kava musi byt ¢erstva a nesmi z(istdvat dlouho na skladé) — distribuce
pfes malé designové butiky a online, kapsle jsou drazsi nez u konkurence); prémiovy segment si potrpi na design a kvalitu — pfistroje jsou malé, designové (a
drahé), zacileni na profesionaly — ambasadorem je G. Clooney, pomdaha budovat kult znacky
T: technologie je chrdnéna 70 patenty, omezuje vstup konkurent(l do odvétvi (patentovano jiz 1976), zacileni na zakazniky, ktefi si potrpi na dobrou kdvu, ale
nechtéji se zabyvat jeji pfipravou
E(N): Zakaznici sleduji CSR aktivity — fair trade kava, organicky produkt, kontrolovany proces od péstitele aZ po distribuci

*  Tesco TESCO

v/ v .. v v ° , , , , A
— Tesco rozpoznalo prilezitost v rozvoji e-commerce a ve zméneé vzorcl nakupniho chovani

T: Zakaznici nemaji tolik ¢asu nakupovat a travit ¢as v obchodé, jsou ale neustale online —rozvoj Tesco online (click-and-collect), zakaznik nakoupi online a
cestou dom{ si prichystané zboZi jen vyzvedne v drive-through. V roce 2013 Tesco online vydélalo v GB témér 130 miliont liber

* Nike M
— Nike musi reagovat na stale silici tendence sledovani CSR J/

S + E(N): Zakaznici ¢im dal vice sleduji CSR — v 1999 iniciovala vznik Fair Labor Association, v 2005 jako prvni spole¢nost publikovala kompletni seznam
tovdren, kde vyrabi svoje zbozi, vydava CSR audity, pouziva recyklované materidly (PET lahve)
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Analyza vnéjsiho prostredi — mikro uroven

* Analyza bezprostredniho okoli podniku, zameéreno predevsim na konkurenci

* Jak intenzivni je konkurence? * Do jaké miry uspokojuji konkurencni
*  Kdo jsou konkurenti? vyrobky potreby zakaznik(?
* Jaké jsou trini podily konkurenénich *  Ma konkurence néjaké patenty, licence Ci
firem? chranéné vzory?
* Jaky je profil konkurencénich firem? * Jak konkurence komunikuje se zakazniky?
* Jak jsou konkurenti vnimani zakazniky? * Jak ma konkurence nastavenu cenovou
* Jaké jsou cile konkurence? politiku
*  Jaké strategie konkurence voli? *  Jaké distribu¢ni cesty konkurence pouziva
* Cojsou silné a slabé stranky konkurence? * Jaké je technologické vybaveni
* Jaké hrozby konkurence predstavuje? konkurence, jak ¢asto inovuiji, jak
* Jak vypadd konkurencni nabidka vyrobkd a intenzivni je R&D
sluzeb na trhu? * Jaka je financni situace konkurence?

— Analyza mikro okoli podniku byva kritizovana — v dobé soucasnych zmén vnéjsiho prostredi
(hyperkonkurence, stirani hranic mezi odvétvimi i staty) se jednd o kratkozrakou perspektivu

The Wall Street Journal published a story which shows just how blurred traditional industry lines have become. In an article entitled “Cell
Phones Are Eating the Family Budget” the Journal reporter profiled case after case of couples and families who give up spending on restaurants,
entertainment, cars and even clothing in order to cover their burgeoning cell phone bills. In other words, funds that used to flow into local
restaurants, clothing chains or other forms of entertainment are flowing instead into the top lines of mobile phone operators.

This story raises a real challenge to conventional strategy analysis, in which a key activity is often looking at traditional competitors, assessing
their intentions and moves and figuring out key trends that are going to be meaningful within the confines of an industry. In cases like this one,
the traditional competitors are important, sure, but you can actually think of all the traditional competitors in the same boat, as the very
category in which you compete loses ground.

To consider competition like this, you need to think more broadly about what | call “oblique” competitors. These are competitors who may not
be in your industry, may not be targeting the same problems you target, and may not even intend to compete with you at all. To do a
competitive analysis in this situation, you’d need to get into the heads of potential customers and try to understand the tradeoffs they are
making and why. Until you get in the habit of doing that, the risk of being collateral damage of someone else’s successful strategy is all too real.
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Porteriv model péti sil

* ldentifikace zakladnich faktoru ovlivaujicich ¢innost firmy v odvétvi

*  Cilem je odhalit intenzitu konkurence v odvétvi

* Jeden z nejznameéjsich frameworkd pro posuzovani mikro okoli

Sustainable competitive advantage through

innovation

Competition between online and offline

companies Threat of
Level of advertising expense New

Powerful competitive strategy
Firm concentration ratio
Degree of transparency

Entrants

Supplier switching costs relative to firm
switching costs

Degree of differentiation of inputs

Impact of inputs on cost or differentiation
Presence of substitute inputs

Strength of distribution channel

Supplier concentration to firm concentration
ratio

Employee solidarity (e.g. labor unions)
Supplier competition: the ability to forward
vertically integrate and cut out the buyer.

Rivalry

Among

Existing
Competitors

Bargaining
Power of
Suppliers

Doporucené Cteni: Porter, M. E. How Competitive Forces Shape
Strategy. Harvard Business Review, 3/1979

NALEBUFF, Barry J.; BRANDENBURGER, Adam M. The right game:
use game theory to shape strategy. Harvard Business Review,
7/1995

Threat of
Substitutes

The existence of barriers to entry (patents, rights,
etc.). Government policy

Capital requirements

Absolute cost

Cost disadvantages independent of size
Economies of scale

Economies of product differences
Product differentiation

Brand equity

Switching costs or sunk costs

Expected retaliation

Access to distribution

Customer loyalty to established brands
Industry profitability

Buyer concentration to firm concentration ratio
Degree of dependency upon existing channels of
distribution

Bargaining leverage, particularly in industries with
high fixed costs

Buyer switching costs relative to firm switching
costs

Buyer information availability

Force down prices

Availability of existing substitute products

Buyer price sensitivity

Differential advantage (uniqueness) of industry
products

RFM (customer value) Analysis

The total amount of trading

Buyer propensity to substitute

Relative price performance of substitute
Buyer switching costs

Perceived level of product differentiation
Number of substitute products available in the
market

Ease of substitution

Substandard product

Quiality depreciation
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Doporucené ¢teni:

Po rte rﬁv model péti Sil RYALL, M. D. The new dynamics of competition. Harvard Business Review, 6/2013

Kritika modelu 5 sil

VAN ALSTYNE, M. W., PARKER, G. G., & CHOUDARY, S. P. Pipelines, platforms, and
the new rules of strategy. Harvard Business Review, 4/2016

Za posledni dekady se svét vyznamné proménil — hyperkonkurence, stirani hranic statd

Mizi zfetelné hranice odvétvimi, stiraji se bariéry vstupu do odvétvi

Porter ve svém clanku neargumentoval volbu ,vybranych” sil — Ize identifikovat i dalsi

Chybi ¢asové hledisko, pouze staticky pohled, nedava voditka pro stanoveni strategii

Vztahy mezi objekty nemusi byt jen kompetitivni (spoluprace automobilek na vyvoji komponent)
Upstream i downstream aktivity jsou mnohem komplexnéjsi

Nebere v uvahu komplementy — napf. lock-in komplementy jako tiskarna-napln Ci sluzby jako
komplement hmotného statku (reality a hypotéky)

Kotler rozliSuje vice urovni konkurence
* Brand competition — spolecnosti nabizejici podobny produkt za podobnou cenu &

HYUNDAI

* Industry competition — spolecnosti nabizejici stejnou trfidu produktu
* Form competition — spoleCnosti nabizejici uspokojeni stejnych potreb | srupen asenev|

* Generic competition — v SirSim smyslu vSechny spoleCnosti uchazejici se o penize zakaznika

Pipeline x Platform byznys

Pipeline businesses create value by controlling a linear series of activities—the classic value-chain model. Inputs at one end of the chain (say,
materials from suppliers) undergo a series of steps that transform them into an output that’s worth more: the finished product.

Platform businesses bring together producers and consumers in high-value exchanges. Their chief assets are information and interactions, which
together are also the source of the value they create and their competitive advantage.

The competitive forces described by Michael Porter (the threat of new entrants and substitute products or services, the bargaining power of
customers and suppliers, and the intensity of competitive rivalry) still apply. But on platforms these forces behave differently, and new factors
come into play. The five forces model doesn’t factor in network effects and the value they create.
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Porteriv model péti sil

*  Southwest Airlines
— Druhy nejvétsi domestic prepravce v USA po Delta Airlines

(nejvétsi low-cost) SOUthweSt®®

— 40 let v ¢ernych Cislech, i kdyz letecka doprava v USA prosla

mnoha krizemi
Konkurence: Domaci leteckd doprava v USA je vysoce konkurenéni odvétvi, byt je. Vysoké fixni naklady
(letadla, opravy a udrzba, posadky, ¢aste¢né letistni poplatky). Produkt je pomérné homogenni, soutézi se
predevsim cenou, odvétvi neni pfilis vydéle¢né

mmm  Massachusetts
II Institute of
Technology

Corporate v. Airline Profits

Vstup do odvétvi: vstup na trh kapitdlové narocny, vétSinu potfebného lze pofidit na leasing. Odvétvi The Performance Improvement in 2011 v. 2008 Is Significant
podléha regulaci, staci ale splnit podminky a spole¢nost dostane licenci. Stejné tak lze odvétvi rychle opustit = i
(pfevzeti leasingu jinymi spole¢nostmi). " [|lopemenanna CEE
Substituty: pro kratsi trasy existuji alternativy (vlak, auto, v SirSim méfitku a pro business zakazniky i tfeba o: -/ 100
rozvoj video-konferenci). = |
Sila dodavateli: letadla vyrabi pouze Boeing, Airbus a McDonnell. Vyrobci dodévaji i nahradni dily, skoli aox | Airine Profis (%) =
servisni pracovniky i posadky. Posadky i technici jsou obvykle organizovani v odborech, ¢asto stavkuji. Cena = | e

paliva podléhd vykyvim.

Sila zakaznikl: u kratkych letd na mala letisté neni moc alternativ, u dlouhych letl vysokd konkurence. figsisfsgageeagnneEeds
Vysokd vyjednavaci sila zakaznikd, konkurence hlavné cenou. Aerolinky se snazi udrzet zakazniky frequent- L R PR e J
flyer programy

— Strategie Southwest Airlines

Spolecnost obvykle neléta z hlavnich letist (nizsi letistni poplatky), na palubé se nepodava obcerstveni, |éta
se bez rezervaci. Vétsina spole¢nosti pouziva hub-and-spoke model (centralni letisté, pres které se |étd mezi
ostatnimi destinacemi), ne tak Southwest — Uspora pro zdkazniky. Mala letisté a mensi letadla znamenaji
kratSi ¢as na zemi (15 min turn-around, 11 hodin denné ve vzduchu, priimér odvétvi je 8,5 hodiny). Zatimco
jiné aerolinky maji ¢asto pres deset typll letadel, Southwest md jeden — Boeing 737 (Uspory z rozsahu, nizsi
naklady na servis a niz8i pozadavky na technické pracovniky). Motivace posadek je zajisténa podilem
vlastnictvi spole€nosti (Southwest Airlines' profit-sharing payout: What capitalism should be). Frequent-flyer
program je postaven na poctu letd, nikoliv mil. Nakup letenek se déje vyhradné online.

Southwest Airlines Operations — A Strategic Perspective, The secrets of Southwest's continued success.

v 14-fij-18 Tomas Kincl 25


http://fortune.com/2014/04/17/southwest-airlines-profit-sharing-payout-what-capitalism-should-be/
http://airline-industry.malq.net/southwest-airlines-operations-a-strategic-perspective/
http://www.economist.com/blogs/gulliver/2012/06/southwest-airlines

Porteriv model péti sil

*  Automotive industry

Porter’s five forces analysis
example for an automotive industry

= Y

Large amount of capital required

° High retaliation possible from existing companies, if new
entrants would bring innovative products and ideas to the
industry

° Few legal barriers protect existing companies from new
entrants

* All automotive companies have established brand image and
reputation

° Products are mainly differentiated by design and engineering
quality

* New entrant could easily access suppliers and distributors

* A firm has to produce at least 5 million (by some
estimations) vehicles to be cost competitive, therefore it is
very hard to achieve economies of scale

° Governments often protect their home markets by
introducing high import taxes

°  Moderate number of competitors

* If afirm would decide to leave an industry it would incur huge
losses, so most of the time it either bankrupts or stays in
automotive industry for the lifetime

* Industry is very large but matured

* Size of competing firm’s vary but they usually compete for
different consumer segments

* Customers are loyal to their brands

° There is moderate threat of being acquired by a competitor

Threat of new entry (very weak) Buyer power (strong)

There are many buyers

Most of the buyers are individuals that buy one car, but
corporates or governments usually buy large fleets and can
bargain for lower prices

It doesn’t cost much for buyers to switch to another brand of
vehicle or to start using other type of transportation

Buyers can easily choose alternative car brand

Buyers are price sensitive and their decision is often based on
how much does a vehicle cost

Buyers do not threaten backward integration

Competitive rivalry (very strong) Supplier power (weak)

Large number of suppliers

Some suppliers are large but the most of them are pretty
small

Suppliers do not pose any threat of forward integration

° There are many alternative types of transportation, such as
bicycles, motorcycles, trains, buses or planes

° Substitutes can rarely offer the same convenience

° Alternative types of transportation almost always cost less
and sometimes are more environment friendly

Applying Michael Porter's Five Forces (Hospital Market in Chicago Area)

Starbucks Porter’s Five Forces Analysis 2014
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Hunt, M. (1972) "Competition in the Major Home Appliance Industry", doctoral

dissertation, Harvard University, 1972.

Mapovani strategickych skupin

*  Seskupovani konkurentl do skupin

Autorem myslenky Hunt (1972) pozdéji rozsSifreno Porterem (1980)

Oblibeny nastroj i v dnesSni dobé

NejblizSi konkurence s podobnou nabidkou a positioningem (pfima konkurence)
Vzdalenéjsi konkurence (neprima konkurence)

Jednotky os na Uvaze analytika (nejcastéji rozmanitost produktll, geografické pokryti, pocet
segment(, cena, kvalita, positioning, ...) — optimalné ale kritéria, na zakladé kterych se
rozhoduje zakaznik — Decisive Buying Criteria

VétSinou zavislost dvou proménnych (kde lze stanovit rozsah, napf. malo—hodné, vysoky—
nizky, ...) , tfreti proménna vyjadrena velikosti podniku, objemem trzeb, atp.

77Bunz 76 Bertolucci

75Ventura 76MeisterSinger

7 4Frederique Constant

Lze vyuzit i v fadé jinych analyz (napf. analyza zdkaznickych segmentu)
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Doporucené ¢teni pro opravdové zdjemce: BALDWIN, C., CLARK, K., MAGRETTA, J. and DYER, J.,
fm.vse.cz Harvard Business Review on Managing the Value Chain, Harvard Business School Press, 2000
Hodnotovy retézec

*  Poprvé v Porter, M. E. The Competitive Advantage: Creating and Sustaining Superior
Performance. NY: Free Press, 1985.

A systematic way of examining all the activities a firm performs and how they interact is necessary for analyzing the sources of competitive advantage.
Each link in a value chain consists of a bundle of activities (value activities), and these bundles are performed by a firm to design, produce, market,
deliver and support its product. Value activities are the discrete building blocks of competitive advantage.

— Predmeétem znacné kritiky, nékdy oznacovano jako ,,One of the most discussed and most
misunderstood ideas in the whole of the management arena”

* Jak rozpoznat ony , diskrétni“ bloky aktivit — predevsim u nevyrobnich spolecnosti

In so volatile a competitive environment, strategy is no longer a matter of positioning a fixed set of activities along a value chain.
Increasingly, successful companies do not just add value, they reinvent it. Their focus of strategic analysis is not the company or even the
industry but the value-creating system itself, within which different economic actors—suppliers, business partners, allies, customers—
work together to co-produce value. Their key strategic task is the reconfiguration of roles and relationships among this constellation of
actors in order to mobilize the creation of value in new forms and by new players. And their underlying strategic goal is to create an
ever-improving fit between competencies and customers.

Doporucené ¢teni: NORMANN, Richard, RAMIREZ, Rafael. Designing Interactive Strategy. Harvard Business Review, 7/1993
— Vrozporu s holistickym pojetim marketingu — marketing
;. .y s .. ) v fv_ . Firm Infrastructure
neni jen ohranicena aktivita v hodnotovém retézci,
;s v . v, . . . o ° Human Resource Management
prolinad se vsemi ¢innostmi v organizaci, od prizkumu
zakaznickych potreb po marketingovy audit

4 A

Technology

, . s , , v , . , Procurement
— Nové pojeti, kdy zakaznik uz neni na konci hodnotového

fetézce, ale je jeho nedilnou soucasti — tvori hodnotu

Today, both macroeconomic forces, and technological advances mean that customi- Inbound Operati Outbound ~ Marketing & o &¢

; ; logisics P390 g G XME S
zed products aren’t just for the one percent. Instead, customized products and expe- =5
riences can be for everybody, at least some of the time.

Doporucené ¢teni: MERCHANT, Nilofer. Why Porter’s Model No Longer Works.
HBR Blog Network. February 29, 2012

SHAPIRO, Benson P. What the Hell Is “Market Oriented”? Harvard Business Review, 11/1988 v 14-Fij-18 Tomas Kincl 28
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Portfolio analyza




fm.vse.cz

Pristupy k portfolio analyze

*  Portfolio analyza oblibena predevsim v 70. a 80. letech
— V souvislosti s predstavovanim (rozsirovanim) produktovych rad, vstupovanim na nové trhy,
— Otéazka za viibec napomadhaji spradvnému rozhodovani

Doporucené cteni: ARMSTRONG, J. S., & BRODIE, R. J. (1994). Effects of portfolio
planning methods on decision making: Experimental results. International Journal
of Research in Marketing, 11(1), 73-84.

*  Pristupy k portfolio analyze se lisi ve tfech ohledech
— Obecnost

* obecné (standardizované) — growth-share matrix, directional policy matrix (GE, Shell),
business profile matrix (A. D. Little, Hofer)

* specifické (pfizpusobené) — product performance matrix, analytical hierarchy proces,
risk/return model, conjoint analysis

— Dimenze poutzité ke konstrukci modelu

* Dimenze zalozené na jedné charakteristice (napf. growth-share matrix; relativni trzni
podil, rtst trhu)

* Kompozitni charakteristiky (napf. GE directional policy matrix —plvodné 40 kritérii,
pozdéji 15; charakteristiky se mohou ménit podle analyzované firmy nebo i v ¢ase)

— Zda poskytuji voditka pro alokaci zdroju mezi analyzované objekty portfolia

Doporucené ¢teni: WIND, Yoram, MAHAJAN, Vijay. Designing Product and
Business Portfolios. Harvard Business Review 1/1981
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Pristupy k portfolio analyze

*  Volba vhodné metody obsahuje

— Urceni Urovné analyzy (SBU, produkty, pripadné jednotlivé produkty/segmenty)

— ldentifikace dimenzi (jednoduché, kompozitni, objektivni, subjektivni — kdo bude posuzovat)

— Urcéeni vyznamu kritérii (rovnocenné, vazené — jak stanovit vahy jednotlivych kritérii)

— Volba dominantnich dimenzi (pouziji se ke konstrukci matice — matice 2 x 2 nebo 3 x 3 jsou

vizudlné atraktivni, ale mohou byt zjednodusujici a zavadéjici)

— ldentifikace pozic analyzovanych objektl (vyZaduje data/podklady k analyze; data mohou
byt interni i externi; obtiZznd interpretace zdkaznickych prizkumu)

— Analyza pozic v portfoliu (vétSina metod stavi na historickych datech; jak se bude portfolio

vyvijet do budoucna?)

— Vybér zadouciho portfolia (vétSina modell selhava, chybi voditka ke stanoveni strategii a
volbé opatreni)

Growth-share matrix

Degree of adaptability
None; a rigid framework

Allocation rules

Allocation of resources among
the four categories (move to
problem child)

Consideration for product
deletion

No explicit portfolio
recommendation except with
respect to the balance of cash
cows

Dimensions

Relative market share (cash
generation)
Market growth (cash use)

Comments

Widely used but conceptually
guestionable given the forcing
of two dimensions, no
consideration of risk, no
weighting of dimensions

Porovnani vybranych pristupti (vice viz doporucené cteni)

Directional policy matrix

Degree of adaptability

More flexible than growth-
share matrix but limited to
two composite dimensions

Allocation rules

Slightly greater precision than
growth-share matrix (9 vs 4;
better definition of
dimensions). In its more
sophisticated uses (as by GE)
classification of products used
only as input to an explicit
resource allocation model

Dimensions

Profitability of market segment
Competitive position in the
segment

Comments
Forcing two dimensions that

might not be appropriate ones.

Empirical determination of the
correlates of the two
dimensions is superior to the
growth-share matrix. Yet,
given the tailoring of factors to
each industry, comparability
across industries is difficult. No
consideration of risk

Degree of adaptability Dimensions

No general dimensions; they
and their relative importance
are determined by
management

Comments

Fully adaptable to
management needs

Allocation rules

Based on computer simulation Limited applications; also time
which incorporates consuming. Approach is
management utility functions analogous to consumer choice

and product performance of new products based on the
data. No optimal allocation is  relative importance of the key
offered but any portfolio can attributes and perception of

be evaluated on the basis of ~the product’s performance on
performance on all these attributes

dimensions 31
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Growth-share matrix (BCG)

*  GSM (growth—share matrix)

— Vyvinuta v 1968 Boston Consulting Group Cilem je odhadnout budouci potencidl trhua |gcG
konkurencni pozici SBU

— Predpoklady

* Generované cash flow i marze roste s rostoucim trznim podilem (zkusenostni krivka,
uspory z rozsahu)

* Rostouci trh vyZaduje vice prostredkt k financovani ristu

* Navazuje na model Product-Life-Cycle (Zivotni cyklus produktu) — produkty ve fazi zralosti
nepotrebuji uz takovou podporu a dokazi generovat prostredky pro podporu produktd v
rdstovych fazich

* V 70. a 80. letech témér 50 % spolecnosti Fortune 500 vyuzivalo growth—share matrix
k analyze a rizeni portfolia

— Omezeni
* RuUst trhu jako apriorni velicina
* Predpoklada existenci zkuSenostniho efektu a Uspor z rozsahu
 Staticky model
* Precenovani vlivu rustu trhu (u FMCG i méné nez 1 %)
* Problém definovani trhu (kdo je konkurence)
* Existuje i fada dalSich faktor( ovliviujicich profitabilitu
* Synergie mezi SBU

* Vyzkumy na konci 80. let — 72 % SBU v USA psi, 15 % dojné kravy, 10 % otazniky a 3 %
hvézdy

v 14-fij-18 Tomas Kincl
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Growth-share matrix (BCG)

Industry
Growth

Rate %

Zivotni cyklus produktu \

Cash flow
(podpora produktd)

10 5.0 2.0 1.0 0.3 0.2 0.1

o

26 . B

HvEzpy OTAZNIKY
24
3.48

22

20

18 /\ 5.43 2.17
{ 16.30 /

12 N P

4 Psi
10
0.87
08
10.87
21.74

04 /

021

’ DOJNE KRAVY -10.87
- Relative market share Position

SBU Revenue % of Profits % of RMS Growth Revenue Total

Revenue Profits Rate % of market market
leaders

1 200,000 29.63 40,000 43.48 2 20 100,000 400,000

2 40,000 05.93 5,000 05.43 4 15 10,000 60,000

3 50,000 07.41 10,000 10.87 0.63 5 80,000 150000

4 100,000 14.81 15,000 16.30 4 10 25,000 150000

5 130,000 19.26 20,000 21.74 0.43 3 300,000 500000

3 70,000 10.37 -10,000 | (10.87) 2.33 2 20,000 200000

7 20,000 02.96 2,000 02.17 0.40 15 50,000 20000

8 65,000 09.63 10,000 10.87 3.25 5 20,000 100000

Total $675,000 | 100.0 $02,000 | 100.0

Logaritmicka stupnice

Podil na zisku

e

BCG positions throughout the product life cycle:

-
b /-—\
° \
o
T -
U
S
g
2 Question Mark Star Cash Cow Dog
2 //
Introduction Growth Maturity Decline
Time
 ———

v 14-fij-18 Tomas Kincl
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Barksdale, H. C., & Harris Jr, C. E. (1982). Portfolio analysis and the product life

cycle. Long Range Planning, 15(6), pp. 74-83.
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Growth-share matrix (BCG)

Otazniky — nejista budoucnost, vyZzaduji podporu (vysoky rlst trhu vyzaduje finanéni
prostredky), pokud se podafri navysit trzni podil — vysoka Sance uspéchu. Rozhodnuti zda
ukoncit podporu nebo naopak podporit.

Hvézdy — Sance na dosahnuti faze zralosti (a dosazeni faze dojnych krav), nemusi ale nutné
zatim pokryvat svym ziskem vlastni potieby. Casto nutnost podpory, reinvenstice

Dojné kravy — Produkty ve fazi zralosti, generuji dostatek prostredkd nejen pro vlastni
podporu, ale i pro podporu dalsSich produktt (hvézdy, otazniky). Omezenad Zivotnost, nutnost
ochrany

Psi — nejsou perspektivni, mohou vykazovat zisk, ale vyzaduji podporu, bez budoucnosti,
rozhodnuti zda utlumit ¢i eliminovat

Strategie zvySeni trzniho podilu zakladanim novych SBU v perspektivnich odvétvich (otazniky
s perspektivou hvézd)

Strategie zachovani stavajiciho trzniho podilu (dojné kravy, hvézdy, které je nutno udrzet)
Strategie snizeni trzniho podilu (dojné kravy na konci Zivotnosti, psi)
Strategie odchodu z trhu (psi, otazniky, u nichzZ je rozhodnuto dale nepodporovat)

Nékdy byvaji identifikovany dalsi skupiny — valecni koné (vysoky podil, negativni rust),
podobni dojnym kravam, ale zcela bez potencialu a dodo (vymfrely ptak) — nizky podil,
negativni rast trhu —zastaraly produkt se sentimentalnimi a loajalnimi zakazniky

v 14-1ij-18 Tomas Kincl
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Growth-share matrix (BCG)

e  GSMv 21. stoleti

— Prostredi se zménilo, zmeény jsou rychlejsi, objevuji se vykyvy

— Trzni podil neni predpokladem dosazeni uspéchu

— Objevuji se nové zdroje konkurenc¢ni vyhody

— Firmy se pohybuji kvadranty mnohem rychleji,

nizSi podil dojnych krav

EXHIBIT 2 | The Distribution of Companies
Across the Matrix Quadrants Has Changed

Share of companies
1982* 20121
High * 2 High * 2
Growth? SWIINO0% Growth? SIIES1%
™ ™ (=
Low [C13%)  24% Low | £.9%) 35%
High Low High Low
Relative share? Relative share?
Share of profits
19821 2012*
High * 2 High * 2
Cromhe 6% | 34% Growth? 22% | 29%
" ™ " (W
Low :53(@ 7% Low 0% 9%
High Low High Low

Relative share? Relative share?

Sources: Compustat; BCG analysis.

1Percentages in each quadrant reflect a nonweighted average
for the five-year periods from 1978 through 1982 and from 2008
through 2012.

2Company growth rate relative to industry growth rate.

3Market share relative to the market share of the player with the
third-ranked market share.

BCG Classics Revisited: The Growth Share Matrix

2012 — vyzkum US spolecnosti (vSechny
verejné obchodované a. s.

Doba stravena v kvadrantu se snizila 0 50 %
(na dva roky) méné produktl ve fazi dojnych
krav. To platilo pro 75 % vSech spolecnosti.

Slabsi vztah mezi relativnim trznim podilem
a konkurenceschopnosti. Generovani cash-
flow je méné spojeno se zralymi trhy, dojné
kravy se podili méné na generovani zisku

4 principles for better business-building < 0O

Speed Cost Risk Retumn

EXHIBIT 1 | The Business Environment Has
Changed Markedly Since the Original Matrix
Was Conceived

Increased speed of change ...

Time between innovation and adoption*
150

100 >
o
50 &

0 ~ %

1750 1800 1850 1900 1950 2000

... unpredictability ...
Five-year EBIT margin volatility (%)?
30
20
10

0
1980 1985 1990 1995 2000 2005 2010 2015

... reduced importance of market share
Probability that share leader is also profit leader?
0.50
0.45
0.40
0.35
0.30
0.25
0.20
0.15
0.10
0.05
0.00

1950 1960 1970 1980 1990 2000 2013

Source: BCG analysis.

Time in years.

2Average five-year standard deviation of EBIT margin.
3Sales versus operating margin.

EBIT — zisk pfed zdanénim a troky (Earnings before Interest and Taxes)
v 14-fij-18 Tomas Kincl 35
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Growth-share matrix (BCG), Growth-gain matrix
* Jako alternativa k GSM lze vyuzit GGM (growth-gain matrix)

Market gromth rate

Porovndva tempo rlstu odvétvi a tempo rlstu

produktu

Hodi se v pripadé, Zze GSM neni dostatecné
vypovidajici o pozici produktt v portfoliu
Produkty rostouci rychleji nez trh, jsou pod
diagonalou

{a) Postive dvessified portiolio
5 P

y
R
P Maimum
- ,‘ sustainable
P growth ate
o ,
@
4
¢
y
¢
y
’
P
Q .
2
¢
¢
¢
2
¢
Q.
y
Q ¢
¢
e
P
y
y
y
¢
¥
¢
y
¢

Product goowth ake

WILSON, Richard MS; GILLIGAN, Colin. Strategic marketing management. Routledge, 2012.

Market gowth @tk

(b} idealzed dstabuton

of the portiolio

Product goowth ake

v 14-Fij-18
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Directional policy matrix (GE-McKinsey)

Reakce na nedokonalosti matice BCG
Posuzuje atraktivitu trhu a konkurenéni postaveni /prednosti

Plvodné 40 faktordl, v 1980 GE redukovala na 15
V obecné varianté (Directional policy matrix) muze mit faktory libovolné

Industry attractiveness Company competitive capabilities —

market size market position
growth domestic market share
profitability world share
cyclicality share growth
ability to recover from inflation share compared with the leading
world scope competing brand)
competitive strength
quality
technology
cost
marketing

relative profitability

Chapter 12 Part 2:

The direclional policy matrix

v 14-Fij-18
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Directional policy matrix (GE-McKinsey)
*  Faktorim se prirfadi znamka (stupnice dle potreb analyzy — 0-5, -5-5, ...) a vaha (1-5, 0-100, ...

e Zaznamenani do matice (Skaly dle zvolené stupnice)

*  Velikost v matici reprezentuje velikost trhu (vysec trzni podil)

*  Posouzeni je subjektivni, vybér a agregace faktorli mUze byt problematicka, neexistuje
standardizovany prehled faktor(

*  Podobné jako BCG nezohlednuje vzajemné souvislosti mezi SBU

—
Faktor Vaha Znamka (1 az 5) Sougin
Celkova velikost trhu 0.20 4 0,80
Roé&ni tempo ristu trhu 0,20 5 1.00
Dlouhodoba mira zisku 0,15 4 0,60
Konkurenéni intenzita 0,15 2 0,30
Technologicka naroénost 0.15 4 0,60
Inflagni zranitelnost 0.05 3 0,15
Energetickd ndroénost 0,05 2 0,10
Wliv na Zivotni prostied| 0,05 3 0,15
Celkem 1,00 3,70
Faktor Vaha Znamka (1 aZ 5) Sougin
Trini podil 0,10 4 0.40
Rust podilu 0,15 2 0,30
Kvalita vyrobku 0,10 4 0,40
Renomé znatky 0.10 5 0,50
Distribuni sit 0,05 4 0.20
Efektivnost propagace 0,05 3 0,15
Vyrobni kapacita 0,05 3 0,15
Efektivnost vyroby 0,05 2 0,10
Jednotkové naklady 0,15 3 0,45
Dodavky materidlu 0,05 5 0,25
Urove vyzkumu a vyvoje 0,10 3 0,30
ManaZersky personal 0,05 4 0,20
Celkem 1,00 3,40

500

PritaZlivost trhu
o w
w
A Prumérma ysoka

Nizka

1,00 [EEEee

Silné

Konkurenéni postaveni

Prameérné Slabé

Ptislusenstvi
letadel

3,67 233 1,00

v 14-Fij-18

Investovat/rust

|
1

=

Vybérovost/vydélky

Sklizeri/zbavovat se

Tomas Kincl
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Directional policy matrix (GE-McKinsey)

Vazba na strategie a BCG matici

Pritazlivost trhu

Pramérna Vysoka

Nizka

Konkurenéni postaveni
Silné Pramérné Slabé
Chréanéné postaveni Investovat a budovat Budovat selektivné
® [nvestovat Kk rustu ® \lyzva k zaujetl ® \yuZivat omezené
v maximalinf - vedouciho postaven( sfly
pfijateliné mite ' ® Budovat selektivn® @ Hiedat zpUsoby, jak
® Soustiags 52 JHVEZDV-"OTAZN THOEEDRL OFINiKY
~ na udrZenf sily ® Posilovat zranitelné mista
oblasti ® Stahnout se, chybi-li
naznaky Zivota-
| ‘ schopného rustu |
Budovat selektivné Vybérovost/sméfovat Omezené expandovat
' ® Znatné investovat  k vynosum nebo sklizet
v nejpfitazlivéjsich ® Chranit stavajici ® Hiedat zpusoby, jak
segmentech program | expaedcyal ez
® i7ndovwn ® Inves@rmaNiky téch ve'kdns Tave, -
schopnost &elit segmenty, kde je padné minimalizovat
konkurenci vysokd ziskovost investice a raciona-

® ZvySovat zisk
rustem produktivity

| Chranit a znovu

se soustfedit

® UdrZovat bézné

VYNOoSYy

| ® SODUMNEKRAVY
| na pfitazlivé

| segmenty

%0 Branit silu

a pomerngé male
riziko

Sméfovat k vynosim

® Chrénit postaveni
v nejziskoveéjsich
segmentech

® ZvySoval uroven
produkiu

® Minimalizovat
investice

lizovat operace

Zbavovat se

® Prodat je v dobé,
kdy je to cenoveé
pomeérné vyhodné

® Snizit fir.:{ ndklady
a prozatim
neinvestovat

Lze pouZit i pro ohodnoceni
zakaznického portfolia pfi
targetingu (ostatné jako vSechny
portfolio metody)

w You could use the GE Matrix to prioritise SME segments for Fedex
FEDEX SME SEGMENT PRIORITISATION

Market
Attractiveness
-Segmentsize ($)
-Growth (%)
-Delivery spend/SME
-Accessability

Example-Disguised data

A Syndicate Care_name

FedEx

its for targeted

Professﬂ]

Financial

ks R&D
Clinics

Traders

Mfg

Disadvantaged

Advantaged

investmentin:
*Packaged solutions

>'Salesforce time

Competitive Position - Need for “Absolutely guaranteed”
- Need for speed
- Not price sensitive

v 14-Fij-18
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Dalsi maticové pristupy k portfolio analyze

*  BCG a GE zdaleka nejpouzivanéjsi, existuji ale i dalsi alternativy

Shell directional policy matrix Matice investicnich prilezitosti (Abel a Hammond)

Business sector prospects

Unattractive Average Attractive

H
v 1
:
b . Phased )
% ﬁ Disinvest N Double or quit
0=
b1
] Phased i ™M
> o withdrawal Custodial Try harder :
g W
£ U
S Cash- Growth Leader 3 iz

generation

gor

Competitive position

Shell Chemical Co. (1975) The Directional Policy Matrix: A New Aid to Corporate Planning. London. Shell
Abell, D. F.,, & Hammond, J. S. (1979). Strategic market planning: problems and analytical approaches:

Prentice-Hall Englewood Cliffs, NJ.
v 14-fij-18 Tomas Kincl 40



Udo-Imeh, P. T., Edet, W. E., & Anani, R. B. (2012). Portfolio Analysis Models: A

fm.vse.cz Review. European Journal of Business and Management, 4(18), pp. 101-120.

Dalsi maticové pristupy k portfolio analyze

*  BCG a GE zdaleka nejpouzivanéjsi, existuji ale i dalsi alternativy

Competitive Position

ADL model (Little) Hoferova matice

Stage of Industry Maturity COMPETITIVE POSITION

Embryonic Growth Mature Ageing Average
Grow fast. Grow fast. Defend position. | Defend position. :E
Build barriers. Aim for cost Increase the Focus. ;
Dominant | Act offensively. | 'éadership. importance of | o sider 8
Defend position. cost. withdrawal. ;
Act offensively. Act offensively. z
-
Grow fast. Lower cost. Lower costs. Harvest. -
Strong Differentiate. Differentiate. Differentiate. E *E-
Attack small Focus. =
firms. = -
s /V\
Grow fast. Focus. Focus. Harvest. ; zE U
Favourabld Differentiate. Differentiate. Differentiate. g 2 \
Defend. Hit smaller -
firms. /
Grow with the Hold-on or Hold-on or Withdraw.
industry. withdraw. withdraw.
Tenable | Eoous. Niche. Niche.
Aim for growth.
Search for a Niche or Withdraw. Withdraw.
niche. withdraw.
Weak
Attempt to catch
others.

Patel, P., & Younger, M. (1978). A frame of reference for strategy development. Long Range
Planning, 11(2), pp. 6-12.

Hofer, C. and Schendel, D. (1978). Strategy Formulation: Analytical Concepts, West Publishing Co v 14-Fij-18
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Doporucené ¢teni: DRUCKER, Peter F. Managing for Business Effectiveness. Harvard Business Review. 5/1963

Skupiny produkti P. Druckera

*  BCG a GE zdaleka nejpouzivanéjsi, existuji ale i dalsi alternativy

Vysoka priorita,
vysoky pfinos pro

firmu
Hvézdy, dojné kravy

N

Tzv. in-between
kategorie. Maji
potencial.

Otazniky, rostouci
hvézdy

Nizka priorita, nulovy
nebo zaporny prinos

pro firmu
Dojné kravy na konci
Zivotnosti, psi

Produkty umoznujici snadné rozhodovani

Dnesni zZivitelé
Zitrejsi zivitelé
Vynosné speciality

Vyvojové vyrobky

Nezdary

Problematické produkty

Véerejsi Zivitelé
N

Produkty vyzadujici
rekonstrukci

Prespecializované produkty
Neopravnéné speciality

N

EGO investice

Popelky

obvykle maji nejvyraznéjsi podil na objemu produkce, zajistuji vyznamnou ¢ast zisku, jsou zpravidla na
vrcholu svych moZnosti

obvykle jiz v soucasné dobé dosahuji dobrych vysledkl prodeje na pomérné rozsahlych trznich segmentech,
i kdyZ hlavni rGist maji teprve pred sebou, aniz by se produkty musely inovovat

vyskytuji se na pomérné Gzkém trhu, ale maji zde vysadni postaveni; vykazuji vétsi podil na zisku nez na
vyrobnich nakladech

jsou teprve v procesu svého vyvoje nebo zavadéni na trh, na trhu se musi teprve osvédcit, avSak vzbuzuji
velké nadéje; je nutno u nich provést nezbytné marketingové cinnosti

nebyvaji velkym problémem — na trhu se produkt objevi, ale brzy z néj mizi; dlleZité je zjisténi pFicin
nezdaru

maji pomérné vysoky podil na celkovém prodeji, ale pomérné maly pfirdstek zisku — na trhu se udrzuji
cenovymi slevami, s vyuZitim jednotlivych aktivit marketingové komunikace ¢i specidlnim servisem;
naklady na jejich udrZeni na trhu obvykle stale stoupaji

maji znacny obrat, slibné moznosti rlstu i velkou pravdépodobnost dosazeni mimoradnych vysledkl za
predpokladu, Ze se uskutecni jejich rekonstrukce a budou realizovany uc¢inné marketingové Cinnosti

zbytecné tristi hlavni sortiment az do diléich ¢asti, aby se vyhovélo udajnym diferencovanym potrebam
zakaznikd, fixni naklady na zajistovani vyroby pfevazné v malych sériich jsou vysoké; bude nutné provést
jejich redukci a doporudit urcity standard

neplni Zadnou funkci na trhu, jsou ztratové, hromadi se na né stiznosti, vyZzaduji nadmérny servis, pohlcuji
neimeérné mnozstvi firemnich zdroju

mély byt Uspésné, ale nebyly — byly do nich vkladany neimérné nadéje, ale na cilovych trzich neuspély;
management firmy si bude muset priznat chybna rozhodnuti a produkty stdhnout z trhu, jejich vyrobu
omezit ¢i zcela zastavit

sice mohly uspét, avsak nedostaly ve firmé svou pfileZitost z rliznych dlivodd — napfiklad ohroZovaly
»dnesni Zivitele“ nebo urychlovaly zanik ,véerejsich ZivitelG“, mohl byt Spatné stanoven propocet nakladd
a vynosl, marketingova podpora byla nedostatec¢nd apod.; ,,Popelku” ¢asto objevi konkurence

DRUCKER, Peter F. (1964) Managing for Results. Harper & Row
v 14-ij-18

P. Drucker rozliSuje mezi produkty v jedendcti kategoriich (v plvodnim ¢lanku HBR 6 kategorii)

1. Tomorrow’s
breadwinners

2. Today’s
breadwinners

3. Products capable of
becoming net
contributors if
something drastic is
done

4. VYesterday's
breadwinners

5. The “also rans”

6. The failures

Products

1. Today’s
breadwinners

2. Tomorrow's
breadwinners

3. Productive

Specialities

4. Development
Products

5. Failures

Problem Children

6. Yesterday’s
breadwinners

7. RepairJobs

8. Unnecessary

Specialties

9. Unjustified
Specialities

10. Investments in
Managerial Ego

11. Sleepers (Cinderellas)
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Skupiny produkti P. Druckera

— Druckerovy kategorie produktd a navaznost na BCG (zZivotni cyklus produktu)
DRUCKER, Peter (1973). Management: Tasks, Responsibilities and Practices — 7 kategorii

Ptikladem firem, kde se rozdéleni na skupiny produkt(i dd vyuZit, jsou
treba banky (WARTZMAN, R. Bank of America's Self-Imposed Exam
[online] 24/9/2010) nebo operatofi

Operator T-Mobile se odhodlal k podobnému kroku jako neddvno O2.
Staré tarify lze aktivovat a prodluZovat jen do patku 27. cervna.
Nasledné navic zaéne postupné vSechny zdkazniky prevadét na nové
neomezené tarify. DUvod prevodu je podle operatora prechod na
novy databazovy systém. To je jisté pravda, na druhou stranu je pro
operatora sprava desitek ¢i moznd i stovek rlznych tarifl velmi
problematicka a draha. Pro sprdvu starych tarifll pak operatofi ¢asto
museli pouzivat nékolik navzajem jen omezené propojenych a
kompatibilnich systémd.

Na staré tarify T-Mobilu zapomerite, operdtor vas prevede na

Tomorrow's Developments
breadwinners Sleepers
High i
9 Ego trips
a2 4 [ttt 1
o N |
()] I N 1
2 Life ! | Death
@ Cycle : N ' Cycle
- hS !
© ! ~ |
- I N \
g | S 1
et 1 So |
= R S N
Low
Failures
Today’s Yesterday's
breadwinners breadwinners
High € Low

Business strength

neomezené

HOOLEY, Graham J.; SAUNDERS, John A.; PIERCY, Nigel (2004). Marketing strategy and competitive positioning. Pearson Education

“Every three months, a group of people from the organization—younger people, junior people, but never the same people—sits down and
looks at one segment of the company’s products, or services, or process or policies with a question: If we didn’t do this already, would we
go into it the way we are now?” Drucker explained. “Every four or five years, that company has systematically abandoned or at least
modified every single one of it products and processes, and especially its services. That’s the secret of its growth and its profitability.”

DRUCKER, Peter (2012). Managing in the next society. Routledge

* Existuji i dalSi podobné klasifikace, napr. dle L. P Fluitmana

— Posuzuje produkty podle ¢tyrech dimenzi (sales volume, average annual growth rate,
utilization of key resources, return on investment (ROI)

— Failures, products of tomorrow, products of today, investments in managerial ego,
sleepers, fade out products, specialties, yesterday’s product

FLUITMAN, Lourens P. (1973) The necessity of an industrial product mix analysis. Industrial

Marketing Management, 1973, 2.4: 345-352.
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Pareto analyza (metoda ABC)

* Vhodné pro organizace s mnoha produkty
— Na konci 40. let formuloval J. Juran na zakladé Paretova pravidla (80:20).

— ldentifikace (skupiny) produktu, které nejvice prispiva podnikani
Sally’s Grocery Store

Corporate turnover sally's Inventory ] In stock sally's Inventory
100% pu . + @ + * Apples 150 Item Item Price
20% Toothbrushes 100 Stools $ 15.00
— : Paper Towels 200 Toothbrushes | $ 4.00
I Flowers 50 Balloons $ 1.00
To% : : Squash 30 Magazines S 1.00
60% 1 i Magazines 200 Paper Towels | $ 1.50
i : 1 Stools 100 Flowers S 0.50
1 : Balloons 400 Apples S 0.10
40% 1 | Squash S 0.25
30% ! I .
: | Sally's Inventory
AN A 1 B : C Item Item Price | Amount Item Revenue % Revenue
fo% : I Stools $ 1500 | 100 | $  1,500.00 53%
0% v v s l v v . ; r 4 Toothbrushes | $ 4.00 100 S 400.00 14%
L B A A A B R Y A B B Balloons | $ 1.00 | 400 | $ 400.00 |  14%
Fraction of total products sold Paper Towels | $ 1.50 200 S 300.00 11%
-~ , . o Magazines S 1.00 200 S 200.00 .
0 o
80 % stlzrv105t|,generou1e 20 % produktl R . ihme | 2 e i 1%
80 % zpozdéni je zplisobeno 20 % potencialnich pficin Agglis B 010 | 150 | 3 15.00 1%
20 % produktl generuje 80 % zisku Squash $ 025 | 30 $ 7.50 0%
Total Revenue S 2,847.50
Sally's Inventory
| | m : = Item Item Price | Amount | Item Revenue % Revenue | % of Items
rodej| trzb
-t Stools S 15.00 100 S 1,500.00 53% 8%
P ! Volkswagen 63% 52% Toothbrushes | $ 400| 100 | $ 400.00 14% 8%
E . . r‘-" . Audi 16% 26% Balloons S 1.00 | 400 S 400.00 14% 33%
H + \} 9 Y
I - Skoda 10% 5% Paper Towels | S 150 | 200 | $ 300.00 11% 16%
R © el - ial hicl o 0 Magazines S 1.00 200 S 200.00 7% 16%
VW Commercial Vehicles 6% 5% Flowers $ 050 so | $ 25.00 1% 4%
L . Seat 4% 4% Apples S 0.10 150 S 15.00 1% 12%
Porsche 1% 7% Squash S 0.25 30 S 7.50 0% 2%
Total Revenue S 2,847.50
o, 0, z
Bentley 0% 1% Total Items 1,230



http://www.youtube.com/watch?v=P7KyKZAjaSw
http://www.slideshare.net/ahmad1957/abc-analysis-presentation
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GAP analyza

Analyza skute¢ného stavu (nebo predpovédi) s cilenym stavem
Objevuje se i v pristupech projektového managementu (PRINCE2)

[ J
Objectives

- New Strategies

_.- Diversification

New Markets

New Products
Market Penetration

Productivity

Sales

Trend/Forecast

Time

v 14-Fij-18
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GAP analyza

*  MoiZnosti, jak dosahnout sladit cile a skute¢nost (v tomto poradi)
— Snizit cile ©

— Zvyseni produktivity (redukce naklad(, zvyseni cen, zruseni slevovych program, zvyseni
produktivity prace, atp.)

- Existujici produkty Nové produkty
— Penetrace trhu (viz Ansoffova matice, zvySeni trzniho podilu, zvyseni
ve. s Existujici trh Trini penetrace Rozvo] produktu
frekvence uziti)

Novy trh Rozvoj trhu Diverzifikace

— Uvedenim novych produktl na existujici trhy (rozvoj produktu)
— Nalezenim novych trhll pro existujici produkty (nové segmenty, geograficka expanze)
— Kombinaci novych produktt a trha (akvizice, joint ventures, licence, francizing)

— Novymi strategiemi

*  Pfijimané akce musi byt v souladu se silnymi strankami organizace

5 %% % 5B
— Mohou byt kvantitativniho (napr. koupit novy sw) nebo bisabioall. kil
Market 1
kvalitativniho (Clenové tymu |Iépe spolupracuji) charakteru ket 2
Market3 | Trzni penetrace Rpzvpj groqukiu
Approximately 50 per cent of calls Answer 90 per cent of calls within 1. Develop a call volume —
are answered within 2 minutes 2 minutes. reporting/queue modeling Vet 11
system to ensure that there - / A
are enough staff during busy Market 12 RQzvdj trhu Diverzifikace
periods. elc
2. Recruit any additional people
needed.

3. Develop a system that allows
callers to book a call back
during busy periods.

v 14-fij-18 Tomas Kincl 47
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Zkusenostni krivka

*  ZkusSenostni efekt, zkuSenostni krivka

Between 1910 and 1921, Ford cut Model T costs by three-quarters by modernizing plants, integrating vertically to reduce the cost of purchased
inputs, increasing the division of labor, and eliminating model changes. (The Model T came only in black because black paint dried the quickest,
which helped speed up the car’s assembly.) Market share soared from 10% to 55%, and Ford was enormously profitable.

But by its single-minded focus on cost reduction, Ford had sown the seeds of its own downfall. As consumer demand shifted to a heavier, closed
body and to a greater emphasis on comfort and styling, Ford responded by tacking on features to the Model T rather than changing models, as
General Motors did. Worried about having to replace its massive investment in facilities dedicated to the Model T, Ford continued to build the car
until 1927, when customer preferences forced it to close down its plants for nearly a year while it retooled the Model A. In the process Ford
lost$200 million and suffered an irreversible decline in market share.

Ghemawat, Pankaj. Building Strategy on the Experience Curve. Harvard Business Review 3/1985

— Poprvé analyzovan vztah mezi poctem vyprodukovanych jednotek a Casu na jednotku ve

20. letech v USA — leteckd eroba Wright-Patterson Air Force Base, 20. |éta — pokazdé, kdyzZ se zdvojnasobil pocet
vyrobenych letadel, doba pro sestaveni letadla klesla 0 10-15 %

— Pozdéji vztah popsan B. Hendersonem (Boston Consulting Group)
— Vztah pozorovan témeér ve vsech odvétvich, efekt v jednotkach procent az témér ke 30 %

Per-Unit 120

Cost ($) Product Life Cycle

100

% Pohyb po k¥ivce — Uspory z rozsahu, Introduction Growth Maturity Decline
TR A 3 7 bt .
mezi kfivkami — zku$enostni efekt = cost/uni
Firm B E Revenue
B0 - e N o
1 S
1 [1}] 5 B
T O .. —
—_. c
EoS+EoL"“~__ _ FimpD g
2 wrereeremsssssssssessssssssssssassesmsssosssamsenssssmssssanressrnness N -V —— g
T ——
— o
0 I
0 50 100 150 200 250
Cumulative Output (units) Time
| e 90% emm 80% 70% | —_—>

EoS = Economies of Scale
EolL = Economies of Learning

Doporucené ¢teni: Ghemawat, Pankaj. Building Strategy on the Experience Curve. Harvard Business Review 3/1985
HAGEL, John IIl, BROWN, John S. DAVISON, Lang. Does the Experience Curve Matter Today?. Harvard Business Review Blog

HAGEL, John lll, BROWN, John S. DAVISON, Lang. The Big Shift: Measuring the Forces of Change. Harvard Business 7-8/2009
v 14-fij-18 Tomas Kincl 48



https://hbr.org/1985/03/building-strategy-on-the-experience-curve
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Zkusenostni krivka

*  ZkusSenostni efekt, zkuSenostni krivka

Zvyseni podilu na trhu (tj. vyssi produkce) milze prispét k moznosti
snizit cenu a ziskat konkurencni vyhodu; Efekt se nedostavuje
automaticky, zalezi na schopnostech managementu

Analyza 13 000 novych produktt od 700
spolecnosti predstavenych v letech
1976-1981 — pokazdé, kdyz se produkce
zdvojnasobila, klesly naklady o0 29 %
BOOZ; ALLEN & HAMILTON. New
products management for the 1980s.
New York, 1982.

EXHIBIT Il
Experience curve variation by preduc

Many companies routinely assume 75% to

Figure 1: Experience Curve of Selected Products
8.0

Number of
Predusts

35

0

Busrags slops = 85%

26

3 4 ]

50 55 60 &5 0

Expariencs curve slops
Pt

75

[-5]

BS ] ]

85% experience curves for their products, but this ) |
can lead to serious financial problems. For jo | R A
example, Douglas Aircraft fixed prices for the DC-9 6s 8% :-:%_,_%'H_ TR
on the basis of an 85% experience curve. When 60 | 52;“*:2.“:;;;135::!:%:‘
the estimated cost reductions failed to materialize, £ s T~ * v'\'
its losses forced Douglas into acquisition by the % 50 1 R '"\‘“*h—,s o
McDonnell Company. Big surprises like this € a5 mVCR
happen because experience curve slopes vary g 40 1 Camcorder
_ widely from product to product. In some E iz 1 @ DitalCamers
[

industries the slope may be as steep as 60%; in

T T T T T T
40 5.0 6.0 7.0 8.0 9.0 100 11.0 12.0

Sowes: 97 acodens shedies, compaled by the auther

Effects of accumulated experience over the cost accrued
in different stages of value added

RGzné Cinnosti v podniku vykazuji odliSny zkuSenostni efekt

others it may not occur at all. Building Strategy on
the Experience Curve

Priklad: Hossain, T. M. (2011). Diffusion and
experience curve pricing of new products in the
consumer electronics industry. Journal of
Management and Marketing Research, 6, pp. 1-9.

Zkusenostni efekt ¢asto kon&i klesajicimi vynosy. Cim vice
zkusenosti je nakumulovano v odvétvi, tim obtiznéjsi je

Purchasing and
Mfg of parts &
Components

R&D

Subassembly

dosahnout dalSich uUspor. Does the Experience Curve
Matter Today?

Until now, companies were designed to get more efficient
by growing ever larger, and that’s how they created

Marketing Distribution Retail

95% 75%

Deflated direct cost per unit

70%

considerable economic value. The rapidly changing digital
infrastructure has altered the equation, however: As
stability gives way to change and uncertainty, institutions
must increase not just efficiency but also the rate at which
they learn and innovate, which in turn will boost their rate
of performance improvement. The Big Shift: Measuring
the Forces of Change v 14-¥ij-18 49
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Strategic Position and Action Evaluation

*  Strategic Position and Action Evaluation (nékdy oznacovana jako komplexnéjsi, nez SWOT)

— Podobné jako SWOT analyzuje interni (financni sila FS, konkurencni vyhoda CA) a externi
(stabilita prostredi ES a atraktivnost odvétvi IA) factory; Hodnoceni na skale 1-6 (pro FS a IA, 6
hodné, 1 mélo) a -1—6 (pro CA a ES, -1 hodné, -6 malo)

— Finanéni sila mize kompenzovat nestabilitu prostredi, atraktivita odvétvi jde proti velikosti
konkurencni vyhodé

Financial Strength Competitive Advantage

Return on investment (low to high) Market share (small to large)

Leverage (debt to equity ratio) (inbalanced to Product quality (inferior to superior) AGGRFESSSNE COMPESTlTNE
balanced) Product life cycle (late to early) 5
Liquidity (access to quick money when Product replacement cycle (variable to fixed)
needed) (inbalanced to solid) Customer loyalty (low to high) / 2
Capital required versus capital available) (high Competition’s capacity utilisation (low to high) CA — = A CA— \\\ = 1A
to low) Technological know-how (low to high) 5
Cash flow (low to high) Vertical integration (low to high)
Ease of exit from market (difficult to easy) Speed of new product introductions (slow to =
Risk involved in the business (much to little) fast) ES ES
Inventory turnover (slow to fast)
Use of economies of scale and experience (low CONSERVATIVE DEFENSIVE
to high) °s FS

z
Growth potential (low to high) Technological changes CA —# - 1A CA — - |A
Profit potential (low to high) Rate of inflation h\}
Financial stability (low to high) Demand variability
Technological know-how (simple to complex) Price range of competing products ES -EES
Resource utilisation (inefficient to efficient) Barriers to entry into market
Capital intensity (low to high) Competitive pressure/rivalry
Ease of entry into the market (easy to difficult)  Price elasticity of demand
Productivity; capacity utilisation (low to high) Pressure from substitutes

Manufacturer’s bargaining power (low to high)

Vyvinul A. Rowe, R. Mason, K. Dickel, R. Mann a R. Mockler — SIMISTER, P. (2011). SPACE Analysis — Strategic Position and Action Matrix.

Retrieved from http://www.differentiateyourbusiness.co.uk/space-analysis-strategic-position-and-action-evaluation-matrix
v 14-rij-18 Tomas Kincl 51
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Strategic Position and Action Evaluation

Stabilni odvétvi, nizka mira rlstu,
financni stabilita podniku;
Kritickym faktorem
konkurenceschopnost vyrobku;
Chrénit Uspésné vyrobky, vyvijet

AN

Konzervativni

Fimancnisila
(F5)

Agresivni
postaveni

nové a uvazovat o0 moznostech pastavend
pronikani do atraktivnéjsich
odvétvi, hledani trznich vyklenkd,
snizovat naklady, nalezeni
konkurencni vyhody,... :
Konkurencni
vyhoda (KV)
Defenzivni
postaveni

Neatraktivni odvétvi, absence
konkurenceschopnych vyrobk i
financnich prostredkd; Kritickym
faktorem konkurenceschopnost;

Redukce nakladu, konsolidace,
omezeni investic, pripadné
zvazovani odchodu z trhu,
horizontalni integrace, ...

Stabilita
prostredi

(5P)

Konkurendni
postaveni

oty { P

Atraktivni a stabilni odvétvi, podnik
disponuje konkurencni vyhodou a
muzZe si ji chranit;

Kritickym faktorem mozny vstup
novych konkurentt do odvétvi;

UvaZovat o novych akvizicich,
zvysovani podilu na trhu (rozvoj
trhu) a soustfedéni se na
konkurenceschopné vyrobky, vyvoj
produktd, snaha o nakladové
vldcovstvi, ...

Atraktivni ale nestabilni prostredi;
Kritickym faktorem finan¢ni sila
podniku (nestaci na kompenzaci

nestability prostredi);
Horizontalni nebo vertikalni
integrace, racionalizace naklad

v 14-fij-18 Tomas Kincl
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McDonald’s

Financial Strength - Environmental Stability -

Return on investment
Leverage

Net Income

EPS

ROE

Cash Flow

Average

4 Rate of inflation

4 Demand Changes

6 Price Elasticity of demand

5 Competitive pressure

5 Barriers to entry new markets
4 Risk involved in business

4,7 Average

Y-axis

-2,5
2,17

Competitive Advantage - Industry Strength -

Market share
Product Quality
Customer Loyalty

Control over other parties

Average

Growth potential

-1 Financial stability
-1 Ease of entry new markets
-2 Resources utilization

Profit potential
Demand variability
-1,3 Average

X-axis

A B~ U

43
3,08

Rowe, AJ; Dickel, KE; Mason, RO; and Snyder, NH Strategic Management: A Methodological Approach.
Reading, MA: Addison-Wesley, 1994

FS
Conservative Aggressive
1S
Defensive Competitive
ES
v 14-fij-18 Tomas Kincl
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IE matice

*  Shrnuti vysledkl analyzy externiho a interniho prostredi — IE matice (internal—-external)
Alternativa ke SWOT analyze

Externi faktory se usporadaji do EFE matice (external factors evaluation), faktorlm se pfirazuje

vaha (0-1) a hodnoceni (1-4)

Faktory s nizkym hodnocenim se oznacuji jako hrozby, s vysokym pfileZitosti (podobné SWOT)

Interni faktory se usporadaji do IFE matice (internal factors evaluation), faktorlm se prirazuje

vaha (0-1) a hodnoceni (1-4)

faktory s nizkym hodnocenim se oznacuji jako slabé stranky, s vysokym silné (podobné SWOT)

o Popis Véha Body Celkem
a1 Zlepseni natrhu prace 015 3 045
[a)] Prinik na nové trhy na severy 0.08 B 0.32
03 Lepsi Grokové sazby — moZnost Ovéru 012 4 0.48
04 Wova technologie vyroby 008 3 024
Q5 Podpora exportu 0.09 3 0.27
T Prisnéjsi ekologicka legislativa 012 1 012
T2 Tlak Konkurence 2 éln-,- 0.09 1 0.08
T3 Prablémy se subdodavateli 011 2 022
T4 Zakaznici tladi na nizsi ceny 0.o7 1 o.o7
T5 Prablémy s posilenim kurzu KE vi& euru 0.09 2 018
2.44

SW | Popis aha Body Celkem
51 Zlepieni kapitdlovéno zdravi podniku 0.13 4 0.52
32 Mowy strategicky systém marketingu 0.09 3 0.27
53 Silna zkusenost v inovacich 0.11 3 033
54 Wysokd produktivita prace v podniku 0.o7 4 028
25 MNowy systém vzdélavani zaméstnancu 0.09 - 0.36
W1 Slabé kapitalové zasoby 0.13 2 026
W2 Zastaraly systém Fizeni vyroby 0.09 1 0.09
W3 Problémy v logistice 012 2 024
W4 Medostateény systém strategickénho Fizeni 0.09 2 D18
W5 | Nedostatecny systém fizeni kvality 0.08 1 0.08
2.61

v 14-Fij-18
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IE matice

— Vysledek EFE a IFE shrnuje IE matice
* |E matice vznikla na zakladé matice GE

Hold and maintain
Market penetration
Product development

THE IFE TOTAL WEIGHTED SCORES

Grow and build

Stro. Average Weak
Backward, forward or horizontal 3.0 ,o"f.o 2.0to zg 99 1.0 to 1.99
integration
Market penetration 1
Product/market development
/ P High
3.0t04.0
THE 2
EFE i
o
WEIGHTED G
SCORES 2.0
Low
1.010 1.99
1.0
Division  Sales  Perct Sales  Profits ent Profits  IFE Scores EFE Scores
1 $100 25.0 10 50 3.6 3.2
2 00 50. 2 i1 3
Pro jednotlivé SBU 3 250 |2.g 2 2(5, g.l ;f
4 50 12.5 1 5 1.8 25
Total 400 100.0 20 100
Harvest or Divest
David, F., R. Strategic Management Concepts: A Competitive Advantage Approach, Retrenchment
14th ed. Pearson, 2011 Divestiture

v 14-Fij-18



IE matice
— Priklad: MetroBank, Filipiny @iMetrobank

External Factor Evaluation (EFE) Mairix Internal Factor Evaluation Matrix
Key External Factors Weight Rating Weighted
Seore Key Internal Factors Weight Rating Weighted
COpportunitics Score
Car Loan Financing and Credit Card Inclines 0,06 2 0,12 Summr oTPersonnel had Increased 015 3 045
Developmeni and Trainings of Personnel 017 2 034
Local Branches and ATM's Broad Distribution 0.20 4 0.80
Increased by 7.8% of OFW Remittance 18 1 034
Banking Technology | i 014 : 028 Number of Foreign Br es had Inc 015 ] 060 |
Threats
Fil 1al Stability of M bank 0.10 3 0.30
Increased by 4.0% Inflation Rate 0.06 2 0.24
Tmproving Compeiiior’s Product — - — Paositive Value System of Employees 0.05 ) 0.20
Decreased in Constructhon Loan 0a7 2 0.14 Metrobank’'s Corporate Social Responsibilities 0.05 3 0.15
Foreign Currency s Supply and Demand 006 2 012
Climate Change Effects .07 2 014 Weaknesses
m ble Money Transfer Existence 008 3 016 Pr:v:;l;i::s for Loans and |mpairment Loss In- 0.10 2 0.20
Total 1.00 241
Low Budget for Advertising 0.10 1 0.10
IFE TOTAL WEIGHTED SCORE Deposits to Capital Declines by 46% 0.05 2 0,10
Interest Income Declines by 0.43% 0.05 2 0.10
IFE = 3.00 WEAK
EFE=241 1.00 -1 TOTAL 1.00 300
EFE HIGH 1]
TOTAL (3.00-4.00) , . ) )
WEIGHTED —> The results of Metrobank’s strategic approach to growth are evident in
SCORE MEDIUM v the bank’s steady increase in profitability and continuous improvement
(2.00-2.99) . .
in asset quality.
Low vi 0 x Metrobank delivered a compounded annual growth rate in net income
te-1. of 37 percent over the past five years, hitting a high of P18.1 billion in

the first semester of 2013. Metrobank bags investment grade rating

v 14-fij-18 Tomas Kincl
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SWOT

* Historie neznama, nékdy se tvrdi, Zze SWOT vyvinuta na SRI (A. Humphrey) v 60. a 70. letech,
data Fortune 500
— Komplexni posouzeni vychozi situace spolecnosti
— Integruje (podobné jako IE, ale s jinym vystupem) poznatky z predchozich analyz
— Velmi oblibena, casto ale provadéna Spatné, nedava navod k volbé strategie (—> TOWS)

SWOT Analysis

Strengths Weaknesses

Perhaps the single most common way to kick off a strategy process is with a SWOT analysis. However, there is simply no such thing as a generic
strength, weakness, opportunity, or threat. A strength is a strength only in the context of a particular where-to-play and how-to-win (WTP/HTW)
choice, as is the case for any weakness, opportunity and threat. So attempting to analyze these features in advance of a potential WTP/HTW
choice is a fool’s game. This is why SWOT analyses tend to be long, involved, and costly, but not compelling or valuable. The time to do analyses
of the sort that typically turn up in SWOT analyses is after you have reverse-engineered a WTP/HTW possibility.

Typically right after the SWOT exercise, the strategy team turns its attention to producing a vision or mission statement. This often devolves into
a long and arduous process during which the team members argue sincerely about specific word choices in order to produce the “perfect”

statement. Three Quick Ways to Improve Your Strategy-Making
v 14-fij-18 Tomas Kincl 57



https://hbr.org/2010/05/the-five-questions-of-strategy/
https://hbr.org/2014/05/three-quick-ways-to-improve-your-strategy-making-2/

fm.vse.cz Doporucené ¢teni:
: . HELMS, M. M., & NIXON, J. (2010). Exploring SWOT analysis—where are we now? A review of academic research

from the last decade. Journal of strategy and management, 3(3), 215-251.

SWOT _> TOWS ABDI, M., AZADEGAN-MEHR, M., & GHAZINOORY, S. (2011). SWOT methodology: a state-of-the-art review for the
past, a framework for the future. Journal of Business Economics and Management, (1), 24-48.

e Zasadni problémy SWOT analyzy

vagni a zjednodusujici (nelze provadét bez ohledu na okoli, co/kdo je benchmark v odveétvi

subjektivni (kdo provadi vybér proménnych a jakym zplsobem)
problém s kategorizaci proménnych (silné stranky mohou snadno byt slabymi, prilezitosti se
mohou snadno stat hrozbami)

nedava navod k volbé strategie

neexistuje jednotna metodika pro stanoveni vah a kvantifikaci proménnych

Nutnost pouzit i dalSi nastroje strategické analyzy

*  Prvnim krokem je specifikace externich faktoru

|ze vyuzit vystupy PEST analyzy, stavi na EFE
Jednotlivé faktory indikované PEST analyzou jsou hodnoceny/vazeny dle vyznamnosti

Faktory mohou byt usporadany do matice (hrozeb, prilezitosti)

High Low High Low

| 2 ' - ! ‘
High Major Threat Moderate % High Very Moderately
Threat Attractive Attractive

3 4 3 4
Low Muoderate Minor Threat Moderately Leust
Threat Attractive Attractive

Seriousness

Attractivene

c
2

Probability of Occurrence Probability of Occurrence

Prioritizace faktor( — faktory 1 vyzaduji hlavni pozornost, 2, 3 se mohou stat kritickymi
(monitoring), 4 obvykle nepredstavuji zasadni hrozbu (pfrilezitost)

Alternativné Ize provést hodnoceni faktort prostrednictvim napf. Likertovych skal
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SWOT —> TOWS

Druhym krokem je specifikace internich faktord, stavi na IFE podobné jako IE matice

* Jednotlivé faktory Ize hodnotit

Perfomrnance scale

Lze postupovat podle jednotlivych oblasti v podniku nebo tfeba podle oblasti

marketingového mixu

prostrednictvim vah nebo na

tzv. performance-importance

|
Memo

#arketing
Checklist for Performing Strengths/Weaknesses Analysis

matrix
O B .,
Belter | 5 Excess?
than
3 L Appropriate
| |
Sarme 5 L]
as Sl
B | ] Improve ff”jr
| =
Wiorse | B Urgent
than achion
l g
s e/l 78 |5 [4]3 |2
Less — Crder
important el winning

Importance scale

Major
Strength

Performance
Minor
Strength  Meutral

Minor

Weakness

Major

Weakness

Importance

High Med. Low

[
ho kD D ES I EN LN Ga A b

13.
14,
15.

16.
17.
18.
19.
20.
2.

22,
23.
24,
25.

Marketing

Company reputation
Market share

Customer satisfaction
Customer retention
Product quality

Service quality

Pricing effectiveness
Distribution effectiveness
Promotion effectiveness
Sales force effectivensss
Innovation effactiveness
Geographical coverage

Finance

Cost or availability of capital
Cash fiow
Financial stability

Manufacturing

Faciities

Economies of scale
Capacity

Able, dedicated workforce
Ability fo produce on time
Technical manufachuring skil

Organization

Visionary, capable leadership
Dedicated employees
Entrapreneurial orientation
Flexibie or responsive

v 14-Fij-18
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SWOT —> TOWS

— Vysledkem mUzZe byt napf. podobny
vystup, vyuziva i dalSich vystupl (napf.
Competition Profile Matrix)

— Vlypracovava se pro kazdou SBU
(tj. segment, produkt) zvlast!

CPM
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Competition Profile Matrix
Definuje kritické faktory uspéchu (CSF), hodnoti je

ani CPM

z

tavov

Ve

Zivané pfi ses

vz

Faktory ¢asto u

(s ohledem na dulezZitost a porovnava s konkurenci)

Faktory se hodnoti

(obvykle skala 4-1, kde 4 vyznamna silna stranka, 3 vedlejsi silna
stranka, 2 vedlejsi slaba stranka a 1 vyznamna slaba stranka)

Faktor(m se pfirazuji vahy podle dllezZitosti
(znacné subjektivni)

Faktory mohou byt interni (ICPM nebo IFE) i

externi (ECPM

nebo EFE)

Vysledky se daji uzit v SWOT->TOWS, IE, SPACE, ...

Market Share

Product Quality

Clear strategic direction
Customer service
Customer loyalty

Brand reputation
Customer satisfaction
Financial position

Cash reserves

Profit margin

Inventory turnover
Employee retention
Income per employee
Innovations per employee
Cost per employee

R&D spending

Strong patent portfolio
New patents per year
Revenue per new product
Successful new introductions
Union relations

Skilled workforce

Location of facilities

Production capacity

Added product features

Price competitiveness

Low cost structure

Variety of products
Complementary products

Level of product integration
Successful product promotions
Superior marketing capabilities
Superior advertising capabilities
Superior IT capabilities

Size of advertising budget
Effectiveness of sales distribution
Employee satisfaction

Effective planning and budgeting
Variety of distribution channels
Power over distributors

Power over suppliers

Access to key suppliers

Efficient supply chain

Supply chain integration

On time delivery

Strong online presence
Effective social media
management

Experience and skills

in e-commerce
Management qualification
and experience

Innovation in products and
services

Innovative culture
Efficient production

Lean production system
Strong supplier network
Strong distribution network
Product design

Level of vertical integration
Effective corporate social
responsibility programs
Sales per outlet

Parent company support

Starbucks McDonalds | Dunkin Donuts
Key Factors Weight | Rating | Score | Rating | Score | Rating | Score
Advertising 0.05 400| 020 3.00f 0.15 3.00f 020
Product quality 0.20 400| 0.80 200 040 3.00] 0.60
Product variety 0.10 3.00/ 0.30 400| 040 3.00] 030
Price competitiveness 0.20 200| 040 400| 080 200| 040
Financial position 0.05 300| 0.15 400 020 300 0.15
Customer loyalty 0.10 200| 0.20 3.00| 0.30 400| 040
Global expansion 0.10 3.00| 0.30 400| 040 400| 0.30
Customer service 0.20 400| 0.80 300| 0.60 3.00| 0.60
Total 1.00 3.15 3.25 3.00
NIKE ADIDAS REEBOK
Critical Success factors Weights Rating Weighted Score |Rating | Weighted S:ﬂn'R:ﬁng Weighted Score
0.0t01.0 1tod 1tod 1tod
Darmestc Market positioning 01| 4 04 ¥ | 0.2 3 03
International Market posibhoning 0.1) 4 04 3| 0.3 3 03
Consumer Loyalty 0.08| 3 024 ]| 024 3 024
Brand recogndion 0.1 4 04 4 04 4 04
Price competitiveness 1] G'l| 3 0.27 k]| 0:27 4 0. 36|
Product Quality o.aor| 4 0.28 4] 028 3 (14|
Relationship with manufacturers and supphen 0.07| 3 0.21 4| 0:28 3 o
Product R&D 0 11I 4 04 3| 03 3 03
Product Drversity 01| 4 04 3 03 2 02
Financial Posdion 0.07) 3 0.21 3] 021 2 0.14
Marketing 0 GH! 4 0.32 4| 032 3 0.24
Organizational Structure 0.04 3 0.1 3] 0.12 3 0.12
Totals i 288 a7 a2
UPS FedEx
Critical Success
Factors Weight Rating Score Rating Score
Advertising 0.05 4 0.20 3 0.15
Organization 0.08 2 0.16 1 0.08
Structure
Customer Service 0.10 - 0.40 3 0.30
Global Expansion 0.07 4 0.28 3 0.21
Financial Position 0.10 4 0.40 3 0.40
Employece 0.08 R 0.32 3 0.24
Dedication
Management 0.10 4 0.40 3 0.30
Experience
Customer Loyalty 0.10 N 0.40 3 0.30
Market Share 0.10 4 0.40 3 0.30
Product Quality 0.08 3 0.24 2 0.16
E-commerce 0.06 2 0.12 3 0.18
Price 0.08 4 0.32 2 0.16
Competitiveness
Total 1.00 3.64 2.78
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SWOT —> TOWS

*  SWOT je statickd, nedava pfrilis voditka pro stanoveni strategii —> TOWS (Weihrich, 1982)
*  TOWS umoznuje identifikovat moznosti, které firma s ohledem na vysledek SWOT ma

podeing
prilefiosti
'
varlikalni integrace, koncentrace, pronikani
strategické aliance na trh, rozvof frid,
apod, incwvaca atd.
wo 50
podeind slabd . podetng silng
stranky - v stranky
WT 5T
redukce, odprodani horizantalni integrace,
casti firmy, likvidace sirategické aliance
apod.
¥
pleviadajicl
hrozby

Doporucené ¢teni: WEIHRICH, Heinz. The TOWS matrix—A tool for situational
analysis. Long range planning, 1982, 15.2: 54-66.
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SWOT —> TOWS

M

Strengths

1. Global audience and
established market
leader

2. Worldwide range of
suppliers

3. Good range and quality
of products

Weaknesses

1. Poor history regarding
social and ethical issues

2. Strong focus on
footwear

3. Reliance on cheap
labour

Opportunities
1. Increased
sports initiatives
2. Potential for new

¢ Use their current
market position to help
influence and promote
health and awareness
*  Migrate customers to

*  Use the Olympics and
sporting events to
represent themselves

* Create a wider range of
products

1. Competitive market
2. Ever changing market
3. The recession

technology the web strategy * Take advantage of the
3. Growing preference to ¢ Increase partnership online market,
shop online strategies and showcasing changes
marketing regarding ethical issues
intermediaries and sweat shops
¢ Continue developing * Lower production cost
technology
Threats * Constantly create new * Tryand move away

designs and ideas

* Expand their range of
suppliers to keep the
cost low

* Search for innovative
concepts to
outcompete their
competition

from 3" party
manufactures to
improve quality

*  Keep their competitive
advantage by using
customization and
expand by some means

Internal Factors

External Factors
Opportunities

0! Economic integration
of Europe

02 huernet / e-commerce

03 Economic development
in Asia and L. America

04 Innovations

O35 Increase in disposable
income

06 Harmonization of
standards

Threats

T1 Global competition

T2 Demand satwrated

T3 Econoniies of scale

TOWS Whirpool

Strengths

SI RnD

S2 Whirlpool’s Culture

S3 Quality

S¢ Marketing Strategies

SO Sorategies

S103 Focus on Asian mrket
and make products
conforming to living
pattems

S$403 Increase marketing
capabilities to the
upscale market

S203 Getready for the
intemet boom

ST Sorategies
S$28372 Buy Maytag to
increase market
share in U.S
SIS4TI Leverage use of
RnD and marketing
to compete on
global fronts

Weaknesses
W1 Financial Position
W2 Global Positioning
W3 Manufacture Facilities

WO Strategies
WITW203 Cut costs and go for
mergers in Asia
1204 Bring new products to
market to get better
position globally

WT Strategies
WIT3 Shift facilities to India
and China for cheap labor.
WIT2 Sell some of the facilities
and units not profitable

Table |

The SWOT matrix of Hong Kong with attributes of the balanced scorecard

Strengths

Weaknesses

Opportunities

01 - Spring board to China

02 - Unstable Asian pelitic

03 - Support from China

04 - Birth of EURO

05 - 50th anniversary of China

Threats

T1 - Inrush of Immigrant

T2 - From neighbouring countries
T3 = Millennium bugs (Y2K)

T4 = Pollution of water from China
T5 = China opening up to the world
Market

T& - Declining world economy

$1 - Good legal system

$2 - Good tele-communication/
infrastructure

S3 - Huge reserve

S4 - Quality/efficient civil servant
$5 - Stable currency

$6 - Hard working quality people
Maxi-maxi (strengths/opportunities)
(F) $15201 - Promote commerce
activity

(F) §18202 - Attract foreign/
Chingse investment/tourism

(F) §152S5304 - Asian joint currency
(F) $15203 - Intensify financial
service (currency window)

(C) 8101 - Advisory role to China
(C) $30103 - Co-operation with
China to develop hi-technology

(C) §15205 - Promote tourism.

(L) S40103 - Cross-training with
Chinese government

Maxl-mini (strengths/threats)

(C} §3T4 - Promote environmental
protection concept to China.

(C) 815276 = Media businesses.
(I} S1T1 - Review immigration law/
co-operation with related Chinese
authorities

(1) S3S472 - Improve quality image
of Hong Kong.

(1) $35473 - Y2k promction
campaign

(L) 8371 - Build new schools for
immigrants

(L) 38675 - Bilingual education

W1 - Inexperienced executive
council

W2 - Weakening English standard
W3 - Lack of natural resource

W4 - US § Peg

W5 - Weakening manufacture base
W6 - High operating costs
Mini-maxi (weaknesses/
opportunities)

(F) W3W502 - Financial /service
focus

(F) W404 - Diversify governmental
investment

(I) W101 - Restructure executive
council

(L) W203 - Multiple languages
policy

Mini-min! {weaknesses/threats)
(C) W3T5 - Develop a natural
resource link between Hong Kong
and China

(C) WBT1T5 = Develop Chinese
medicine research centre

() W3T1 - Review tax policy and
social welfare policy

(L) W2T5T6 - Improve English
education standard

Notes: F = Financial perspective, C = Customer parspective, | = Internal process perspective, L = Learning and

growth perspective

TOWS mésta Hranice
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fm.vse.cz Davidson, J.H. Making the most of your assets, The marketer, 2007 p. 34-35

Asset—Competency—Marketing

* Alternativni zpusob jak zhodnotit postaveni podniku a stanovit strategie (Asset—competency—
marketing)

— Uvaha, 7e kazda firma se sklada z aktiv (assets), tj. hmotného majetku spole¢nosti a
kompetenci (competences), tj. toho, co zaméstnanci umi.

— Cilem je co nejlépe vyuzit aktiv prostfednictvim kompetenci (pro kazdé aktivum musi existovat
rozvinuta kompetence)

> 1. Identifikace aktiv a klicCovych kompetenci organizace, soustredit se na ty, které pomahaji
NN utvaret konkurencni vyhodu (napf. znacka pro Nike, zakaznicky servis pro Disney, atp.)

2. Zhodnoceni, jak jsou tato aktiva a kompetence vyuzivana(y)
— Reprioritizace trh(, kandll, segment(, SBU s cilem zlepsit vyuziti A—C
—  Presunuti aktiv (prodej, ndkup, rozvoj, ... soucasnych produktl a souvisejicich aktiv)
— ldentifikace novych kompetenci nezbytnych k vyuziti aktiv

Identifikace budouciho stavu odvétvi a trhi

Rozhodnuti o zméné aktiv

Rozvoj a vyuzivani klicovych aktiv a kompetenci

o U s~ W

Propojovani aktiv a kompetenci s budoucimi prilezitostmi

Asset and competency-based marketing is a powerful tool for diagnosing a firms
current position and charting its future. Hugh Davidson explains how it works

v 14-fij-18 Tomas Kincl
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Asset—Competency—Marketing

— Vystupem ACM pak muze byt:
* Presun aktiv do oblasti s vySSi navratnosti
* VysSi vyuziti dostupnym aktiv a kompetenci
* Aktiva a kompetence reflektuji trzni prilezitosti

* Identifikace aktiv a kompetenci, které je
tfeba rozvinout

e e

Procter & Gamble Global brands Brand development

Toyota Low-cost plants Process engineering

Customer database Customer service

MeCofe

McDonald’s je sic uspésny fast food

First Direct bank

Mars se rozhod| vstoupit na trh s

Assets and competencies

bonboniérami, kde operuji dva silni
hraci — Cadbury’s Roses, a Nestle’s
Quality Street.

Konvencni ptistup by velel predstavit
novou znacku s vlastnim
positioningem. Mars se ale rozhodl,
Ze vyuzije toho, co umi — tycCinky of
Mars, Snickers, Bounty, Twix atd., v
miniaturnich verzich ve specidlnim
baleni produkované pod znackou
Celebrations.

fetézec, nedafilo se mu dlouhodobé oslovit
nékteré segmenty zadkaznikd. Rozhodl se
vyuZit vlastni Siroké sité a rozsifit nabidku o
kvalitni(éjsi) kdvu a smoothie. Koncept
McCafé oslovuje predevsim zdkazniky pod
35 (vice Zeny). V letech 2010-2012 se
prodej kavy zdvojnasobil, podafilo se
zachytit nové zakaznické segmenty, které si

navykly chodit do McDonald’s. What was

John Betts thinking when he transformed

McDonald’s into a smooth(ie) operator?

Weak Medium Strong
Milk profits, LEverEge eroft
refocls the term profits, and
§ Exit stratedy of exit then exit or
9 transform the
the market
market
g Imvest heavily to
o £ S . Rethink the leverage
E 5 corm etenqcies focus and advantage and
E= = P stratedy deliver grater
g customer value
iy
T
=
Acquw_e Imwest in order Invest to leverage
= competencies by to strengthen acvantaae and
g el e delivergrater
investmeant or competencies g
o customer vallue
acquisition base
Ross Young’s byla v 90. letech firma

prodavajici mrazené jidlo (vétSinou zelenina,
ryby) nizkomarzovy a stagnuijici trh). Vétsinu
jejich sortimentu tvofrily produkty s nejasnou
identitou a firma byla ve vSech segmentech
Cislo 2 a soutézila predevsim cenou. Firma se
rozhodla oslovit rychle rostouci segmenty,
napf. pod znackou Linda McCartney nabizela
vegetarianské, zdravé jidlo.

Stala se jednickou v mrazenych pizzach (San
Marco) a ve vegetarianskych produktech.
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Priprava marketingové strategie

*  Zakladni sméry k naplnéni stanovenych cilt
*  Navaznost na misi a vizi spolecnosti
* Vychazi z marketingové situacni analyzy
*  Ke strategickym rozhodnutim obvykle patri
— Volba trh
— Volba zpusobu stimulace trhu
— Urceni pozice vuci konkurenci
— Rozhodnuti o aliancich

Generické strategie — obecné strategie
— Volba zdkladniho sméru/pfistupu k trhu
— Volba zplsobu jak tvofit konkurencni vyhodu

Parcidlni (Ansoff, Porter, Kotler, ...)
X

Integrované (Becker, Beckhaus, Haedrich
a Tomczak, model strategie El-Ansaryho,...)

Stratégové Vize, mise, poslani

identifikuji: Cile organizace

v -
Analyza okoli organizace

Vnéjsi (obecné, Siroké) okoli

———— > e

v

Odvétvové (konkurenéni, oborové) okoli

Vnitini okoli

t
[ FormNAce sirmiegle Podnikatelské strategie
| Generovani strategie Korporaéni strategie
-—P: MAnal)'lza alternativ strategie Obchodni strategie
E Vybdr optimalni strategie Funkeni strategie .
5 e =
________________________________________________________ & N

Implementace strategie

Vidcovstvi

Organizaltni struktura

Firemni kufitura

Motivacni systém

Plany

Alokace zdroju

Informacni systémy

v

Evaluace a kontrola strategie

y
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fm.vse.cz . . o . :
Doporucené ¢teni: ANSOFF, Igor. Strategies for Diversification. Harvard Business Review, Vol. 35 Issue 5, 1957

Typy strategii — parcidlni pristupy (Ansoff) —strategie diversifikace

ravdépodobnost
Existujici produkty Nové produkty Strategie naklady P P
uspéchu

Trzni penetrace 50 %

Existujici trh Trini penetrace Rozvo] produktu
Rozvojtrhu  [NER 20 %
_ Rozvoj produktu 8x 33%
Novy trh Rozvoj trhu Diverzifikace
Diverzifikace 12-16x 5%

Pokud se spolecnost nevyviji (strategie diverzifikace), neudrzi vysadni postaveni — studie The Brookings Institute: ze
100 nejvétsSich spolecnosti (1909) jich zlistalo v top 100 (1948) jen 36 a vétsSinou se jednalo o spole¢nosti, které se
nebaly délat drastické zmény ve svém mktg mixu (KAPLAN, A. D. H. Big Enterprise in a Competitive System
(Washington, The Brookings Institution, 1954),

*  Ansoff se zabyva témér vyhradné diversifikaci (pfilezZitost k rQistu), ostatnim se vénuje
okrajové

Pronikani na trh — zvySeni podilu na stavajicim trhu (ziskani novych zakaznik(i od konkurence, zvySeni intenzity uZiti

u stavajicich zakaznika, ¢asto supermarkety a fetézce (napft. snizeni ceny, intenzivnéjsi akce na podporu prodeje,

zlepSeni parametr(l); mobilni operatofi, automobilky v nizSich segmentech; v ptipadé, Ze trh neni saturovany, trh

roste, konkurence upada...

BUYTWO
GET ONE FREE

Rozvoj trhu — nové trhy pro stdvajici vyrobky (nové segmenty, mezindrodni expanze) (napf. expanze Burger King a .
dalsich fast food fetézcl na Cesky trh; Rudolf Jelinek a ko3er slivovice, ...); v pfipadé, Ze existuji zajimavé a nevyuZité | & ik

trhy, prebytek vyrobni kapacity, vznik novych distribuénich kanald... ;
Rozvoj vyrobku — inovace produktu nebo jeho komplementy, napf. facelifty u aut, predstaveni Kinect pro konzoli
Xbox; v pripadé technologickych zmén, komplementy, orientace na R&D

Diverzifikace — vyvoj novych vyrobki pro nové trhy,
napt. Apple a vstup do hudebniho byznysu prehravacem iPod (horizontalni diverzifikace — predstaveni produktu,
ktery s dosavadnimi nesouvisi, lze ale vyuzit technologie a know-how, které spole¢nost ma);

a nabidkou hudby pres iTunes (vertikalni diverzifikace — dnes znamé jako vertikalni integrace); v pfipadé moznosti
synergického efektu, podobnosti stavajicich vyrobk(; pfipadné lateralni diverzifikace, kdy firma vstoupi na zcela
novy a neprobadany trh (CEZ a mobilni operator; Agrofert a média, chemie, energetika, lesnictvi, ...)
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CREATE NEW MARKETS,

SERVE ADJACENT CUSTOMERS  TARGET NEW CUSTOMER NEEDS

ENTER ADJACENT MARKETS

WHERE TO PLAY

SERVE EXISTING MARKETS

AND CUSTOMERS
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Typy strategii — parcidlni pristupy (Ansoff) —strategie diversifikace

* Nékdy se objevuje matice s deviti poli >

H |

]
* Diverzifikace — souvislost s Zivotnim cyklem produktu

Market Partial

Diversificati
Development Diversification iversification

New

— Levitt navrhuje ctyri zpusoby jak znovu nastartovat Ziv. cyklus

1. zvysit frekvenci uZiti stavajicimi zakazniky (mktg komunikace, planované zastaravani, ...)

I 5 I —

2. zvysit pocet variant produktu (barevné varianty, rlizné zplsoby uziti, ...)

Market Limited Partial
Expansion iversi i iversf i

3. osloveni novych zakaznickych segmenta
L

Markets & Customers
Modified

4. nalezeni nového vyuziti zakladniho materialu (napf. nylon i do koberc()

Market Product Product
Penetration Extension Development

— Ansoffovu matici lze rozsifit o kombinace novy/stavajici uzZivatel a
nové/stavajici uziti a novi uzivatelé ve stavajici/nové oblasti ,
— kombinace Ansoffovych strategii s Levittovymi strategiemi rlstu g Modited

Products & Services

Existing

Doporucené ¢teni: VARADARAIJAN, P. Intensive Growth Opportunities: An Extended l
Classification. California Management Review. 1983. Vol. XXV, No. 3. p. 118 — 132

A ffo k t . t 7 I Ve ’ YA R4 ETOGUCI
— OCcus
n SO u V O n Ce p J e S a e z Ivy a Vyv IJ I Se Present Products New Products
Market
TRANSFORMATIONAL Doporucené ¢teni: NAGJI, Bansi, TUFF, Geoff Managing Your Focus
Developing breakthroughs ) ) . .
and inventing things for Innovation Portfolio Harvard Business Review, 5/2012 Use
markets that don’t yet exist Focus Present New Present New
User uses uses uses uses
Focus
Navrh rozdéleni investic podle typu aktivit 1 2|1 2
ADJACENT Present
- Present users Market Product
Ex_papdmg from Markets Penetration Development
emst[ng business A LEADING A DIVERSIFIED A MIDSTAGE New Alternatives Alternatives
s AR solemal | 8 NE a
company” business
PE 80% 70% 45% I E 2
CORE CORE CORE users
new
segments
Ll 18% 20% 40% New aeoqrapnc
Optimizing existing ADJACENT ADJACENT ADJACENT geograpy
prod R existing Markets markets e r\g;r;re;em (Diversification)
Vi
customers N Al
2 0/0 1 00/0 1 5 0/0 sev»: B ternatives
TRANSFORMATIONAL TRANSFORMATIONAL TRANSFORMATIONAL z ers
ew
o ORI L geographic
HOW TO WIN markets 3 4



http://xtra.strategypal.com/strategy-pad/reality/focus-4-analysis/
https://hbr.org/2012/05/managing-your-innovation-portfolio

Typy strategii — parcialni pristupy (Kotler) — kompetitivni str.

Lidr (40 %)

Vyzyvatel
(30 %)

Nasledovatel
(20 %)

Nichér (10 %

fm.vse.cz

Ceetoty

Predpoklad: trzni podil je zasadnim determinantem Uspéchu (Our analyses give strong support to the proposition that market share is indeed a major
influence on profitability) — studie Marketing Science Institute v 70. letech Profit impact of market strategies (PIMS)

Doporucené ¢teni: Schoeffler, Sidney. Buzzell, Robert D. and Heany, Donald F. Impact of Strategic Planning on Profit Performance.

Harvard Business Review, 3/1974. Ukazuje se, Ze to ale pfilis neplati: Yannopoulos, P. The Market Share Effect: New Insights from Canadian Data.

Strategie trzniho vidce — udrzet trzni podil (systematickd inovace produktu, posilovani
loajality, vyplnovani mezer v produktovych radach), dosahnout uspor z rozsahu; ¢asto
obranné strategie:

pozicni obrana — obsadit trzni prostor v myslich spotrebitelt (Procter&Gamble) Pampers

kridelni obrana — doplnuje pozicni, rozsireni produktové rady o dalSiznacky, prace s cenou

preventivni obrana — napr. Google ohlasi novou sluzbu, firmy se radéji
orientuji jinam, aby nedoslo ke stretu

protiutok — Spickovani UPS a FedEx v reklamé

mobilni obrana — rozsireni trhu o nova mista realizace, produkty (BP neni
jen ropna spolecnost, ale vénuje se energetice), presun na jina odvétvi
(trzni diverzifikace — Philip Morris po omezeni cigaret pohltil Kraft (1988)
a General Foods (1985), zkousi mrazené jidlo, alkohol, soft drinky)

obrana stazenim — strategicky ustup, nelze konkurovat ve vsech
dosavadnich odvétvich, napt. Microsoft a opusteni vyroby hernich
zatizeni pro PC (2003)

Trzni podil velmi ¢asto souvisi s distribuci a trznim pokrytim. Nejvétsi trzni podil ¢asto ziskava

prvni firma vstupujici na trh. Nishida, M. (2017). First-Mover Advantage through Distribution: A
Decomposition Approach. Marketing Science. Volume 36, Issue 4 (:E
Nékteré firmy ve snaze stat se trznim lidrem preZzenou expanzi v pokryti trhu — kanibalizace mezi —=
pobockami, sniZzeni vykonu na pobocku - ztrata
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http://www.computerworld.com/article/2873613/google-wants-to-become-a-mobile-carrier.html
http://articles.latimes.com/1988-10-31/news/mn-339_1_philip-morris
http://www.maximumpc.com/article/news/microsoft_reportedly_discontinuing_sidewinder_brand_again
http://www.huffingtonpost.com/2012/04/27/consumer-brands-owned-ten-companies-graphic_n_1458812.html
https://hbr.org/1974/03/impact-of-strategic-planning-on-profit-performance
http://www.jgbm.org/page/31Peter Yannopoulos.pdf
http://pubsonline.informs.org/toc/mksc/36/4

' J

Typy strategii — parcidlni pristupy (Kotler) — kompetitivni str. pepsi.

*  Strategie trzniho vyzyvatele — zvysit trzni podil na ukor trzniho lidra a ostatnich
firem, Casto bud' cestou nizsi ceny nebo kvality, pripadné naopak Spickové kvality,
lepSich sluzeb, lepsi distribuce, intenzivni reklamy a propagace
Casto utocCné strategie:

FE02y
TOYOTA

"-
Canon ’s —

XEROX

Topicana  Rilsed  —

—

primy utok — primd konkurence hlavnich produktt trzniho lidra (dfive Toyota a GM
v automobilovém pramyslu)

bocni Utok — snaha vyplnit mezery, kde lidr neni tak uspésny (napr. geograficky, vstupem na
trhy, kde se lidrovi nedafri) — napf. Canon a Xerox v oblasti domacich malych kopirek a
tiskaren

obkli¢eni — napf. Sun Microsystem podporil (nejen) vyvojare ve vyvoji aplikaci pro Javu —
utok na Microsoft

obchvat — 1998 Pepsi koupila vyrobce dzust Tropicana (dvakrat vyssi trzni podil nez Minute
Maid vlastnény Coca-Cola, dnes uz ale vsechno jinak)

partyzanského utoku — ,,okopavani kotnik(“, drobné utoky na trzniho lidra — napf. vyrazné
casové omezené slevy nebo promo akce (low-cost letecti dopravci)

* Rozhodne-li se trzni vyzyvatel k pasivni roli — trzni nasledovnik
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http://www.forbes.com/forbes/2001/0723/068.html
http://www.auburn.edu/~boultwr/copiers.pdf
http://news.cnet.com/Sun-program-designed-to-spread-Java-software/2100-1007_3-6072115.html
http://www.nytimes.com/1998/07/21/business/pepsico-to-pay-3.3-billion-for-tropicana.html
http://www.trefis.com/stock/ko/articles/23919/coca-colas-minute-maid-more-valuable-than-pepsicos-tropicana/2010-09-21
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ROYAL CROWN COLA!

Typy strategii — parcialni pristupy (Kotler) — kompetitivni str.

e Strategie trzniho nasledovnika — firmy bez ambici stat se trznim lidrem, cilem
je hlavné napodobovat, strategie spocivaji v mife napodobeni:

— primy utok — kopie luxusnich hodlnek cinské kople Apple produktu

: GooPhone i5 S

$99

Thinner, lighter design
And So much

Cheaper

— imitace — nékteré aspekty produktu jsou shodné, ale odlisnost je v cenotvorbé, lokalité,
distribuci (takze lidr nepfijima agresivni kroky na ochranu)

— adaptace — nasledovnik prejima a vylepsi produkt — Casto se pozdéji stava vyzyvatelem

3+ i f
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Typy strategii — parcidlni pristupy (Kotler) — kompetitivni str.

*  Strategie vyhledavani trznich mezer (niché) — velmi specificky produkt, obsazuje mezeru na
trhu, kterd neni pro lidra (ndsledovnika) zajimava, snaha stat se lidrem na malém trhu

— Obvykle zbozi s vysokou hodnotou za prémiové ceny, vysoka marze

— Vysoky trzni podil v malém segmentu x vysoké objemy prodeje

— Nutnost nachazet/vytvaret, rozsifovat a chranit trzni niky (niky ¢asem slabnou a mizi)
— Obsluha jedné Ci vice trznich nik (diverzifikace rizika)

$
ACCESSORIES
j  GIFT CARDS

Market share remains on management radar and continues to be taught with little discussion as to whether it is an appropriate marketing
objective in any given market

Market share is a hugely popular metric. In a survey of senior marketing managers, 67 % found market share based on dollars spent “very
useful,” and 61 % found market share based on units sold “very useful.” One explanation for why managers value market share so highly
probably has to do with well-known research from the 1970s that suggested a link between market share and ROIl. However, the linkage may
be less clear than most managers would suspect, and studies have found it is often correlational rather than causal.

There were usually two ways managers used market share: as an ultimate objective or as an intermediate measure of success. Using market
share as an ultimate objective is hard to justify. Many managers believe that the primary purpose of a business is to maximize shareholder
value, although for some the purpose is also to serve the interests of non-owner stakeholders such as employees and customers. However,
increasing market share isn’t a meaningful ultimate objective for either of these groups.

Managers commonly argue that market share is a useful intermediate measure — in effect, a leading indicator of future success. In some
markets, market share probably does help increase future profits, but this is not always the case: General Motors Co. was the world’s biggest
carmaker before filing for Chapter 11 bankruptcy court protection in June 2009.

In some markets, bigger can be better; the most obvious examples are markets with economies of scale. Companies in such markets can
reduce their cost per unit by selling more — thus increasing overall profits. If you think you are in such a market, you should confirm that'the
economies of scale you think exist actually do. Economies of scale do not automatically apply to all markets.

REICHHELD, Frederick F. BENDLE, Neil T.; BAGGA, Charan K. 2016. The Metrics That Marketers Muddle. MIT Sloan Management Review, 57(3)
v 14-fij-18 Tomas Kincl 73
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Typy strategii — parcidlni pristupy (Kotler) — kompetitivni str.

— Pripadova studie Happy Socks

* Pocatek 2008 — Viktor Tell a Mikael Soderlindh

"I guess we were bored," says Soderlindh, Happy Socks’ CEO. "Viktor told me
about an idea he had for a sock brand called Happy Socks. | Googled how many
pairs of socks people buy each year and came up with 12 to 14. Think about the
potential market—every Western country: let’s just say around 1 billion people —
even 0.01% of this is still a hell of a lot of socks.,,

* Firma neprodava ponozky, prodava , kvalitni“ ponozky s barevny-
mi vzory, spolupracuje s designéry, kolekce se obmeénuje dvakrat
rocne.

* Design vychazi i od zdkaznikd nebo ze spoluprace na aktivitach,
které provozuji zakaznici (online hra Minecraft), vychazi specializo-
vané edice.

"Making socks that have a high level of design with a great quality is a simple idea
and a good business," he continues. "It’s better, in my view, to be a niche company
that knows what it’s doing than risk credibility by stretching yourself to thin."

* Dnes Happy Socks operuji v 55 zemich svéta a dosud prodali pres
10 mil. paru

B
S
a

Happggochs

2 A
3 ¢
J J
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Happy Socks Builds A Business — And Happiness — Two Feet At A Time,
10 million pairs of Happy Socks and counting



http://www.happysocks.com/eu/
http://www.happysocks.com/us/minecraft
http://www.fastcocreate.com/1679274/happy-socks-builds-a-business-and-happiness-two-feet-at-a-time
http://www.thegoodstube.com/reports/view/10-million-pairs-of-happy-socks-and-counting
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Typy strategii — parcialni pristupy (Kotler) — kompetitivni str.

— Pripadova studie Julius Meinl
* Vroce 2013 otevrel Julius Meinl v centru Prahy ,gurmansky palac”. Za rok musel zavfit.

"Nynéjsi koncepce gurmanského palace coby tfipatrového obchodu s prodejni plochou
zhruba 2200 metr( ¢tverecnich a luxusni restaurace nebyla zakazniky pfijata podle prvot-
nich o¢ekavani. Plvodni predpoklady vychazejici ze zkusenosti z podobného obchodu ve
Vidni se nenaplnily," uvedla firma v oficialnim oznameni.

* Trh potravin pro gurmany jisté v Praze existuje, Julius Meinl ale ma v CR posSramocenou
povést z roku 2005, kdy z CR odedel (Meinl dostal pokutu, pfebaloval proglé salamy)

* Nelze prodavat luxusni potraviny spolecné s predrazenymi obvyklymi produkty

Obrézky pochazi z COUFALOVA, Dominika.
Pad ¢erného mourenina aneb Julius Meinl
konci. Markething [online]. 4. prosince 2014
[cit.2014-12-4]. ISSN 1805-4991. Dostupné z:
www.markething.cz/pad-cerneho-
mourenina-anebo-julius-meinl-konci-2-cast
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http://zpravy.idnes.cz/meinl-dostal-pokutu-prebaloval-prosle-salamy-fod-/domaci.aspx?c=A050923_094105_domaci_lja
http://www.markething.cz/pad-cerneho-mourenina-anebo-julius-meinl-konci-2-cast
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Typy strategii — parcialni pristupy (Porter) — zdroj konk. vyhody

Publikovano v Porter, M. E. Competitive Strategy: Techniques for Analyzing Industries and

Competitors. New York: Free Press, 1980. High
There are three potentially successful generic strategic approaches to outperforming

other firms in an industry: (1) overall cost leadership (2) differentiation (3) focus. s adial Cost leadership
Cilem je ujasnit si, co je zdrojem konkurenéni vyhody a nezlistat uvéznén uprostred Return on

(do not get stuck in the middle) investment |
Casto pouzivany, chybné interpretovany a kritizovany model ow
Low High

Doporucené ¢teni: SHARP, Byron. Competitive Marketing Strategy: Porter
Revisited. Marketing Intelligence & Planning, Vol. 9 No. 1, 1991, pp 4-10, Market share

1 «“

MURRAY, Alan I. A contingency view of Porter's “generic
strategies”. Academy of Management Review, 1988, 13.3: 390-400.

Strategie nakladového vidcovstvi — dosazeni nizkych nakladd (napf. Usporami z rozsahu nebo
nizsi kvalitou), ¢asto zaméreni na cely trh (Walmart) Walmart

Strategie je interpretovana chybné v radé studii i ucebnic — strategie nakladového vidcovstvi nemusi nutné znamenat soutézeni nizkou cenou.

In Porter's defence he did not actually write that the aim of low cost was lowest price — he said that the essential aim of a firm following a low cost
strategy is not to differentiate through low price, but to achieve a price as high as competitors, whilst retaining lower costs of production.

Orientace na nakladové viidcovstvi se netykd downstream aktivit!

Nizka cena muze byt paradoxné problém - Michael Kors ma problém s kabelkami: prodalo se jich moc

Strategie diferenciace — zaméreni na cely trh, pokryti Siroké sSkaly potreb zakaznik
Procter&Gamble)

Nemusi se nutné jednat o rlizné produkty.

Differentiation has been interpreted by marketing and strategic management texts as "making the product appear different"”, ensuring that the offering
is perceived by the customer, as unique in some respect. The inadequacy of this definition is apparent, in that logically any new offering must be
different in some way for customers to buy it.

Persil REX @

EXPFERT
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http://www.forbes.cz/miliardar-michael-kors-chtel-prodavat-dostupny-luxus-ted-na-to-doplaci/
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Typy strategii — parcialni pristupy (Porter) — zdroj konk. vyhody

* Strategie zacileni — ¢asto prémiové produkty s unikatni hodnotou (BMW, Miele, Bang and
Olufsen) nebo produkty pro specifickou skupinu zdkazniku, kde Ize dosahnout nizkych nakladu

RyanAir g M &
(Rya ) m :‘;m RYANAIR

Neznamena to ale, Ze zacileni je jen variantou diferenciace.

Differentiation involves gaining proximity to other producers in the provision of most benefits desired by the market and then involves differentiating
through exceeding them in the provision of at least one benefit.

Focus does not require outperforming all other competitors in the provision of one (or few) benefit(s); it simply requires getting the balance of benefits a
firm offers to match perfectly (or meaningfully better than any other offering) the demands of the customers in one segment.

Target Scope

Hyundai/Kia ‘ Porsche
Produkce: 5,74 m — Broad Cost Leadership leferonﬁation<\ Produkce: 90.000
Zisk: 4,35 mld. $ ~(Industry Wige]——> Strategy Strategy Zisk: 680 mil €
Zisk/ks: 1.320 $ a2 ' Zisk/ks: 7.555 €
Dacia Rolls-Royce
Produkce: 348 000 Focus Focus Produkce : 2.711
Zisk: 73,5 mil. € S Strategy Strategy € " Zisk: £539 mil.
Zisk/ks: 211 € it (low cost) (differentiation) Zisk/ks: £198.000
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Typy strategii — parcidlni pristupy (Bowman a Faulkner)

* Rozsiteni Porterovych generickych strategii

Bowman, C. and Faulkner, D. (1997), “Competitive and Corporate Strategy”, Irwin, London.

— Na rozdil od Portera uvazuje pozitivné i o hybridnich strategiich

kY

[e}

£

<

=

O

pd

(@]

@]

I

Walmart €
2

<

=

Porter: ndkladové £
vUdcovstvi >
h%

‘e

Y. //
Porter: diferenciace

‘BES GUCCI
T BU‘}. Diferenciace @
Recbok( =</ L
Zamérena
Hybrid diferenciace
’ Porter: zacileni
BOWMANOVY s /
i z vySena cena
Nizka cena STRATEGICKE standardni produkt
HODINY
902
vodafone
T - -Mobile-
Nizka cena/ ZvySena cena/
nizkd hodnota nizkd hodnota
[ poLLARAMA (1)
Nizkd hodnota/
standardnicena
nizka CENA vysoka

BrainTools, Bowmanovy strategické hodiny [online], retr. 15/1/2014, <http://www.braintools.cz/bowmanovy-strategicke-hodiny.htm>

Strategie odsouzené
k nedspéchu
Neplati v prostredi
monopolu/oligpolu
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Typy strategii — parcialni pristupy (Gilbert a Strebel)

*  Kritika Porterovych strategii — jen v malo odvétvi Ize dlouhodobé udrzovat
L,jednodimenzionalni“ strategii (bud ndkladové vidcovstvi nebo diferenciace)

— V pribéhu Zivotniho cyklu odvétvi se strategie méni

V4 ’

— Strategie outpacing (predstizeni) — v dynamickém prostredi dochazi neustdle ke stridani
vladcovstvi v inovacich a ndkladech tak, aby byla docilena stald konkurenéni vyhoda.

|

New business opportunity |

\J

Competition is

on the basis of

introducing new innovative products

'

Eventually, opportunities for innovation
become exhausted and all competitors can
do is rapidly copy one another

\
First breakpoint

AN | | A

Y

At this point competition switches to
low-cost production and survival of the fittest.
This is the convergence phase and a
number of players are likely to leave the
market at this stage

\J

Opportunities for cost reduction
become exhausted

A company can only beat
the competition by identifying a
new business opportunity

Convergence
of offerings

Breakpoint

Innovation
Variety
creation

Efficiency
Survival
of the fitte st

Divergence
of offerings

Breakpoint

( SniZzen( nékiadu >

______ /Outpacing™ >

A Ry 1 U strategie  /
\ gl
1 ae v
\ ~ {
| v 4 {
| _t ‘
A A 1
z !
{
|
i
i o o
i
| _mmee
b | (¢ Diferenciace °
T I\, nabfdky
i »w"m—“///
. |
<
// |
/ |
| EERREER SR ST S8 o A ot sl i S S S SR

Nizké néklady

MEFFERT, H., Marketing management Grada: Praha, 1996

Gilbert, Xavier, Strebel, Paul (1987). Strategies to outpace the competition

Journal of Business Strategy 1987 8(1) , pp. 28-36
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Typy strategii — parcialni pristupy (Gilbert a Strebel)

*  Priklad — televizory (zobrazovaci technologie)
— Vyrobce predstavi novou zobrazovaci

. . o, ; 300 100%
technologii, cena je na zacatku vysoka
’ , . ve 1 7 . — OLED
— Ostatni vyrobci se brzy pridavaji, cena se 250 80%
snizuje, objevuji se nové vlastnosti ap
o . L, |w200 60% £
— Trh se stava vysoce (cenové) konkurencni |5 H
= [R——
— 2150 40% 4
=
2
¥ wmmm | CD
100 20% o (LED)
| D
=0 0% (CCFL)
. 0 -20% B CRT

LED TV Price Daclinea Bode Well for DriVing Demand Material costs for 50-inch class LCDs and PDPs, 4Q05-4Q10
Average U.S. Retall Pricing for Different Types of Flat-Panet Televisions In Q1 2010 and Q4 2012. 32-INCH LCD TV AVERAGE PRICE uss) ’
1,600 16.0%
$2 500 1400 | 4 14.0%
$2.000 1,300 4 120%
' 1,000 4 10.0%
$1,500 BN 4 8.0%
$1.000 Bin { B0%
' 400 B 1.0%
200 20%
3500 Black Friday H |
$200* L1 0.0%
$0 ¢ 4006} | 4007 | 4Q0m | 4o0@m | sQiom
Q12010 Q4 2012 I ==110D costs 1,370 1,075 520 530 505
20 E=IFDF costs 866 580 564 472 02
m LCD-CCFLTV sLCD-LED TV =PDPTV LCD margin (%) 9.0% 0.5% 0.6% 35% 47%
POP margin (%) | 147% | 120% | 10.2% 5.9% 1%
Source: |HS, March 2013
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Typy strategii — dalsi pristupy (BOS)

* Moznost jak se vyporadat s hyperkonkurenci, komodizaci
produktl —> sniZzovani marzi

*  Existuji dva typy odvétvi — blue oceans (modré oceany)
a red oceans (Cervené oceany)

*  Firma musi vystoupit ze své , komfortni zény“ a vytvorit
modry ocean

Creating uncontested market spaces (blue oceans) where the competition is irrelevant,
instead of fighting it out in overcrowded, commoditized industries (red oceans). In blue

Red Ocean Versus Blue Ocean Strategy

The imperatives for red ocean and blue ocean

oceans, companies invent and capture new demand by turning noncustomers into customers, strategies are starkly different.
and by providing customers with more value while streamlining costs and building brand
equity. Red ocean strategy | Blue ocean strategy

Compete in existing market space. | Create uncontested market space.
In a study of business launches in 108 companies, we found that 86% of those new ventures peat thecompetition. | Makethe competition imelevant.

were line extensions—incremental improvements to existing industry offerings—and a mere
14% were aimed at creating new markets or industries. While line extensions did account for
62% of the total revenues, they delivered only 39% of the total profits. By contrast, the 14% : - ,
. R i . R . Align the whole system of a com- | Align the whole system of a company's
invested in creating new markets and industries delivered 38% of total revenues and a pany’s activities with its strategic | activities in pursuit of differentiation

startling 61% of total profits. choice of differentiation or low cost. | and low cost.

Exploit existing demand. | Create and capture new demand.

Make the value/cost trade-off Break the value/cost trade-off.

Doporucené ¢teni: MAUBORGNE, Renee, KIM, W. Chan. Blue Ocean Strategy
Harvard Business Review, 10/2004

— Kombinace Porterovych strategii — strategie diferenciace a nakladového viidcovstvi s cilem
nalézt novou trzni niku (zacileni) — obvykle vnimano jako trade-off

* Nedéje se tak prostrednictvim tradi¢nich nastroja strategické analyzy (PEST, SWOT, ...)

Using Blue Ocean Strategy in performance evaluation
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http://www.freepatentsonline.com/article/International-Journal-Strategic-Management/252447368.html
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Typy strategii — dalsi pristupy (BOS)

— Nastroje pro odhaleni modrého oceanu Ehuie Ocean Creation

Head-to-Head Competition

https://www.blueoceanstrategy.com/tools/

. . . v . , vs o . Industr Focuses on rivals within its industr Looks across alternative industries
Six Paths Framework — existuje 3est zakladnich pfistupt jak Y Y
pretvofit hranice tradi¢nich odvétvi. Tyto aspekty drzi Strategic Focuses on competitive position Looks across strategic groups
Group within strategic group within industry

spole¢nosti v zabéhnutych kolejich cervenych ocedn(.
PfekroCenim hranice odvétvi v.daném rozméru dojde k vytvofeni  gyyer Focuses on better serving
modrého oceanu. Group the buyer group

Redefines the industry buyer group

Focuses on maximizing the value of
product and service offerings within
the bounds of its industry

Looks across to complementary

Scope of Product s 2
product and service offerings

or Service Offering

Raise

Focuses on improving the price

e : Rethinks the functional-emotional
performance within the functional-

Functional-emotional

Which factors should be SHietion emotional orientation of its industry enentstionoysinadzty

raised well above the

industry’s standard? Focuses on adapting to external Participates in shaping external
Time trends as they occur trends over time

Eliminate Create

, _ 4 Actions Framework — nékdy se zobrazuje jako Eliminate-Reduce-Raise-
Which factors that the I New Value «€'3 Which factors should be .
industry has long competed Curve created that the industry Create (ERRC) Grid.

on should be eliminated ? has never offered?

Pfipomind, Ze BOS je kombinaci ndkladového vidcovstvi a diferenciace.
Nelze jen dosahovat excelence ve vybranych aspektech za cenu vysokych
nakladd. Stejné tak nelze soutézit jen v ramci obvyklych aspektl produktu (a

Reduce

Which factors should be
reduced well below the

industry’s standard?

3 Tiers of Noncustomers —spolecnosti se obvykle zaméruji na
své zdkazniky, snaZi se lépe pfizplsobit nabizenou hodnotu
zakaznickym preferencim. Firmy vytvarejici modry ocedn musi
uvazovat opacné — divat na (soucasné) ne-zakazniky. Prvni
skupina je na okraji odvétvi a vyuZzivd nabidky odvétvi jen
omezené. Lze je pfitdahnout jiz jen drobnou zménou. Druha
skupina z néjakych dlvod( (aktivné) odmita participovat, i kdyz
by nabidka odvétvi mohla jejich potfeby naplnit. Treti pak o
nabidce odvétvi vlbec neuvaiuje. Posunem v nabizenych
hodnotach Ize oslovit i tyto tfi skupiny ne-zakaznik(

ty vylepSovat), je nezbytné vytvaret nové

Customers of your industry

are on the hedge of your market
waiting to jump ship.

Current
“Refusing” noncustomers who Market
consciously choose against your
market.

u “Soon-to-be” noncustomers who

p. "Unexplored” noncustomers who
“! are in markets distant from yours.

TIER 1 TIER 2

“Soon-to-be”

“Refusing”
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https://www.blueoceanstrategy.com/tools/

Blue Ocean Strategy

— Modré oceany tu vzdy byly — malokdy
navic byvaji zalozeny Cisté na novych
technologiich

Doporucené ¢teni: KIM, W. Chan, MAUBORGNE, Renee,.Red Ocean Traps.
Harvard Business Review, 3/2015

MAUBORGNE, Renee, KIM, W. Chan. From Blue Ocean Strategy to Blue Ocean

Leadership. Harvard Business Review, 5/2014

Za predchidce BOS muze byt povazovdn Ansoff a strategie
diverzifikace, pfipadné Hamel, Gary, and C. K. Prahalad (1994)
Competing for the Future, Harvard Business School Press, Boston —
vytvareni, bilych mist“ na trhu

Kritika BOS — Autofi se zabyvaji pouze UspésSnymi modrymi ocedny,

opomijeji nedspésné

Automobiles

Computers

Movie Theaters

Was the blue ocean
created by a new
entrant or an

Was it driven by
technology pioneering

At the time of the blue
ocean creation, was
the industry attractive

Key blue ocean creations incumbent? or value pioneering? or unattractive?
Ford Model T New entrant Value pioneering® Unattractive
Unveiled in 1908, the Model T was the first mass-produced {mostly existing technelogies)

car, priced so that many Americans could afford it

GM’s “car for every purse and purpose” Incumbent Value pioneering Attractive
GM created a blue ocean in 1924 by injecting fun and {some new technologies)

fashion into the car.

Japanese fuel-efficient autos Incumbent Value pioneering Unattractive
Japanese automakers created a blue ocean in the mid-1970s (some new technelogies)

with small, reliable lines of cars.

Chrysler minivan Incumbent Value pioneering Unattractive
With its 1984 minivan, Chrysler created a new class of auto- {mostly existing technologies)

mobile that was as easy to use as a car but had the passenger

space of a van.

CTR's tabulating machine Incumnbent Value pioneering Unattractive
In 1914, CTR created the business machine industry by {some new technologies)

simplifying, modularizing, and leasing tabulating machines.

CTR later changed its name to IBM.

IBM 650 electronic computer and System/360  Incumbent Value pioneering Nonexistent
In 1952, IBM created the business computer industry by simpli- (650: mostly existing technologies)

fying and reducing the power and price of existing technology.

And it exploded the blue ocean created by the 650 when in Value and technology pioneering

1964 it unveiled the System/360, the first modularized com- (System/360: new and existing

puter system. technologies)

Apple personal computer New entrant Value pioneering Unattractive
Although it was not the first home computer, the all-in-one, {mostly existing technologies)

simple-to-use Apple Il was a blue ocean creation when it

appearedin 1978.

Compaq PC servers Incumbent Value pioneering Honexistent
Compaq created a blue ocean in 1992 with its ProSignia (mostly existing technologies)

server, which gave buyers twice the file and print capability

of the minicomputer at one-third the price.

Dell built-to-order computers New entrant Value pioneering Unattractive
In the mid-1990s, Dell created a blue ocean in a highly {mostly existing technologies)

competitive industry by creating a new purchase and delivery

experience for buyers.

Nickelodeon New entrant Value pioneering Nonexistent
The first Nickelodeon opened its doors in 1905, showing short {mostly existing technologies)

films around-the-clock to working-class audiences for five cents.

Palace theaters Incumbent Value pioneering Attractive
Created by Roxy Rothapfel in 1914, these theaters provided {mostly existing technologies)

an operalike ervironment for cinema viewing at an affordable

price.

AMC multiplex Incumbent Value pioneering Unattractive
In the 19605, the number of multiplexes in America's subur- {mostly existing technologies)

ban shopping malls mushroomed The multiplex gave viewers

greater choice while reducing owners' costs.

AMC megaplex Incumbent Value pioneering Unattractive

Megaplexes, introduced in 1995, offered every current block-
buster and provided spectacular viewing experiences in
theater complexes as big as stadiums, at a lower cost to

theater owners.

{mostly existing technologies)

*Diriven by value pioneering does not mean that technologies were not involved. Rather, it means that
the defining technologies used had largely been in existence, whether in that industry or elsewhere.


https://hbr.org/2015/03/red-ocean-traps
https://hbr.org/2014/05/blue-ocean-leadership

Typy strategii — dalsi pristupy (BOS)

Cirque de Soleil

v v . . , . i Eliminate Reduce Raise Create
Zalozen v 1984 poulicnimi umélci Guyem Laliberté a Danielem hi —
Gauthierem v Kanadé. Cirkusovy byznys jiz desetileti upada, existuje rfada §R’"9""9 Brothers

alternativnich entertainment aktivit, provozovani je narocné (zvirata), sili
tlaky organizaci pro ochranu zvirat, atp.

Cirque du Soleil ale nepouZiva zvifata, stavi hlavné na artistickych
vystoupenich, pouli¢nich  vystoupeni, cirkusovych predstaveni,
opery, baletu a rockové hudby. PouZivaji se kreativni kostymy, hraje Ziva
hudba. Je povaZovan za nejlepsi svétovy cirkus, kde vystupuji nejlepsi
umélci.

Cirkus dokdaze pfitdhnout novou klientelu, kterd dfive chodila napt. na
balet ¢i operu — a je ochotna zaplatit vyznamné vic, nez za tradi¢ni cirkus.
Cirque du Soleil dnes vydélava vic, nez tradi¢ni cirkusy Ringling Bros. and

Cirque du Soleil

-
-

-

B

j o"émaller Regional Circus 0

offering level

Barnum & Bailey, které maji i 200letou tradici. lo — .
y’ J Price Animal Shows M"";Z:E:“ Thrills & Danger Theme n.’:;:::ﬂa
Star Perfarmers Aisle Concessions Fun & Humor Unique Vanus Refinad Viowing Artatic Music
Environmant & Dance
- iminovali Pozvedli i
BOS v ¢eskych podminkach - Student Agency? . Redukovali Ellmln:vah ozvedii Vytvofi
Sécova, E., VICkova, D. Strategie modrého ocednu semestralni prace a \/
z predmétu 62STMO (LS 2014/2015)
* \/\ \/
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Marketingové strategie a STP

Zakladni sméry k naplnéni stanovenych cill

Navaznost na misi a vizi spoleCnosti

- . ;. v , Pravé jsme provedli
Vychazi z marketingové situacni analyzy J P

Ke strategickym rozhodnutim obvykle patri
— Volba trh

— Volba Zpﬁsobu stimulace trhu Doporucené cteni: SMITH, Wendell. R. (1956). Product differentiation and
market segmentation as alternative marketing strategies. The Journal of
Marketing, 31(1), pp. 3-8.

Diferenciace — odliseni od konkurencnich vyrobk( (soutéZicich o stejného
zdkaznika). Horizontalni déleni trhu, zaklad pro positioning. Zaméreno na
produkt

Segmentace — zaméreni na specifickou skupinu zakaznik(. Externi
orientace (zvenku-dovnitr)

— Urceni pozice vici konkurenci

— Rozhodnuti o aliancich

Detailni poznani trhu a segmentace
— Segmentace je zasadni soucasti marketingu od 50. let 20. stoleti. Myslenku segmentace
predstavuje W. Smith v 1956 jako alternativu k diferenciaci produktu

Doporucené cteni: CHRISTENSEN, Clayton. M., COOK, Scott, HALL, Taddy. Marketing malpractice: the cause and the cure. Harvard
Business Review, 12/2005

Thirty thousand new consumer products are launched each year. But over 90% of them fail—and that’s after marketing professionals
have spent massive amounts of money trying to understand what their customers want.

Theodore Levitt used to tell his students, “People don’t want to buy a quarter-inch drill. They want a quarter-inch hole!” Every marketer
we know agrees with Levitt’s insight. Yet these same people segment their markets by type of drill and by price point; they measure
market share of drills, not holes; and they benchmark the features and functions of their drill, not their hole, against those of rivals. They
then set to work offering more features and functions in the belief that these will translate into better pricing and market share. When
marketers do this, they often solve the wrong problems, improving their products in ways that are irrelevant to their customers’ needs.

— Zacit segmentaci bez detailniho poznani potreb zakaznikd je zasadni chybou!

v 14-fij-18 Tomas Kincl 85


https://archive.ama.org/archive/ResourceLibrary/MarketingManagement/documents/9602131166.pdf
https://hbr.org/2005/12/marketing-malpractice-the-cause-and-the-cure

