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Cviceni 18. dubna se nekona. O
nahrazeni budete informovani

Presuny mezi cvicenimi: pouze
vymena; stav v INSISu musi
reflektovat realitu

Volba témat semestralnich praci
pro PS: do 25. unora 2016
pro KS: do uzavreni odevzdavarny

Odevzdani sem. praci (pro PS i KS):

do 20. ¢ervna 2016

Test muze absolvovat pouze
student, ktery ma odevzdanou
semestralni praci
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Podminky ukonceni kurzu — prezencni studium

e Zavérecny test (50 bodl max)
— Kon3 se ve zkouskovém obdobi, kapacita termint 150 % kapacity kurzu (PS i KS spolecné)
*  Cviceni (30 bodu max)

Minitest (max 10 bod)

na zacatku kazdého cviceni se piSe kraticky! Test. Dvé otazky — jedna z pravé uplynulych dvou prednasek (od posledniho cviceni), jedna z
¢lanku, ktery je ozndmen na prednasce. Za kazdy test je max 2 body (Sest cviceni — nejhorsi vysledek se skrtd, max 10 bodu)

Ukol (max 20 bodii)

Tym (max dvojice) vypracuje ukol (téma v InSISu) a prezentuje své zavéry na cvi¢eni (20-25 minut)

Cilem neni vysvétlovat teorii uvedenou v prednaskach

Cilem neni opisovat (a vydavat za vlastni) jiz vytvorené/publikované analyzy ¢i pfiklady. Cilem je prezentovat vlastni zavéry a poznatky.

1. Cilem je odpovédét na (pfipadné) otazky v zadani a obecné:
Uplatnit teorii na praktickém prikladu — vychazet z redlii, Cisel, prehled, statistik, (tiskovych) zprav, nikoliv dojmU. VSechna (zasadni)
tvrzeni a zavéry musi byt argumentovany a podlozeny. Lze vzajemné porovndvat riizné firmy ¢i pripady — pak je nutné interpretovat a
vysvétlit nalezené rozdily.

2. Pripadné nalézt alternativni teorii (uvedte zdroje), ktera v tomto pripadé plati Iépe.

3. Provést diskusi, zda v daném pripadé (pro danou firmu ¢i odvétvi) teorie plati ¢i nikoliv (pfipadné vysvétlit proc ne), za jakych podminek
ji lze vyuzit.

4. Nedilnou soucasti prezentace je zapojeni publika (vyhnéte se trividlnim otazkam typu ,,Co si o tom myslite” ¢i ,,Souhlasite?“), ve formé
diskuse, ale i tfeba kratké ukazky, kvizu, praktické demonstrace, atp.

Na téma Ukolu se studenti hlasi v InSISu. Do odevzddvarny odevzdaji prezentaci promitanou na hodiné.

v 14-fij-18 Tomas Kincl 5
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Podminky ukonceni kurzu — prezencni studium

*  Semestralni prace (20 bodl max)

Cteni (max 20 bod)

Student individudlné zpracuje akademickou esej pfimo souvisejici s tématem pridélenych ¢teni. Struktura akademické eseje byva zpravidla
nasledujici:
* Uvod (predstaveni problému, hlavni myslenky a jejiho vyznamu; vymezeni cile, polozeni, formulace vlastnich otazek, tvrzeni, i teze,
k jejichz zodpovézeni esej slouzi; obecné informace o zvoleném jevu a jeho vymeér, popr. téz jeho koreny nebo vyvoj; shrnuti dosud
znamych poznatk(, popt. dosavadnich prekazek reseni),
* jadro uvahy, rozbor (vlastni logicky strukturované tvahy, osobni postoje; argumentace potvrzujici ¢i vyvracejici Gvodni tvrzeni),
* zavér (shrnuti vysledkl uvah, dokazovani; vyvozeni dasledki, nalezeni vychodiska; nastinéni budoucich reseni anebo preformulovani
problému ¢i jeho zasazeni do nového kontextu; zamysleni nad SirSimi dtsledky zkoumaného jevu, zobecnéni),
* pouzitd literatura.
Vlastni myslenky a zavéry (jadro) tvori podstatnou (vétSinovou) ¢ast textu oproti myslenkdm prevzatym. Cilem eseje je podrobit predlozené
Cteni kritickému zhodnoceni (i za pouziti dalSich zdrojii — minimalné deset, z toho pét akademickych ¢lank(), uvést myslenky v kontextu realii
a vyjadrit nazor na (ne)platnost predstavovaného fenoménu ¢i kontext této (ne)platnosti. Cilem neni vysvétlovat teorii uvedenou
v prednaskach. Lze se soustredit na otazky polozené v zadani (jsou-li formulovany). Lze diskutovat odliSné znéni teorie v rznych zdrojich ci
kriticky porovnat s jinymi teoriemi. Semestralni prace (v Sabloné SP) v rozsahu 5—-7 stran (nezapocitaji se Uvodni strany a seznam literatury;
odevzdani do InSISu).

Bodovini I

Predstaveni problému (za vyuZiti pridéleného cteni, pripadné dalSich zdroja) 1
Vymezeni cile eseje, formulace vlastniho tvrzeni ¢i teze 2
Shrnuti dosud znamych poznatk, popr. dosavadnich prekazek feseni (za vyuziti pridéleného ¢teni, pripadné dalSich zdroju) 2
Vlastni logicky strukturovana Gvaha, argumentace potvrzujici ¢i vyvracejici Uvodni tvrzeni 7

Shrnuti vysledkl uvah, dokazovani; vyvozeni dlisledk, nalezeni vychodiska; nastinéni budoucich reseni anebo preformulovani

problému ¢i jeho zasazeni do nového kontextu; 3
Zamysleni nad Sirsimi ddsledky zkoumaného jevu, zobecnéni), 2
Formalni aspekty (Sablona, vyjadrovani, gramatika 3

Pfistup k HBR ¢lankim mate pres EBSCOhost (EBSCOhost - Databaze EBSCO)
v 14-fij-18 Tomas Kincl 6
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Podminky ukonceni kurzu — kombinované studium

e Zavérecny test (50 bodl max)

— Kon3 se ve zkouskovém obdobi, kapacita termint 150 % kapacity kurzu (PS i KS spolecné)
*  Semestralni prace

— Individualni

— Student si vybere po jednom tématu z typu Cteni a z typu Ukol

— Viz témata vypsana v InSISu

Ukol (max 30 bodii)

Student individudlné zpracuje ukol (téma v InSISu) v rozsahu 5-7 stran (v Sabloné SP; nezapocitaji se Uvodni strany a seznam literatury;

odevzdani do InSISu).)

Cilem neni vysvétlovat teorii uvedenou v prednaskach

Cilem neni opisovat (a vydavat za vlastni) jiz vytvorené/publikované analyzy ¢i pfiklady. Cilem je prezentovat vlastni zavéry a poznatky.

1. Cilem je odpovédét na (pfipadné) otazky v zadani a obecné:
Uplatnit teorii na praktickém prikladu — vychazet z redlii, Cisel, prehled, statistik, (tiskovych) zprav, nikoliv dojmU. VSechna (zasadni)
tvrzeni a zavéry musi byt argumentovany a podlozeny. Lze vzajemné porovndvat riizné firmy ¢i pripady — pak je nutné interpretovat a
vysvétlit nalezené rozdily.

2. Pripadné nalézt alternativni teorii (uvedte zdroje), ktera v tomto pripadé plati Iépe.

3. Provést diskusi, zda v daném pripadé (pro danou firmu ¢i odvétvi) teorie plati ¢i nikoliv (pfipadné vysvétlit proc ne), za jakych podminek
ji lze vyuzit.

v 14-fij-18 Tomas Kincl 7
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Podminky ukonceni kurzu — kombinované studium

Cteni (max 20 bod)

Student individudlné zpracuje akademickou esej pfimo souvisejici s tématem pridélenych ¢teni. Struktura akademické eseje byva zpravidla
nasledujici:
* Uvod (predstaveni problému, hlavni myslenky a jejiho vyznamu; vymezeni cile, polozeni, formulace vlastnich otazek, tvrzeni, i teze,
k jejichz zodpovézeni esej slouzi; obecné informace o zvoleném jevu a jeho vymeér, popr. téz jeho koreny nebo vyvoj; shrnuti dosud
znamych poznatk(, popt. dosavadnich prekazek reseni),
* jadro uvahy, rozbor (vlastni logicky strukturované tvahy, osobni postoje; argumentace potvrzujici ¢i vyvracejici Gvodni tvrzeni),
* zavér (shrnuti vysledkl uvah, dokazovani; vyvozeni dasledki, nalezeni vychodiska; nastinéni budoucich reseni anebo preformulovani
problému ¢i jeho zasazeni do nového kontextu; zamysleni nad SirSimi dtsledky zkoumaného jevu, zobecnéni),
* pouzitd literatura.
Vlastni myslenky a zavéry (jadro) tvori podstatnou (vétSinovou) ¢ast textu oproti myslenkdm prevzatym. Cilem eseje je podrobit predlozené
Cteni kritickému zhodnoceni (i za pouziti dalSich zdrojii — minimalné deset, z toho pét akademickych ¢lank(), uvést myslenky v kontextu realii
a vyjadrit nazor na (ne)platnost predstavovaného fenoménu ¢i kontext této (ne)platnosti. Cilem neni vysvétlovat teorii uvedenou
v prednaskach. Lze se soustredit na otazky polozené v zadani (jsou-li formulovany). Lze diskutovat odliSné znéni teorie v rznych zdrojich ci
kriticky porovnat s jinymi teoriemi. Semestralni prace (v Sabloné SP) v rozsahu 5—-7 stran (nezapocitaji se Uvodni strany a seznam literatury;
odevzdani do InSISu).

Bodovini I

Predstaveni problému (za vyuZiti pridéleného cteni, pripadné dalSich zdroja) 1
Vymezeni cile eseje, formulace vlastniho tvrzeni ¢i teze 2
Shrnuti dosud znamych poznatk, popr. dosavadnich prekazek feseni (za vyuziti pridéleného ¢teni, pripadné dalSich zdroju) 2
Vlastni logicky strukturovana Gvaha, argumentace potvrzujici ¢i vyvracejici Uvodni tvrzeni 7

Shrnuti vysledkl uvah, dokazovani; vyvozeni dlisledk, nalezeni vychodiska; nastinéni budoucich reseni anebo preformulovani

problému ¢i jeho zasazeni do nového kontextu; 3
Zamysleni nad Sirsimi ddsledky zkoumaného jevu, zobecnéni), 2
Formalni aspekty (Sablona, vyjadrovani, gramatika 3

Pfistup k HBR ¢lankim mate pres EBSCOhost (EBSCOhost - Databaze EBSCO)
v 14-fij-18 Tomas Kincl 8
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The Number of Strategy Frameworks has
Skyrocketed Over Time

¥
CUMULATIVE NUMBER OF FRAMEWORKS /TYPE/YEAR/ NAME
1 | 1958 Ansoff Matrix

2 [| 1959 Industrial Organization

3 [Il 1962 Diffusion of Innovations

4 |11 1962 Scenario Planning

5 [I'll 1962 Strategy and Structure

6 [IIlll 1965 Gap Analysis

7 W0 1965 Product Lifecycle

8 1l 1967 PEST

9 [IIllIE 1968 Experience Curve

10 [[LNIHIE 1969 SWOT Analysis

11 JIEEREEIN 1970 BCG Portfolio Matrix

12 JII0RNNEE 1971 Andrews’s Strategy Framework

13 [ICRRIARREEE 1973 Red Queen Effect

14 JUNERNEE 1974 PIMS (Profit Impact of Market Strategies)
15 JUCRIRRRINNNRN 1976 Real Options

16 JICARRRINRRRERE 1976 Rule of Three and Four

17 [CRRMAARRRRRRRIN 1978 Deliberate and Emergent Strategies

18 JURRNRNRIRIRINI 1979 5 Forces

19 [ENIRRRIRRRRRINEE 1980 4 Phases of Strategy

90 IINIEARIARIRRINERE 1980 Logical Incrementalism

21 [NRIRIRIRIRHRINRR 1981 BCG Advantage Matrix

22 [NNNININIRIAIRNIn0 1982 3Cs

23 [NIINIRIRINE 1982 7s

o4 [NINIARNARRINERNNEEN 1982 Diversification Strategy and Profitability
25 [NCARNRNRIRIRIAINRInae 1982 Niche Strategy

o6 I1INARRRNARRRRReRRRReE: 1982 Technological Paradigms and Technological Trajectories
27 INANNININIRI AR RARONNEY 1982 TQM

28 [INMRRARNARRURNERRINRRN‘ N 1984 Resource-Based View

29 [ IRIRRRARNANARE eI mRefE 1986 Fishbone Diagram

30 HNHANIARTRRURRNEARUANANINIY 1986 S-Curve

31 HCIRIRRR R RN e meRc ey 1986 Six Sigma

32 NNRNNRRRRIARIRNRRURNRNEwemr 1987 Mintzberg’s 5 Ps

33 JNCARNRNAIN IR EARRNAY IvIIE 1988 First Mover Advantage

34 T0RICNNRNRURRRANERvRIR TN Thnnny 1988 Time-Based Competition
35 JNCRRNRNRIR IR RS AnR N mmr 1989 Benchmarking

36 JCIRIRN AR RARHRHR IR RRRC U EHAINDEl 1989 Core Competencies

37 DOIRIRNRRRRECINER MR RERCRIROtMREE 1990 Diamond Model

38 JCHRIRNRRRHRNRR IR RMRRC R fuAINIERE 1990 Re-Engineering

39 HCHRHRNRRRRRRReRRRERE A NRERr 1991 Commiitment

AO IR RN Em IR TMORveE 1991 Transformational Change

TYPE OF FRAMEWORK
OSSR I Classical
: | Visionary
I Adaptive

I Shaping
| Renewal

41 [l FERVARRRRENTRRRNERINAARRREE 1992 Capabilities Competition

A NIRTRIRTRUATN NI NREI' 1992 Mass Customiization

A3 N IIRTRTRNRTN AR HC NN RSHeMy 1993 Ecosystem Strategy

A4 NN IRIRIRNRNR TR TREC AR APUININIRUEDE I 1994 Competing for the Future

A5 JIRIRIRTRNRTN M RR IR HE AN N RIREMED 1994 Hypercompetition

46 NN IRIRIRIRNE IR IRICIRRRRARRMANRNEML 1995 Disruptive Innovation

A7 (IR ERR TR N RR RN INNA IRV 1995 Return on Quality

A8 NN IRIRIRIRNR TSRO AR AP INIRUEREN I 1995 Value Migration

AQ 1N IRIRIRURNR TSR RR TR APUEETNIRUEREIN I 1996 Bowmman's Strategy Clock

50 NIININTRRR TN AU HCTNINRUETEuATNNEDoIMY 1996 Co-opetition

51 RNV RARU N ANINT AN 1996 Leadling Change

52 IR R WA N NNENIA NN 1996 Paranoid Company

53 MR TRERRTR TR 1997 Dynamic Capabilities

54 JRIRERNR RS AR RIS REE QNN AMOENNE 1997 Triple Bottom Line

55 DN IR R 1998 3 Generic Strategies

56 (NI IRIRIR AR WA AT I AIENNEIY 1998 Value Chain

57 IR R RN R A NI 1998  value Chain Deconstruction
58 1NN IR IR PN 1999 Continuous Strategy Process
50 I NERNN IR TR I 1999 Delta Model

60 IR YN 1999 Digital Strategy

61 IR NN AMI R EREINN N A NN 1999 Dynamic Strategies

a2 IR E R INNm 1999 Profit Patterns

63 IR MR VM 1999 Temporary Advantage

64 NI I e mn 2000 Tipping Point

65 IR I NN 2001 Strategy as Simple Rules
66 10 R NN MNP 2002 Bottom of the Pyramid
67 MmN RN T MMM 2002 serial Temporal Advantage
68 I RER TR T T NN 2003 Open Innovation

69 NN e 2004 Hardball

70 IR eI e NiNNINmY 2004 strategy Maps

71 ey mrmme 2004 value Innovation

72 Iy I 2005 Blue Ocean Strategy
73 I I 2005 strategic Intent

74 I " 2006 shared value

75 IR T AR 2008 Distinctive Capabilities

76 1N IR P i 2009 Business Model Innovation
77 T T IR RUNAEAIN 2009 Strategy Without Design

76 IR I IRV 2070 Adaptive Advantage

79 0 T NN 2011 Competitive Strategy: Options and Games

SO I E IR I T 2013 Algorithmic Strategy

81 II!IIIIIIIIIIIIIIIII!IIIlIIIIIIIIIIIII!IIIIIIIIIIIIIIIIIIIIIIIII!III!IIEIIIIII!III 2013 Transient Competitive Advantage

1960 70 80 20 2000 10

SOURCE “COMPETITION AND BUSINESS STRATEGY IN HISTORICAL PERSPECTIVE,” BY PANKAJ GHEMAWAT,
BUSINESS HISTORY REVIEW 76 (SPRING 2002); STRATEGY: A HISTORY, BY LAWRENCE FREEDMAN;
RESEARCH BY THE BOSTON CONSULTING GROUP STRATEGY INSTITUTE

© HBR.ORG
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Co je marketing

Marketing is the activity, set of institutions, and processes for creating, communicating, delivering,
and exchanging offerings that have value for customers, clients, partners, and society at large.
American Marketing Association (2007)

LN Marketing is the LN Marketing is the < Marketing is an Marketing is the
performance of e process of planning Q organizational activity, set of
« business activities that - and executing the ¢~ function and a set of institutions, and
direct the flow of conception, pricing, processes for creating, processes for creating,
goods and services promotion, and communicating, and communicating,
from producers to distribution of ideas, delivering value to delivering, and
consumers. goods, and services to customers and for exchanging offerings
create exchanges that managing customer that have value for
satisfy individual and relationships in ways customers, clients,
organizational goals. that benefit the partners, and society at
organization and its large.
stakeholders.

Spolecensky a manaZersky proces, jehoZ prostfednictvim uspokojuji jednotlivci a skupiny své potieby a pfdni v procesu vyroby a
smény produkti a hodnot.

Kotler, P. Marketing management: Pearson Education. 14t ed. 2012

s

Marketing je proces fizeni, jehozZ vysledkem je pozndni, predviddni, ovliviiovdni a v konecné fdazi uspokojeni potreb a prani
zdkaznika efektivnim a vyhodnym zplsobem zajistujicim splnéni cilii organizace.
SVETLIK, J. Cesta k trhu. [s.l.] : Ale$ Cenék, 2005

Cohen, H. 72 Marketing Definitions [online], retr. 15/1/2014,

Why we shouldn't trust .. . ..
<http://heidicohen.com/marketing-definition/>

markets with our civic 3
life ‘ ‘

A BIG CHALLENGE for marketing is demonstrating its business value. As the finance
function becomes more powerful within companies, some see marketing’s influence as
declining. One major reason for marketing’s diminishing role is the difficulty of measuring

Jaka je role trh( a marketingu v nasi spolenosti? Marketing its impact: The value marketers generate is often difficult to quantify.
prerustd i do oblasti, kde by to bylo dfive nemyslitelné REICHHELD, Frederick F. BENDLE, Neil T.; BAGGA, Charan K. 2016. The Metri¢cs That
Inside the bizarre life of an Upper East Side housewife (CZ) Marketers Muddle. MIT Sloan Management Review, 57(3) v 14.7j-18 D
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HUNT, Shelby D.; BURNETT, John J. The macromarketing/micromarketing
dichotomy: A taxonomical model. The Journal of Marketing, 1982, 11-26.

TABLE 1
Macromarketing/Micromarketing Perspectives

Author Perspective
[ [ [ ] A. Moyer (1972) Macromarketing studies marketing within the context of the entire economic system with
‘ o e m I k ro - a m a k ro - m a r et I n special emphasis on its aggregate performance. Micromarketing is firm-oriented.
B. Shapiro (1973) Marketing from the overall view of the aggregate activity in the economy for meeting so-

ciety’s objectives of a proper flow of goods and services is macromarketing.

C. Grashof and Kelman The macromarketing system in the U.S., a mass production mass consumption mixed-mar-
. has b Aueti

. . v _ wv7s . Jé « . . . s (1973) ket directed economy, serves to overcome discrepancies or
¢ IVI I k ro m a rketl ng reSI m a rketl n gove a kt I Vlty Je d n Otl IVyC h D. Spratlen (1975} r:cf:mnzl::::::n;.beﬂains to the aggreg of :\arkel tr i or exchange activities,

institutions, behavior and performance analyzed with respect to such units as industries,

subjektt na trhu (firmy, ale i neziskové Ci statni instituce), .., ., o o o i mareins sysem os o whole. -

Macromarketing suggests a higher level of aggreg usually ing syst or
groups of consumers, Micromarketing refers to individual units, normally individual orga-

a . e . i C h C I/I e t ri n II Od Ill Ca S h fl OW nizations (firms} and consumers or households.
J J p Vi oo F. Bagozzi (1977} Macromarketing studies networks of relationships connecting marketing actors and societal
patterns or systemic relationships among marketing actors. Micromarketing studies the be-
havior and characteristics of individual actors or attributes of single marketing entities and

— Napr. nastaveni komponent marketingového mixu dyadi rlationships between marketing actors.

G. Bartels and Jenkins Perhaps most widely, macromarketing has meant marketing in general and the data that

11977) depict marketing in general. It has meant the marketing process in its entirety, and the

v s . v v 7 s 7 aggregate mechanism of institutions performing it. It has meant systems and groups of

— N e kdy Ve VyZ n a m u m a rketl ng u Za m e re n e h o n a u Z ke micro institutions, such as channels, conglomerates, industries and associations, in contrast
to their individual component units. More recently, it has meant the social context of mi-

cromarketing, its role in the national economy and its application to the marketing of non-

tri n Il Segm e nty ( IO ka' | n I’ a i n d iVid u a’ I n I’ m a rketi ng) . Hont (1979 economic goods. It has also meant the uncontrollable environment of micro firms.

Macromarketing refers to the study of marketing systems, the impact and consequences of
marketing systems on society, and the impact and consequences of society on marketing
systems. Micromarketing refers to individual units: organizations, firms, consumers or

. A4 . 7
° M k k g J b p k y households.
a ro m a r etl n Se Za m e ru e n a O e C n e a S e t I Nickels and Hill Macromarketing is the study of intranational and international exchange systems rather
, , v . ° (1978) g:an ;Jlartic;lar dvadic;. P:'xl:hil_'lgs r_e!ha_tionships. and} includes: (1) the structure, process
lows), and power relationshi ithin systems; (2] the eff f
fungovani trhu a trznich mechanismu Varots sy na i tin syslems; (2 th effcts of exchange systems on
change systems; (4) the productivity and equity of various exchange systems; (5) the in-
, , , , !eractiorlns ::ethen and among d&mef:c and inle]rnaliona[ exchange systen’ftfs: (6) the man-
. agement of exchange systems rather than parti izations; (7) th f th. I
— G Io ba I ] Vzta hy m eZ| po ptaVkO u a N a b | d ko u exchange system on economic dweloSmgr?l: I'I:il;l atrh:rggm:;g:rgectset.\lnenfalgggoprto:ets‘;‘:s
of buying centers and distribution systems; (9) the activities and structure of collectives

\tnithin exchange systems; and (10) the public policy implications of the total exchange sys-
em.

— Socidlni proces zaméreny na rizeni toku zbozZi a SIUZED . wecuiy 159 wacromareing s o socoecanomic process that directs an sconomy's low of goads ang

services f[qm propur.ers to consumers in a way that effectively matches heterogeneous sup-
ply capabilities with heterogeneous demand and accomplishes both the short run and long

(dosahnout souladu mezi poptavkou a nabidkou fuh Gbjcives of socty:

K. Slater (1978) Marketing and distribution from a societal perspective is macromarketing.
v 7 ’ ’
L. White and Emo Studying the impacts of the t ti th i i -
S OI ||ede| N Na SpOI@CQnSke Cl IE), agregovane tO ky (1978) v cmr?m‘;rkiting, g ronaaction Upon the braader sysiem; soclety or groups is me
M. Shawver and Macromarketing is the study of exchange activiti i
vt e g dy ge activities and exchange systems from a societal

— Vedlejsi efekty fungovani trhu (napt. prodlouzeni pra-
covni doby v supermarketech x zakonik prace, plytvani
zdroji s ohledem na kratkodobé cile, znecistovani Zivotniho prostredi

* Etické chovani firem a spolecenska odpovédnost

Prodej détskych ceredlii a dal39ch productd s vysokym obsahem cukru

Pohled mikromarketingu — firma proda vic zboZi — PROFIT!

Pohled makromarketingu — potencial ke zni¢eni dobrého jména spoleénosti v
budoucnu, stav zdravi v budouci populaci,

Victoria’s Secret a cileni na tweens

Pohled mikromarketingu — firma proda vic zboZi — PROFIT!

Pohled makromarketingu — nespokojeni rodice, divky chtéji vypadat jako modelky,
potize s pfijmy potravy, stavaji se sexudlnimi objekty, ... v 14-ij-18 Tomas Kincl 13



http://www.today.com/health/some-kids-cereals-pack-more-sugar-twinkie-1C9382288
http://www.ferpotravina.cz/instantni-napoj/granko
http://www.elephantjournal.com/2013/03/is-victorias-secret-targeting-tweens-stephanie-vessely/
http://www.sheknows.com/parenting/articles/989419/victorias-secret-pink-line-targeting-tweens

(Fullerton, R.A. How Modern Is Modern Marketing? Marketing's Evolution and the Myth of
fm.vse.cz the "Production Era,,. Journal of Marketing, Vol. 52, No. 1. 1988, pp. 108—-125

Weitz, B.A., Wensley, R. Handbook of Marketing. Sage, 2002, Bartels, R. The History of

Marketing Thought, 3™ ed. Publishing Horizons)

H iSto rie ma rketi ngu Dixon, D.F. Emerging macromarketing concepts From Socrates to Alfred Marshall. Journal of

Business Research 55 (2002) 87-95

* Rozvoj marketingu jako védecké discipliny se datuje okolo konce 19. stoleti

/7 oo

ochranné znacky, jiz ve starovékém Recku, pozdéji stfedovéka Evropa.

Makromarketing pohled jiz napf. Sokratés

Stredovék — politické, nabozenské prostredi neumoznuje nardst spotreby, lidé casto ziji na
hranici zivoreni, populace je roztrousena po venkove, vétSinou dokaze sama pokryt vlastni
potreby.

16.-17. stol. — rozvoj mést (nesobéstacnost), rlst stfedni tridy (10-25 % populace, zarodek
masovych trhl), rozvoj trhi s luxusnim zbozim pro nejbohatsi vrstvy. Objevuji se prvni

obchodni zastoupeni, obchodni cestujici, velkoobchody, rozvijeji se platebni nastroje a
financ¢ni instituce

18.— 19. stol. — industrializace, rlst produktivity, stéhovani do mést, rozvoj dopravy
zeleznice, lodni doprava), prilezitost ke vzniku masovych trha

Konec 19. stol. — masova produkce vyZzaduje masovou (a masivni) podporu prodeje, rostouci
vzddalenost mezi vyrobcem a spotrebitelem vyZzaduje lepsSi komunikaci. Masivni narudst
reklamy, nové zpUsoby distribuce (prodejni automaty, vznik post)

Moderni ma kromarketing Marshall A. Principles of economics. 2nd ed. New York: Macmillan, 1891

20. stol. — marketing jako védni disciplina, posun od masového pristupu k individualnimu
marketingu, nastup technologii (radio, televize, internet), neuromarketing

v 14-fij-18 Tomas Kincl
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SHAW, Eric H.; JONES, DG Brian. A history of schools of marketing thought.

Marketing Theory, 2005, 5.3: 239-281.

Schools of marketing thought
fm.vse.cz
Selected Level or focus

School marketing pioneers Question(s) addressed of analysis Key concepts and theories

Marketing Shaw 1912, Weld 1917, What activities Macro: Value added by marketing activities

° ° ° functions Cherington 920, Clark {i.e. functions) * Marketing
I S O rl e m a r e I n g u 1922, Converse 1922, comprise marketing! Middlemen

Maynard et al. 1927

Marleting Shaw 1916, Cherington How are different Macro: Classification of goods:
. . v , . . , commaodities 1920, Copeland 1924, types of gocd.s. * Trade flows . Industr'n:I and consumer )
° Marketing jako vedni disciplina G, T S et ety
v . . .., . o di‘ffe_renl: Types al’ * Search and experience
— 1900-1910 —myslenky o marketingu jako soucasti - et o1 rerkesng funcion! § ettt
, L. v v v , ! ar .|ng el . Mystrom op_e rmsl a.cm:l annels istribution:
obchodni politiky, prebytky zboZi na trhu, uz neplati, === Lo, popoesi il i N i v}
ie Co se VerbII se€ ta ké prOda, (poprVé se Obj ev uje E‘;r:; Ilzz;.'StEm 1969, : EEJ:;T::( : ?:aio:cﬁons and transvections
. . vs s v Bucklin 1970 distribution * Sorts and transformations
slovo marketing), marketing se zacina vyucovat na + Postponement sad spsculation
. . . . . . . . + Conflict and cooperation
univerzitach (1902, University of Michigan, University * Power and dependence
. . . . . . Marketi Alderson 1956, 1965, How should managers Micro: * Marketing mix
Of | ” |no|s’ U nivers |ty of WISCO nsSi n) mana‘genn';sent Howard 1956, Kelley and market goods tomse + Business firm as * Cusmm:gr orientation
Lazer |958, McCarthy customers {::Iienrs,. selleflfsqplplier . Segn'benmtlnn targeting and
— 1910-1920 - objevuje se funkéni déleni &innosti 1960, Korder (367 pasrens. pasienc)! it postioni
. , . s s supplier
\ pOd ni ku (n d ku p a p rOd eJI do p rava a s kla d ovan II Marketing Alderson 1956, 1965, What is a marketing Micro: * Interrelationships between
v . . o ’ . o systems Bodde 1969, system? VWhy does i * Firms and arts and whole
propagace,...), rozllsu1e se mezi ruznymi typy organi- e Fisk 1967, Dixon 1967 ot How do households . f).:':yafmaqghc
, v . . marketing systems * Marketing systems
zaci (velkoobchod, makléf, prodejni agent, obchod- work! Who performs Moo + Micro and macro marketing
, ° R . , . mal ﬂx WOorks - . - anl'iES . ociel mp\a
ni ddm, specializovana prodejna, ...) pitiainioi M il
. . v, . . , marketing systems
- 1920_1930 - | ntegra Ce ma rketl ngu a da |S|Ch d |SC| pll n, Consumer Dichter 1947, Katona Why do customers buy? Micrao: » Subconscious motivation
;v . . . . behavior 1953, Engel et al. 1968, How do people think, * Business buying = Rational & emotional motives
prvni u€ebnice (lvey, 1921, Principles of Marketing) Kassrjan and Robertson  foslactl ¢ Comsumer buying + Newds and want
. Howard and She oW Can CUStome . ividual or - ning
— 1930-1940 - prvni profesni a akademické organizace oy ecal 1971, people be persuaded: roeeotion | Neomore oemation and change
. . . = Hierarchy of effects
(American Marketing Journal, Journal of Marketing) - Information processing
= Symbalism and signs
— 1940-1950 - objevuje se systémovy pristup, vznikaji ey e
. . . , . Ve , = Culture and sub-cultures
pojmy jako marketingovy mix, Zivotni cyklus produktu, ... Alderson 1965, Fisk 1967, How do marketing Macro: + Standard of ving
. s . . . marketil Dixon 1967, Hunt 1976, SYStems impact socie * Industries = Quality of life
propojeni s psychologii, sociologii " Barests and Jenkins 1977 L Gt of - Markesing syacems
marketing systems? Distribution = Aggregate marketing
—  1950-1960 - ustup od masového, prechod k cilenému e periormance
. Vo Ve * Public Policy
marketingu, hlubsi integrace managementu, a systé- . Ecomomic
7 v . . Development
m OVE ho p rl Stu p u, m a kro a m I kro m a rkEtI ng Exchange Alderson 1965, Kotder ‘What are the forms Macro: ’ = Strategic and routine transactions
1972, Bagozzi 1975, 1978, of exchange? . regations of * Social, economic and mark
. 1960_1970 — Pt f k t' k t't t' T 1979, Shaw and Dixon How dness market -hpff'ers and sellers exchange *
rozsireni marke Ingu O Kvantitativni 1980, Houston and exchange differ from in channels = Barter and market transactions
metody, spotfebni chovani, mezindrodni marketing e e 03 Who me e ries 0~ P and " Generic exchange
. , . . . exchange? households .
—  1970-... — spolecensky marketing (reflektuje nejen oy o they e " e oo parmes
Za ka zZni ky’ d | €1na p r.1 ko n ku re nCI' S po I ecn OSt' ZIVOtn I Marketing Hotchkiss 1938, Bartels When did marketing Macro: * History of marketing practice
prostiedi), objevuje se problematika marketingu hisiony i 1960 1583, P s o " prgand " Hstory of marketing thoughe

v Ve . ’ . ’ Shapiro and Doody | 968, hought emer; Micro:
sluZeb &i neziskovych organizaci e o0 and ot + Thought and practice
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Soucasné trendy v marketingu?

Received paradigm

Emergent paradigm

Consumer satisfaction
Cognitive psychology of behavior
Products as “delivered services™

Massive-scale manufacturing by contract manufacturers
(phase one networks); early phase two innovation networks

Dominant technologies: digitization and computer controlled
systems

Management as internal coordination of finance, marketing,
production, R&D and personnel in the firm

Core competency: idiosyncratic resources, usually technology

Management priorities: growth, customer life-time value,
targeting middle and upper class high value markeis

Dwyad as unit of analysis; theories of hierarchical conirol,
power and dependence; early relationship marketing,
social norms of behavior

Corporate social responsibility (reactive, adaptive)

Public policy: laissez-faire capitalism

Consumer sensations and sense-making

Neurophysiology of consumer behavior and sensory experiences
Products and services as sensory experiences

Small-scale distributed production-consumption networks.

Products built atom-by-atom. Customer co-creation
and co-production (phase three networks)

Dominant technologies: biotechnology, nanotechnology

Management as customer care and network developmeni—interorganizational
coordination of finance, innovation and production.

Core competency: Focal firm—marketing; Network—relational solidarity,
synergy and mutuality

Management priorities: sustainable marketing (including demarketing,
counter-marketing), growth from lower middle and
base-of-the-pyramid markets

Multi-level networks as units of analysis; botiom-up networks;
relational management of the economic and ecological
“commons”; social engagement (proactive)

Proactive corporate strategies in ecology and development

Public policy: regulated capitalism (embedded regulation, self regulation);
conscientious capitalism, conscious capitalism, social capitalism

Doporucené cteni: Achrol, R. S., & Kotler, P. (2012). Frontiers of the marketing paradigm in the third millennium.

Journal of the Academy of Marketing Science, 40(1), 35-52.

v 14-Fij-18
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https://www.dropbox.com/s/gcio2oxvguq5mm0/Frontiers of the marketing paradigm in the third millennium.pdf?dl=0
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Doporucené cteni: Schumpeter (2016). Management theory is becoming a

SOUEaSné trendy V ma rkEti ngu ? compendium of dead ideas. The Economist, dec 17th 2016

*  Odpovidaji zakl. myslenky, na kterych stavi dnesni teorie v managementu/marketingu realité?
— Hyperkonkurence?

* V radé odveétvi nepochybné — eskalace konkurence, kratkodoba konkurencni vyhoda,
zmena pravidel hry, cenové valky... v radé odvétvi ale nastava obdobi konsolidace

2015 was a record-breaking year for mergers and acquisitions (M&A). Approximately $4.7 trillion in global deals were signed,
and despite high valuations, corporate executives think 2016 should be another record year of growth in the M&A market.

— Entrepreneurship (malé podnikatelské jednotky, start-upy)

* USA, Evropa, pocCet novych podnikatelskych jednotek klesa, start-upy Casto nevyuziji
potencial kvlli omezenim

* Na druhou stranu tahounem rozvoje v zemich tfetiho svéta  The Top Reasons startups Fail
Small and medium enterprises (SMEs) represent the vast majority of the business

No market need

42%

population in low-income countries (excluding micro firms and the self-employed). Ran out of cash | -+
According to a recent study from the International Finance Corporation (IFC), SMEs ot the right tear | R - =
account for more than half of all formal jobs worldwide, and their share of aggregate :“““’“‘“’”“"“e“ I
employment is comparable to that of large firms. P/ ;“ - W:Z
Figure 1 Need/lack business mode! || RN <7+ m
150 poor marketing || | [ NI '+~
ignore customers |GG '+~ .
1.00 product mis-timed || | RN 1>
Lose focus | A kNS <=+
0.50 pisharmony on teamvinvestors ||| N 3%
pivot gone bad || 0%
0.00 —_ tack passion | N I <+
8ad location || >+
0.50 No financing/investor interest || 8%
Legal challenges [N %
1.00 pon't use network/advisors || 8%
gurn out [N 5%
1.50 S — railure to pivot [ 7+

T T T T T T T T T T
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http://www.investopedia.com/articles/insights/042616/mergers-acquisitions-report-2-trends-market.asp
http://www.kauffman.org/~/media/kauffman_org/research reports and covers/2015/05/kauffman_index_startup_activity_national_trends_2015.pdf
http://www.ifc.org/wps/wcm/connect/0fe6e2804e2c0a8f8d3bad7a9dd66321/IFC_FULL+JOB+STUDY+REPORT_JAN2013_FINAL.pdf?MOD=AJPERES
http://econpapers.repec.org/article/kapsbusec/v_3a43_3ay_3a2014_3ai_3a1_3ap_3a75-99.htm
http://www.economist.com/news/business/21711909-what-martin-luther-did-catholic-church-needs-be-done-business-gurus-management

fm.vse.cz

Doporucené cteni: Schumpeter (2016). Management theory is becoming a

SOUEaSné trendy v ma rkEti ngu ? compendium of dead ideas. The Economist, dec 17th 2016

*  Odpovidaji zakl. myslenky, na kterych stavi dnesni teorie v managementu/marketingu realité?

— Globalizace

spise protekcionismus jednotlivych ekonomik

FIGURE 1.5 /f
PILLAR LEVEL GLOBAL CONNECTEDNESS TRENDS, 2005-2015

Depth Pillars Breadth Pillars

180% 180%

160% P 160%

140% o / 140%
120% / 120%

100% — 100%
BO0% B0 -
60% B0%

2005 2006 2007 2008 2009 2010 20M 2012 2013 2014 2015 2005 2006 2007 2008 2009 2000 2011 2012 2013 2014 2015
Trade  Capital m.ulm PTaple Trade  Capital MMIM Fm

The information pillar has been the largest contributor o increases on the depth dimension of global connectedness since 2013, but those gains
wiere offset in large part in 2015 by a sharp drop on the trade pillar. Year-to-year changes on the breadth dimension tend to be smaller. An uptick
on trade pillar breadth in 2015 offsst the continuation of a declining trend on information pillar breadth.

— Zrychlovani procesi?

Uvedeni produktl na trh trva casto roky kvuli byrokracii
Zivotni cykly produkt(l jsou mnohem kratéi a nepredvidatelngjsi

In 1913, the 50-year-old Ford had revolutionized American manufacturing by introducing the automated assembly
line. By 1929, there were more than 27 million cars--or nearly one car for every household in the United States.
v 14-fij-18 Tomas Kincl 18



http://www.dhl.com/content/dam/downloads/g0/about_us/logistics_insights/gci_2016/DHL_GCI_2016_full_study.pdf
http://www.digitalhistory.uh.edu/disp_textbook.cfm?smtID=2&psid=3396
http://www.economist.com/news/business/21711909-what-martin-luther-did-catholic-church-needs-be-done-business-gurus-management
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fm.vse.cz Kritika pojeti marketingovych koncepci FULLERTON, R.A. How Modern Is

Modern Marketing? Marketing's Evolution and the Myth of the
"Production Era,,. Journal of Marketing, Vol. 52, No. 1. 1988, pp. 108-125

Vy"IOj pOd 1] i kate I S ky’c h ko nce pCi — toto déleni je zaloZeno pFedevsim na pfipadové studii Pillsbury

Vyrobni (Production Concept)

Company (KEITH, R. J. The Marketing Revolution, Journal of Marketing,
Vol. 24. 1960, pp. 35-8)

Preference Siroce dostupnych a levnych vyrobkd
Velké objemy produkce, Uspory z rozsahu, nizké naklady, masova distribuce
Poptavka prevysuje nabidku

——" Y ?» ’ K _—— -

Koncepce vhodna i v dnesni dobé — pro rozvijejici se tr
napf. Indie nebo Cina

* Mobilni telefony v Indii

Last year, the number of mobile connections in India more than doubled to 142.2 million and that figure is expected

to expand 48% to roughly 211 million by the end of 2007. All this explains why global handset makers such as Nokia,

Motorola and Samsung are shifting product development efforts and marketing strategies to emerging markets.

India Blows by China in Mobile Phone Market Growth. The best selling phone in the world: can you guess which one is it? — obrdcena inovace

« Cina — nejvétsi trh pro smartphony na svété) — Xiaomi, Lenovo, Yulong,
HuaWEi, BBK, ZTE, OPPO and K'TOUCh ma“, 65 % trhu. Top Five Smartphone Vendors, Worldwide Shipments,

Marketshare and y/y Growth, 3Q 2014

3Q14 3Q14 3Q13 3Q13  [3Q14/3Q13
Shipments | Market | Shipments | Market Growth
Share Share

 Rada firem ale brzy opousti a soustfedi se na vy$si pfidanou

hodnotu (Xiaomi), soupefi se zavedenymi a dobfe vnimanymi — ol ol o e o
znackami (nejprve v trznim podilu, nikoliv kvalitou) _ b

* Levné potraviny v Ceskych supermarketech — uzeniny bez masa? - S o W e o

327.6 100% 261.7 100% 25.2%

v 14-fij-18 Tomas Kincl 20



https://www.bloomberg.com/news/articles/2007-01-29/india-blows-by-china-in-mobile-phone-market-growth
http://www.phonearena.com/news/The-best-selling-phone-in-the-world-can-you-guess-which-one-is-it_id55573
http://www.canalys.com/newsroom/xiaomi-becomes-china%E2%80%99s-top-smart-phone-vendor
http://business.time.com/2013/10/14/xiaomi-chinas-threat-to-apple-and-samsung/
https://www.techinasia.com/york-times-xiaomi-wrong/
http://www.ceskatelevize.cz/ct24/ekonomika/221242-nektere-parky-obsahuji-az-o-petinu-mene-masa-nez-uvadi-obal/
http://www.youtube.com/watch?v=S4KrIMZpwCY
http://appleinsider.com/articles/14/10/30/samsung-apple-retain-global-smartphone-lead-in-q3-as-xiaomi-rockets-into-third

fm.vse.cz

Vyvoj podnikatelskych koncepci

* Vyrobkova (Product Concept)
— Predpoklad, ze zakaznik preferuje vysoce kvalitni a vykonny vyrobek
— Neustdly tlak na inovace produktu a zlepsovani vykonnostnich parametru

— Co je dobré se , proda samo“ — Casto vede ke zklamani, ,,nevdécni“ zakaznici se nutné
nezajimaji o vyrobek samotny, ale o efektivni reseni vlastniho problému

Doporucené ¢teni: LEVITT, Theodore. Marketing Myopia. Harvard Business Review 7/2004

Snaha vyrobcl televizort o urychleni vymény zarizeni — zaoblené televizory.
Jak presvéd it zakazniky, aby vymeénili zanovni zafizeni a koupili si nové (~tisice USD)?
Are curved TVs any better than flat TVs?, Are curved TVs a gimmick? Yup, but we still love them

Google + — jak presvédcit uzZivatele, Ze potirebuji dalsi socialni sit?
Has Facebook Beaten Google Plus? What Killed Google+ And What Can Save It

Philips — jak pfesvédcit zakazniky, aby kupovali drahé LED zarovky 3
Lighting Needs Some Bright Ideas, How To Spur Mass Market Consumer Adoption Of LEDs gt

Segway — jak presvédcit zakazniky, Ze se jedna o novy zpUlsob dopravy?
Eager Sellers and Stony Buyers: Understanding the Psychology of New-Product Adoption

Microsoft — jak presvédcit uZivatele, Ze telefon/tablet a pocita¢ mohou mit
stejny OS?
Why Windows 8 failed: It alienated desktop users, Don't Believe The Windows 8 'Failure' Hype,

v 14-fij-18 Tomas Kincl 21


http://www.consumerreports.org/cro/news/2014/07/are-curved-tvs-any-better-than-flat-screen-tvs/index.htm
http://www.digitaltrends.com/home-theater/curved-tv-gimmick/
http://www.usnews.com/news/articles/2014/04/30/has-facebook-beaten-google-plus
http://www.forbes.com/sites/stevefaktor/2014/05/01/what-killed-google-and-what-will-save-it/
http://www.forbes.com/2008/10/22/electricity-efficiency-lighting-biz-energy-cx_wp_1022bulbs.html
http://www.forbes.com/sites/ciocentral/2012/05/08/how-to-spur-mass-market-consumer-adoption-of-leds/
https://hbr.org/2006/06/eager-sellers-and-stony-buyers-understanding-the-psychology-of-new-product-adoption
https://www.google.cz/url?sa=t&rct=j&q=&esrc=s&source=web&cd=3&ved=0CDAQFjAC&url=http://bgr.com/2014/03/24/why-windows-8-failed/&ei=Ez7GVKquMcPvUPGPgoAO&usg=AFQjCNHFn7cV0xYsb_TR8DHXolb1YrSO-g&sig2=k1ZlWX1B97OHkWzou_Tffw&cad=rja
http://www.forbes.com/sites/tonybradley/2014/03/28/dont-believe-the-windows-8-failure-hype/
https://hbr.org/2004/07/marketing-myopia

Diskuse: patri sem vyrobky luxusnich znacek? EVMH

OET HENNESSY. LOUIS VUITTO

Vyvoj podnikatelskych koncepci

* Vyrobkova (Product Concept)

— Diskuse: patri sem produkty Apple? b
* V 2007 Apple predstavil telefon ovladany prirozenym polohovacim zafizenim — prsty

* | kdyz se v dnesni dobé nejedna o specificky produkt (smartphony vyrabi rada

spole€nosti, pristup Apple je stale jiny)
For any product that Apple creates, the people who create it have to want it themselves. The products have to be easy to use
(6 Reasons Apple Is So Successful)

* Apple ale neinvestuje pfilis do marketingu (ve srovnani s konkurenci), marketing se

Advertising Expenses as

Casto déje ,zdarma“ nebo prostrednictvim influencert om0 Experses L oot
Apple are so clever that they have actually managed to get other companies (mainly e

mobile phone operators) to pay for, and execute advertising for them. Apple iPhone ads Samsung

are in fact paid for by a network operators who want to advertise that they sell the S

iPhone. When operators want to tell the world that they sell the iPhones, not only do

they pay the bill but Apple slaps a fat stack of strict branding restrictions on the operators Coea

that dictated how the ad must look and what information it can contain.

(Apple’s iPhone Marketing Strategy Exposed)

Apple spent $149.6 million to advertise the iPhone in the 2009 and $173.3 million in the
2010 year. Compare that to Microsoft, which reportedly spent $400 million to advertise
Windows phones. That's roughly the same amount Apple spent to advertise the iPhone
in three full years. Apple focuses on nationwide publications with the largest reach and
actually has an employee who "helps provide products” to be "used by stars in movies
[and] TV shows” (Here's How Much Apple Spends To Advertise The iPhone And iPad)

33,000 mikon

Microsoft

£2,000 millicry

31,000 million

* Exkluzivni distribuce — odblokovany telefon lze zakoupit jen

u Apple (web, Apple Store), ¢asto ,,nedostatek” zasob o o e me T s s e e

Notice that when you go into an Apple store and are greeted by one of the sales staff, you’re not asked, “How can | help you?”

Instead they ask, “What would you like to do today?” They go right to the heart of any technology user’s question, a question that’s

always related to what they want to do with the technology the user is interested in. (6 Reasons Apple Is So Successful)

Everyone wants to see the gold iPhone 5S but ... they don't seem to exist in real life. There are good reasons to believe this is a

deliberate marketing ploy by the geniuses at Apple. (Here's The Evidence That Apple's Gold iPhone Shortage |svidttizl8 Delibefamds Kincl 22



http://techland.time.com/2012/05/07/six-reasons-why-apple-is-successful/
http://www.business2community.com/marketing/apples-iphone-marketing-strategy-exposed-0661613
http://www.businessinsider.com/heres-how-much-apple-spends-to-advertise-the-iphone-and-ipad-2012-8
http://techland.time.com/2012/05/07/six-reasons-why-apple-is-successful/
http://www.businessinsider.com/apples-gold-iphone-5s-shortage-2013-9
http://www.lvmh.com/the-group/lvmh-companies-and-brands
http://www.youtube.com/watch?v=9hUIxyE2Ns8
http://fortune.com/2013/11/04/chart-of-the-day-ad-spends-by-apple-hp-dell-microsoft-samsung/
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Prodejni (Selling Concept)

Prodej vyrobk( musi byt nutné intenzivné a masivné podporen

Cilem je prodat, co uz bylo vyrobeno

— Casto zamé&novano za marketingovou koncepci

Selling Orientation

Factory

Product Selling and
Promoting

Profits through
Sales volume

Marketing Orientation

Target
Market

Consumer Integrated
Needs Marketing

Profit through
customer
Satisfaction

Predvadéci akce, podomni prodej, agresivni reklama

Zboizi Na predvadéci akci Jinde
< 19 990 2990
‘::'7 14 999 1223
13 999 1987

Operatori, pojisténi, bankovni sluzby, energetické spolecnosti?

v 14-Fij-18

Diskuse: patfi sem spotrebni
zbozi?
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Doporucené ¢teni: DAVENPORT, Thomas H.; MULE, Leandro D.; | :
fm.vse.cz LUCKER, John. Know what your customers want before they do. VitézStV Q|
k

Harvard Business Review 12/2011 Za prichuf
e

o
A\ W

*  Marketingova (Marketing Concept) 8 vvnrsu pichut Lo

&5 A POZNE), JAK CHUTNA
&% MILIONOVA RENTA!

www.vitezstvizaprichut.cz

Predchozi koncepty perspektiva inside-out, nyni tzv. outside-in.

V centru pozornosti je zakaznik a jeho potreby
(customer-centric), od nich se odviji produkt (nikoliv naopak
jako v predchozich koncepcich)

Prvky integrovaného marketingu — byt lepsi nez konkurence
Vv rozpoznani potreb, vytvoreni vhodného produktu, schopnost

dorucit jej zakaznikiim a komunikovat nabizené hodnoty Pivo vyladéné samotnymi piiaky od
Samuela Adamse

Nike umoznuje u vybranych produktl customizaci dle chuti
zakaznika (Nike ID),

Nike can make a pair of custom shoes in under an hour

The athletic company will open Nike Makers' Experience at the Nike By You Studio in New York. Part
of that experience is the ability to create Nike shoes with a custom look. And you don't even have
to wait for them: From start to finish, the process takes less than 90 minutes -- significantly

faster than something like Nike's Bespoke iD process that takes 6 - 8 weeks for delivery.

Atelier 27 Combines Additive Manufacturing with Consumer Co-Creation

What Unistudio Design has done with the Atelier 27 project for Eram is revolutionary for the
footwear business. What the agency has done is develop a means for consumers to design and 3D
print unique stiletto heels for their pumps, enabling them to jazz up a pair of bland-looking party
shoes, or to replace a broken or scuffed heel with something a whole lot more exciting.

Problém, kdyz zakaznici nevi, co chtéji
H. Ford: Kdybych mél jen poslouchat, co chtéji zakaznici, dal bych jim rychlejsiho koné
3M: Nasim cilem je vést zakazniky tam, kam chtéji jesté predtim, nez si uvédomi, kam vlastné chteji

v 14-fij-18 Tomas Kincl 24


http://www.m-journal.cz/cs/aktuality/pivo-vyladene-samotnymi-pijaky-od-samuela-adamse__s288x8884.html
https://hbr.org/2011/12/know-what-your-customers-want-before-they-do
https://www.engadget.com/2017/09/05/nike-custom-shoes-one-hour/
https://www.nike.com/us/en_us/c/nikelab/bespoke-shoes
https://www.trendhunter.com/trends/atelier-27
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* Spolecensky marketing (Societal Marketing)

Meeting the needs of the

Tehdejsi environmentalismus pouze omezeny ramec

Orientace spiSe na lokalni poblémy (napf. znecisténi)

Z hlediska zakaznické zakladny cilil spiSe na intelektualni elity

Nezridka prostredkem, jak pfed zakaznikem obhajit prémiovou cenu

Dnes mnohem SirSi problematika — dlouhodoby pohled, udrzitelnost,
environmentalni aspekty, recyklace, etika podnikani (Fair Trade,

Child Labor Free Products)

Zakaznici vyzaduiji, aby se firmy podilely rovnéz na reseni problému svéta
(které Casto firmy samy zpUsobuiji)

Societal Marketing

present without compromising

the ability of future generations
to meet their own needs

Company
(Profits)

References: Kotier, Philip & Armstrong, Gary. Principles of Marketing.

Society

(Human Welfare)

The “new marketing myopia” occurs when
marketers fail to see the broader societal
context of business decision making, sometimes
with disastrous results for their organization and
society. It stems from three related phenomena:
(1) a single-minded focus on the customer to
the exclusion of other stakeholders, (2) an
overly narrow definition of the customer and his
or her needs, and (3) a failure to recognize the
changed societal context of business that
necessitates addressing multiple stakeholders.
SMITH, N. Craig; DRUMWRIGHT, Minette E.;
GENTILE, Mary C. The new marketing
myopia. Journal of Public Policy & Marketing,
2010, 29.1: 4-11.

DO GOOD.

over 500,000 glasses have
uted to people in need

Environment

v 14-Fij-18
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https://flora.insead.edu/fichiersti_wp/inseadwp2009/2009-08.pdf
http://www.starbucks.com/responsibility/environment
http://www.americanapparel.net/aboutus/
http://www.warbyparker.com/do-good
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55 % of global online consumers

Vyvoj podnikatelskych koncepci
across 60 countries say they are

* Spolecensky marketing (Societal Marketing) willing to pay more for products and

, P . vy , services provided by companies that
— Zakaznici jsou ochotni akceptovat vyssi cenu a podilet se tak na CSR are committed to positive social and

environmental impact (Nielsen, 2014)

— Pozadavky zdkaznik( jsou v této oblasti stale vyssi
— Zahrnuti zelené problematiky je povazovano za obvyklé a standardni.

— Zaroven vsak jsou zakaznici skeptictéjsi a nedlverivéjsi k proklamacim firemnich marketingovych
oddéleni a jsou ¢im dal méné ochotni platit za zelena resSeni prémiovou cenu (GFK, 2011 Green
Gauge US Report).

— Problematika dale akcentovana s nastupem mladsich generaci zakaznik( (generace Y)
* Environmentalni perspektiva nedilnou soucasti zivota od narozeni
* V0cCi firmam kritictéjsi, diferencuji mezi produkty na zakladé jinych atributu,
udrzitelnost/zelené hodnoty se stavaji zdsadnimi determinanty ndkupniho chovani
— Vztah intenzity CSR a kvality produktu? Substituty nebo komplementy?

If there is a sizable segment of quality-sensitive consumers, a firm selling a high quality product should target this segment with a higher price and
a lower level of CSR, while a firm selling a lower quality product should address the broader market with a lower price and a higher level of CSR
investment. CSR acts as a substitute for product quality as a strategic decision of firms — even when there is a positive relationship between CSR
and product quality preferences at the consumer level. The optimal commitment to CSR may vary depending on other elements of firm strategy
such as pricing and product quality as well as market characteristics such as market composition, competition and product differentiation.
Banerjee, S., & Wathieu, L. (2017). Corporate social responsibility and product quality: Complements or substitutes?. International Journal of
Research in Marketing, 34(3), 734-745.

— V rfadé odvétvi se objevuje skepse vici zelenému marketingu

Some of the main factors contributing to consumer purchases of hybrid vehicles are: lower fuel costs; a reduced environmental impact; and the
opportunity to use new technology. However, the appeal of each of these factors has been reduced due to improvements in engine efficiency; a
change in consumer sentiment; and the commercialization of plug-in vehicles, helping to explain why HEV sales have not met projections. Once
seen as being a promising option for car of the future, there is the very real possibility that HEV market share could continue at its low level and
even retreat. Explaining Stagnation in the Hybrid-Electric Vehicle Market

v 14-fij-18 Tomas Kincl 26


http://brandchannel.com/2012/09/27/us-consumers-less-willing-to-pay-more-for-green-goods-study/
http://blogs.scientificamerican.com/plugged-in/explaining-stagnation-in-the-hybrid-electric-vehicle-market/
http://www.nielsen.com/us/en/press-room/2014/global-consumers-are-willing-to-put-their-money-where-their-heart-is.html
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Spolecensky marketing (Societal Marketing)

— Vztah CFP (company financial performance)—CSR

...the direction of causation remains an open question. That is, good CSP could cause good CFP, but good CFP could provide slack resources to spend
on CSP. As the Economist wrote, “...whether profitable companies feel rich enough to splash out on CSR, or CSR [activity itself] brings profits.” (BARON,
David P.; AGUS HARJOTO, Maretno; JO, Hoje. The economics and politics of corporate social performance. Business and Politics, 2011, 13.2.)

All else equal, ‘doing good’ leads to ‘doing well’. However, using ‘doing good’ to offset ‘doing bad’ does not pay of financially. In support of the good
management mechanism, we find that firms that engage in CSR are likely to benefit financially from their CSR investment. Moreover, we do not find
support for the slack resources or the insurance mechanism. In constrast, and in support of the penance mechanism, often firm's CSR seems to trail
their CSI. However, our results also suggest that the penance mechanism is ineffective at offsetting negative performance effects due to CSI.

Kang, C., Germann, F., & Grewal, R. (2016). Washing away your sins? Corporate social responsibility, corporate social irresponsibility, and firm
performance. Journal of Marketing, 80(2), 59-79.

THE FOUR MECHANISMS

Financial Performance CSR time (2 CsI CSR time (2
L J L |
T T
For instance, managing environmental impact Mechanism 1 Mechanism 5
. . I f b . Slack Resources: Penance: <
IS a Very Important element o usiness Financial performance in (7 - x, x = 1) C8lin (#-xx21) (0] §
strategy for firms in the fossil fuel or causes CSR in # causes CSR in 7 % N
transportation industries. Less so for financial o X
)
institutions or healthcare companies. In . ' i . ) i =4
X . p L. CSR Financial Performance time () CSR CSI time ¢ g ,Q\i\
contrast, fair marketing and advertising of ‘ , / \ ’ / C)
products are very important for companies in Mechanism 2: Mechanism 4 Qs
Good Management: Insurance: X S
these sectors. CSRin (- % x> 1) CSIint o O
. . . . . Q_
The Tvpe of SOC|aI|V Respon5|b|e Investments causes financial performance in ¢ causes CSR in (7-x, x = 1) 8 o
Th at 'VI a ke F Irms M ore P rOfIta b | e In support of the good management mechanism, firms can expect to benefit financially from engaging in Corporate Social Responsibility (CSK). g [0
Howerver, in support of the penance mechanism, many firms engage in CSR to offset their past Corporate Social Irresponsibility (CSI), and these S >
firms likely won’t benefit financially from their CSR. Q- !D <

Co kdyz ale firma provozuje své CSR v jiné oblasti, nez CSI (Corporate social irresponsibility)?"

We then make a conceptual differentiation between distinct CSR approaches when CSI occurs: same domain CSR (SD-CSR) and other domain CSR
(ODCSR). All else equal, the results show that SD-CSR has no effect on firm value, but OD-CSR significantly enhances firm value

Lenz, I., Wetzel, H. A., & Hammerschmidt, M. (2017). Can doing good lead to doing poorly? Firm value implications of CSR in the face of CSI. Journal of
the Academy of Marketing Science, 1-21. v 14-ij-18 Toméas Kincl 27
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Spolecensky marketing (Societal Marketing) .

Growth in global CR reporting rates since 1993
100

fm.vse.cz
20

— Problematika CSR by se neméla omezit jen na soucast marketingové -
komunikace (vydavani PR zprav) ¢i snahu umistit se v CSR rankingu

The N100 (100 largest companies in 41 countries) global average reporting rate has increased from 64 % in 2011 to 71 % in
2013. Almost all G250 (world’s largest 250 companies) report on CR. 9/10 use their reports to identify environmental and
social changes that impact the business and its stakeholders. 8/10 report they have a strategy to manage the risks and
opportunities. 7/10 report that these changes bring opportunities for the innovation of new products and services

(The KPMG Survey of Corporate Responsibility Reporting 2017)

— CSR nemusi znamenat jen naklady, omezeni Ci podlehnuti verejnému tlaku

— mUze byt pfileZitosti k Usporam, inovacim ¢&i konkurencni vyhodé
Coca-Cola recently started a program to empower young women entrepreneurs. The 5x20 program aims to bring 5 million
women in the developing world into its business by 2020 as local bottlers and distributors of Coca-Cola products. Investment LOBAL BES
in women can have a multiplier effect that leads not only to increased revenues and more workers for businesses, but also to GLOBAL BEoT OF
better-educated, healthier families and more prosperous communities. Walmart’s social responsibility policy is encompassed EREEM
by three goals: to be fully supplied by renewable energy, to create zero waste and to sell products that sustain people and the O

environment. These are lofty targets — and if achieved, ones that ultimately save the company a great deal of money.
(Why Companies Can No Longer Afford to Ignore Their Social Responsibilities)

— Spolecnosti ale ¢asto neumi na CSR vydélat, absentuje strategicky pohled, =7
Casto nedokazi zakazniky presvédcit, ze délaji hodnotné CSR. B i s

AROUND THE WORLD

o

1903 1996 1209 2002 2005 2008 201 2013 2015 2017

5% of companies are seen as delivering on these promises. And when you spend on average $ 50-100million a year that’s a poor ROI.

Consumers are likely to be especially brand loyal if their deeply-held values are engaged in their purchasing. Consumer engagement and commitment
is priceless: ethical brands are more likely to encourage this engagement. Ethical Consumerism Isn’t Dead, It Just Needs Better Marketing

— Neni potfeba snazit se ,,zachranit svét”, CSR aktivity by mély souviset s hlavnim odvétvim firmy.

Nadace CEZ sponzoruje vystavbu détskych hFit, vybavovani $kol interaktivnimi tabulemi & budovani bezbariérovych pfistup( do $kol. Jednd se spise o
»generické” CSR, které se dobfe proda v tiskovych zpravach. Vice orientace na vyvoj tspornych technologii, obnovitelnych zdroj ¢i sanace krajiny by
lépe spadalo do zaméreni firmy (déla takeé)

v 14-fij-18 Tomas Kincl 28


https://assets.kpmg.com/content/dam/kpmg/xx/pdf/2017/10/kpmg-survey-of-corporate-responsibility-reporting-2017.pdf
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Spolecensky marketing (Societal Marketing)

Most companies have long practiced some form of corporate social and environmental
responsibility with the broad goal, simply, of contributing to the well-being of the
communities and society they affect and on which they depend. But there is increasing
pressure to dress up CSR as a business discipline and demand that every initiative deliver
business results. That is asking too much of CSR and distracts from what must be its
main goal: to align a company’s social and environmental activities with its business
purpose and values. If in doing so CSR activities mitigate risks, enhance reputation, and
contribute to business results, that is all to the good. But for many CSR programs, those
outcomes should be a spillover, not their reason for being.

Doporucené ¢teni: RANGAN, Kasturi, CHASE, Lisa, KARIM, Sohel. The Truth About CSR
Harvard Business Review 1/2015

Most companies practice a multifaceted version of CSR that runs the gamut from pure
philanthropy to environmental sustainability to the active pursuit of shared value.
Moreover, well-managed companies seem less interested in totally integrating CSR with
their business strategies and goals than in devising a cogent CSR program aligned with
the company’s purpose and values.

To maximize their positive impact on the social and environmental systems in which they
operate, companies must develop coherent CSR strategies.

Doporucené ¢teni: PORTER, Michael E.,
KRAMER, Mark R. Strategy and

Society: The Link Between Competitive
Advantage and Corporate Social
Responsibility. Harvard Business Review
12/2006

Corporate Involvement in

Society: A Strategic Approach

Social Dimensions
of Competitive
Context

Generic Social Value Chain
Impacts Social Impacts

Good citizenship  Mitigate harm
from value chain
activities

i Strategic philanthropy

| that leverages capa-

| bilities to improve

J salient areas of
competitive context

Transform value-

chain activities to

benefit society Strategic

while reinforcing CSR

strategy

Responsive
CSR

THE SOLUTION

Firms must develop coherent
CSR strategies, with activities
typically divided among three
theaters of practice. Theater
one focuses on philanthrepy,
theater two on improving
operational effectiveness, and
theater three on transforming
the business model to create
shared value.

NUMBER OF RESPONDENTS 142

INDUSTRIES REPRESENTED Manufacturing, consumer packaged goods, extractive
minerals, financial services, media, telecommunications, and others

NUMBER OF CSR PROGRAMS UNDER WAY IN THE RESPONDENTS’ FIRMS 1,072

THE PROBLEM

Many companies’ CSR
initiativas are disparate and
uncoordinated, run by a variety
of managers without the active
engagement of the CEQ. Such
firms cannot maximize their
positive impact on the social
and environmental systems in
which they operate.

THE STEPS

Companies must prune existing
programs in each theater to
align them with the firm’s
purpose and values; develop
ways of measuring initiatives’
success; coordinate programs
across theaters; and create an
interdisciplinary management
team to drive CSR strategy.

48%

THEATER 1PHILANTHROPY THEATER 2 OPERATIONAL IMPROVEMENTS

39%

BENEFITS
Percent of respondents who identified the following as top benefits of their firms’
CSR initiatives:

THEATER 1 THEATER 2
PHILANTHROPY OPERATIONAL
IMPROVEMENTS

Improves company’s
social standing: 84%

Improves company’s
social standing: 94%

Supports company’s
philanthropic
priorities: 77%

Improves company’s
environmental
impact: 62%

Protects resources
on which the company
depends: 58%

Increases employee
motivation: 67%

BUSINESS IMPACTS
Percent of respondents who identified the following as impacts (THEATER 1and THEATER 2)
or anticipated impacts ( ) of their firms’ CSR initiatives:

Increased revenue: 13% Increased revenue: 32% ( 1

Increased costs: 41% Reduced costs: 32%

Increased costs: 35%

SOURCE KASTURI RANGAN, LISA CHASE, AND SOHEL KARIA-Tij-18 Tomas Kincl Her2c
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Spolecensky marketing (Societal Marketing)

— Inside-out perspektiva

» Relationships with universities « Financial reporting

« Ethical research practices
practices (e.g., animal testing, « Government
GMOs) practices

« Product safety e Transparency
« Conservation of raw materials « Use of lobbying

« Education & job training

« Safe working conditions

« Diversity & discrimination

« Health care & other benefits
« Compensation policies

« Layoff policies

« Procurement & supply chain
practices (e.g., bribery, child
labor, conflict diamonds,
pricing to farmers)

« Uses of particular inputs
(e.qg., animal fur)

« Utilization of natural

« Recycling resources
L \ | L | | . | | |
\ Firm Infrastructure
2 (e.g., financing, planning, investor ons!
£
Z Human Resource Management
< le.g., recruting, training, compensation system)
s
a Techn Development
g le.g.. product design, testing, pro esgn, materal research, marke
7]
Procurement
(2.g., compongnts, machinery, advertising, & services)
Operations Outbound  Marketing & After-Sales
2 Logistics Sale:
: le er e.g. saes
s
<
£
o
—

[ 2 1 | eI | | ¥ | | ¥ £ 1 | z
« Transportation * Emissions & waste * Packaging use * Marketing & advertising * Disposal
impacts (e.g., « Biodiversity & and disposal {e.g., truthful advertising, of obsolete
Sgﬁf}fr;ia;?gg ecological impacts E:‘}fﬁ?s‘?glili)d S advertising to children) products
ten, 109 3 L g )
FRaY « Energy & water " Sk, . Pv.!cmg‘praf:u:cesje.g., * Handling of
usage « Transportation price discrimination consumables
impacts among customers, (e.g., motor
-Worker safety & anticompetitive pricing oil, printing
labor relations practices, pricing policy ink)
« Hazardous materials to the poor) « Customer
« Consumer information privacy
 Privacy

Source: Michael E. Perter, Competitive Advantage: Creating and Sustaining Superior Performance, 1985

— CSR se prolina celym hodnotovym retézcem

— Hodnotovy retézec zachycuje vsechny aktivity, kterymi se spolecnost zabyva

— MUze byt pouzit jako zaklad pro identifikaci pozitivnich i negativnich dopadu téchto aktivit

v 14-fij-18 Tomas Kincl
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* Spolecensky marketing (Societal Marketing)

» Ayailability of human resources (Marriott's job
training)

« Access 1o research institutions and universities
(Microsoft's Working Connections)

« Efficient physical infrastructure

— Outside-in perspektiva

« Efficient administrative infrastructure

» Availability of scientific and technological
infrastructure {Mestlé's knowledge
transfer to milk farmers)

» Sustainable natural resources
(Grupohueva's water
conservation)

« Efficient access to capital

Factor (Input)
Conditions

Presence of high-
quality, specialized
inputs available
to firms

» Myailability of local suppliers
[Sysco's locally grovwn produce;
Mestlé's milk collection dairies)

+ Access to firms in related fields

* Presence of clusters instead of isolated
industries

» Fair and open local competition
le.qg., the absence of trade barriers,
fair regulations)

« [ntellectual property protection

s Transparency (e.g., financial repaort-
ing, comuption: Extractive Industries
Transparency Initiative)

» Rule of law (e.g., security, protection
of property, legal system)

« Meritocratic incentive systems
le.q., antidiscrimination)

Context for
Firm Strategy
and Rivalry

The rules and
incentives that
govern competition

Local Demand
Conditions

The nature and
sophistication of
local customer
needs

Related and « Sophistication of local demand (e.g.
SI-IPPGH_IHQ appeal of social value propositions:
Industries Whole Foods' customers)
The local availability + Demanding regulatory standards
of supporting |California auto emissions &
industries

mileage standards)

+ Unusual local needs that can be
served nationally and globally
{Urbi's housing financing, Unilever's
"bottom of the pyramid” strategy)

source: Michael E. Porter, The Competitive Advantage of Nations, 1990

— Kromé pochopeni vztahu CSR—hodnotovy retézec, je nezbytné vnimat i okoli/kontext, ve
kterém se firma pohybuje/soupefi s ostatnimi — spolecenské podminky, infrastruktura,
regulace a pravni normy, ... i tyto aspekty ovliviuji CSR strategii (navaznost na externi analyzu)

v 14-fij-18 Tomas Kincl
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Spolecensky marketing (Societal Marketing)

CSR reportovani se brzy-stane je povinné pro nékteré typy businessd,

v nékterych zemich je povinné vydavat na CSR urcitou ¢ast zisku (Indie, 2 %)
V CR firmy vydavaji na CSR 2—4 % ze zisku, v zahranici aZz 10 % (Udalosti CT, 3. 2. 2015)

Existuji nicméné i kritické nazory na CSR

Doporucené ¢teni: SMITH, H. Jeff The Shareholders vs. Stakeholders Debate. MITSloan Management Review, Summer 2003

Most managers believe that there is a critical trade-off between serving customers and shareholders. The present study demonstrates that

Stakeholder Theory

creating value for customers and shareholders are not two completely distinct goals, as the business press and managers fear; innovation can
create value for shareholders by satisfying customers. However, results also indicate that a crucial trade-off between satisfying consumers and
creating value for investors is indeed present, as those same factors (i.e., firm’s branding strategy and level of market dominance, industry-level
competitive intensity) that enhance the effects of innovation on customer satisfaction depress the effects of innovation on firm value, and vice
versa.

Rubera, G., & Kirca, A. H. (2017). You gotta serve somebody: the effects of firm innovation on customer satisfaction and firm value. Journal of

the Academy of Marketing Science, 1-21.

Koncept se stale rozviji, dalsim stupném muze byt koncept Creating Shared Value (vice viz

Cenové strategie)
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CSV — Creating Shared Value

Poprvé publikovano v

PORTER, M.E. KRAMER, M. P. Strategy and society: The link between competitive

Zpocatku diskuse, jak se
lisi od CSR

We believe that CSR is a different—if overlapping—concept from creating shared value. Corporate social responsibility

is widely perceived as a cost center, not a profit center. In contrast, shared value creation is about new business
opportunities that create new markets, improve profitability and strengthen competitive positioning. CSR is about

responsibility; CSV is about creating value.

advantage and corporate social responsibility. Harvard business review, 12/2006.
PORTER, M.E. KRAMER, M. P. Creating Shared Value. Harvard business review, 1-2/2011.

CSR ¢asto vnimano jako nastroj ke zlepseni firemni reputace, snizeni rizik prostrednictvim
filantropie, zamérenim na udrzitelnost podnikani; oddélena od maximalizace zisku (CSR

projekty stoji penize a snizuji zisky). Agenda je urcena externimi stakeholdery

CSV je prilezitosti pro vytvoreni konkurencni vyhody prostrednictvim spolecné tvorby
hodnot pro firmu i komunitu, je prostfredkem k maximalizaci zisku, nedilnou soucasti
interniho prostredi firmy a jeji strategie, vytvari nové obchodni pfilezitosti, cilem jsou

udrzitelné zmény s velkym dosahem v komunité

CSR is fundamentally about taking resources from the business, and investing
those resources in being a good corporate citizen: recycling, giving money to
social causes, reporting on social and environmental impacts, and engaging
employees in community works.

Shared Value is aimed at changing how the core business operates—strategy,
structure, people, processes and rewards—in order to deliver triple bottom
line returns.

The fundamental distinction is that CSR is about doing something separate
from the business and CSV is about integrating social and environmental
impact into the business, using that integration to drive economic value.

CSR and CSV: What's the Difference?

Corporate Social Responsibility (CSR)

Creating Shared Value (CSV)

* Corporate values and corporate citizenship

* Corporate philanthropy: sharing money the

company has already made

# Contributions-in-kind, pro-bono service and

volunteerism: sharing the company’s products,
expertise, talent and time

* Corporate sustainability
* Cause related marketing

* Compliance with community, national and

international standards

* Reputation management
* Employee recruitment & retention

* Risk management; changing business practices

in response to external pressure

* Typically led by CSR, Marketing, Corporate

Communications, External/Public/Government
Affairs, Community Relations, Sustainability and
Foundation departments

* Design new products and services that

meet social and environmental needs while
simultaneously delivering a financial return

* Access new markets

* Reconfigure and secure the value chain by

tapping new or better resources and partners to
improve productivity

* Improve the capabilities (skills, knowledge,

productivity) of suppliers

* Create local clusters to strengthen and capture

economic and social benefits at the community
level

* Deploy corporate assets to achieve scale and

spur investment

* Typically led by CEQ, senior executive team and

individual champions across the company in
close collaboration with corporate affairs and
sustainability departments



https://www.sharedvalue.org/sites/default/files/resource-files/CFR-047 Corporate Social Responsibility White Paper_FINAL.pdf
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CSV — Creating Shared Value

Nielsen Helps to Map the Meal Gap: Nielsen, a global information and measurement company, recently teamed up with Feeding
America on a pro bono project to provide data for the Map the Meal Gap report—a landmark study that arms food banks with
information to advocate for funding and public awareness about hunger. Not only did this project have large-scale social impact, it
helped the company cement its brand as a corporate citizen, and improved employees' skills and engagement levels.

FedEx: When Hurricane Sandy pulverized parts of the East Coast in 2012, FedEx answered the call to serve by providing $1.5 million in
aid, and by delivering almost four million pounds of relief aid for agencies such as the American Red Cross, Heart to Heart
International, Direct Relief and The Salvation Army. FedEx volunteers delivered everything from meals and clothing to water and medical
supplies. They provided logistical expertise to deliver more than 85 generators to LaGuardia Airport, police stations and even polling
stations to help residents vote during the 2012 presidential elections. As a result of that effort and the company's broader community
engagement program, FedEx has seen a boost to employee satisfaction, loyalty, leadership development, and brand value.

Novartis: They saw a shared value opportunity in selling their pharmaceuticals in rural India, where 70% of the population lives. The
obstacle was not the prices they charged but the social conditions in the region: a chronic lack of health-seeking behaviour in the
community, healthcare providers with virtually no healthcare training, and tens of thousands of local clinics without a reliable supply
chain. Looking through a shared value lens, Novartis saw these social problems as business opportunities: they hired hundreds of
community health educators, held training camps for providers, and built up a distribution system to 50,000 rural clinics

Southwire: a US company that manufactures wire and cable in a small town in Georgia. Their machinists were retiring and the local high
school, burdened by a 40% dropout rate, wasn't producing the workforce they needed. So Southwire partnered with the school, opened
a factory nearby to employ the most at-risk students, part-time, using attractive wages as an incentive, and mentored their academic
performance. Nearly 100% of the students in the Southwire program completed high school, and 1/3 went on to become Southwire
employees. And, by the way, that factory near the school generates a million dollar annual profit.

Better ways of doing business: Creating Shared Value, Examples of Shared Value in Action
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*  Holisticky marketing (Holistic Marketing)
— Nejvyssi stupen, celistvy marketing
Senior management

Marketing department
Other departments

Internal
Marketing

Customers -

Channels Holistic Integrated
Partners Marketing SRR
Suppliers

/

Ethic
Environment
Legal
Community
Corporate Social

Responsibilty

A holistic marketing concept is based on the development,
design and implementation of marketing programs, processes
and activities that recognize the breadth and interdependencies.
Holistic marketing recognizes that ‘everything matters’ with
marketing and that a broad, integrated perspective is necessary
to attain the best solution

KOTLER, P., KELLER, K.L. (2012) Marketing Management.14t
ed.Pearson

Communications
Products & Services
Channels

High performers excelled in their ability to leverage customer
insight, communicate a societal purpose, and deliver a rich
customer experience. They also demonstrated superior cross-
functional collaboration, strategic focus, organizational agility,
and training. New, fluid organizational structures facilitate these
capabilities.

Marketing has become too important to be left just to the
marketers. All employees, from store clerks to IT specialists,
must be engaged in it.

Doporucené cteni: SWAAN ARONS, Marc, DRIEST, Frank, WEED,
Keith. The Ultimate Marketing Machine. Harvard Business
Review 7/2014
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*  Holisticky marketing (Holistic Marketing) B Contuc

— Interni marketing — vSichni ve spolec¢nosti jsou si védomi zasad a hodnot
poskytovanych spolecnosti, problém u pozic s vysokou fluktuaci, call centra, atp.

R&D sales |

Spend time meeting customers and listening to their problems. Have specialized knowledge of the customer’s industry.
Welcome the involvement of marketing, manufacturing, and other departments to

. Strive to give the customer “the best solution.”
each new project.

Benchmark competitors’ products and seek “best of class”solutions. Make only promises that they can keep.

Solicit customer reactions and suggestions as the project progresses. Feed back customers’ needs and ideas to those in charge of product development.
Continuously improve and refine the product on the basis of market feedback. Serve the same customers for a long period of time.

Proactively search for the best suppliers. Set a high standard for service delivery time and meet this standard consistently.

Build long-term relationships with fewer but more reliable,high-quality suppliers. Operate a knowledgeable and friendly customer service department that can answer
Don’t compromise quality for price savings. ques-tions, handle complaints,and resolve problems in a satisfactory and timely
Manufacturing manner.

Invite customers to visit and tour their plants.
Visit customer plants. Prepare periodic “profitability" reports by product, market segment, geographic areas
Willingly work overtime to meet promised delivery schedules. (regions, sales territories),order sizes, c hannels,a nd individual customers.

Continuously search for ways to produce goods faster and/or at lower cost.
Continuously improve product quality, aiming for zero defects. .

yimp . P 9 " Y . g. ” . courteouslyand quickly.
Meet customer requirements for “customization”where possible.

Marketing  finance |

Prepare invoices tailored to customer needs and answer customer queries

Study customer needs and wants in well-defined market segments. Understand and support marketing expenditures (e.g.,image advertising) that

Study customer needs and wants in well-defined market segments. producelong-term customer preference and loyalty.

Allocate marketing effort in relation to the long-run profit potential of the targeted Tailor the financial package to the customer’s financial requirements.

segments. Make quick decisions on customer creditworthiness.

Develop winning offers for each target segment.
Measure company image and customer satisfaction on a continuous basis. Send out favorable news about the company and “damage control”unfavorable news.
Continuously gather and evaluate ideas for new products,product improvements, and Act as an internal customer and public advocate for better company policies and
services. practices.

Urge all company departments and employees to be customer centered. Zdroj: KOTLER, P., KELLER, K.L. (2012) Marketing Management.14t" ed.Pearson
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*  Holisticky marketing (Holistic Marketing)

— Integrovany marketing — marketingové aktivity jsou vzajemné propojené a doplnuji se

o Market!ng Integrated Marketing Remains The Holy Grail For
' K"é]h' % Operations

. Marketers And Consumers
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Holisticky marketing (Holistic Marketing)

Lsusivirg I e e

soswt RS €B|
RegisteraCord@ GetaCard®  CardBenefits®  Flavor at Work @

— Vztahovy marketing — vybudovani a udrzeni dlouhodobych vztahU se stakeholdery

V popredi zajmu jsou zakaznici a jejich potreby, nikoliv produkty spolecnosti
* Duraz na retenci, nikoliv akvizici zakaznikd

Prolina se celym marketingovym mixem (Relationship marketing: Kotler on marketing)

— Produkty jsou navrhovany podle preferenci a upravovany podle potreb zakaznika, ve

spolupraci s dodavateli i distributory

— Cena reflektuje vztah se zakaznikem (individual pricing, bundling)

— Distribuce se prizplsobuje zdkaznikovi (doruceni domu, platba kartou, poprodejni

servis — instalace, montdaz, zaruka

— Individudlni marketingova komunikace, obousmeérna komunikace, primy prodej,

integrovana marketingova komunikace

Starting May 8, Apple will begin contacting
those who are eligible for an iPhone
upgrade by email. This means if you're
using an older model, such as an iPhone 4,
4s, or 5, you might get a promotional email
from Apple this week encouraging you to
upgrade to a 5s or 5c.

Apple Plans To Boost iPhone Sales With A
Big Promotion That'll Entice You To Upgrade

Customer relationship management, data-mining
Vérnostni programy, zakaznické karty, ...

vevs

jednoduché urceni zdkazniku s vkladem a zdkazniki s
ptjckami, kdy jsme propocetli ¢isty pomér odectenim
celkovych pljcek od celkovych vkladd,,......“to umoZnilo
identifikovat zdkazniky s vysokymi vklady, které jsme
pojmenovali jako ,investory', a ddle ty zdkazniky, kteri
jsou ve znacnych dluzich. Obé vyse jmenované skupiny
jsou pro banku zdrojem hodnot.”

Segmentace 5 miliénd zdkazniki v Ceské spofitelné

v 14-fij-18 Tomas Kincl

38


https://www.dropbox.com/s/1c1ap19pzf8qw13/Relationship marketing_ Kotler on marketing.pdf?dl=0
https://subcard.subway.co.uk/cardholder/home_uk.html
http://www.businessinsider.com/apple-iphone-promotion-2014-5
http://www.sas.com/cs_cz/customers/local/ceska-sporitelna-segmentation.html
http://www.totalcustomer.org/2013/07/30/subway-reveals-loyalty-scheme-increase-purchases/

Vyvoj podnikatelskych koncepci

Holisticky marketing (Holistic Marketing)

Vztahovy marketing

One of the aims of the scheme is to use the data collected from
customers to ensure they're sent relevant offers and Subway knows the
best channel to communicate with them. "We have to make sure all
offers are relevant," said Shetal. "We won't send an offer for a bacon
and cheese sub to a vegetarian customer. It's complicated and
expensive to do, but worth it." The focus is on segmenting offers and
not over saturating customers, "they don't want constant messages."
Subway Reveals How it Used its Loyalty Scheme to Increase Purchases

* Vztahy mezi zakazniky a spolec¢nosti mohou nabyvat
rizné podoby (nejen) podle typu produktu ¢i charakte-
ru zakaznického segmentu

Doporucené ¢teni: AVERY, Jill, FOURNIER, Susan, WITTENBRAKER, John. Unlock the Mysteries of
Your Customer Relationships. Harvard Business Review 7/2014

The customer enters the
relationship to cbtain a
good product or service at
a fair price. The customer
is looking for dependability
and doesn’t want to have
to think or do too much.

A loyal customer sticks
with a toothpaste brand.

The customer is looking
for intimacy and emotional
support. He or she wants
a two-way flow of honest
communication and
expects that the company
won't disclose personal
information or take
advantage of his or

her vulnerability.

EXAMPLE

A retail customer expects
to be notified in advance
of changes in operations or
prices, or of other relevant
business decisions, and the
customer offers loyalty and
understanding in return.

The customer wants to
work with the company as
a valued and reliable
partner to solve problems
over the long term.

A customer of a grocery
delivery service provides
a stream of sensible
suggestions for improving
service, and the company
follows up on the ideas.

The customer is looking
for sustained interaction
but doesn’t want a close
or emotional relationship.
He or she expects that the
company will not make
demands or limit his or
her freedom to associate
with others.

EXAMPLE

A beer lover wants to
choose from a large
selection of brews to suit
different occasions and
resists individual brands’
efforts to win his Loyalty.

v 14-Fij-18

The customer wants to
experiment with a new
identity. He or she
expects the company to
provide excitement,

fuel his or her passion
during every interaction,
and not encourage
reflection or rational
thinking about purchases.
EXAMPLE

A customer of a watch
company delights in—and
purchases—a steady
stream of new models with
dazzling designs.

The customer enters this
type of relationship to
intensify feelings of self-
worth. He or she demands
that the company listen,
anticipate his or her
every need, satisfy every
demand, and not ask
guestions.

EXAMPLE

An online retail customer
cuts off her relationship
after a series of small
service infractions that

signal disrespect.
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*  Holisticky marketing (Holistic Marketing)

A focus upon predicting what
customers want and then

Vztahovy marketing

* Vyznamneé ulehcen rozvojem
internetu a e-commerce
individualni komunikace

customizace produktu
adjustace cen

Table 1.2

Mass marketing

producing it
1950s—-1970s

Just-in-time

The tailoring of products and
systems in response to market
and technological issues

1970s

One-to-one marketing

A focus upon customers as
individuals and proactive

tailoring of solutions to meet
individual needs
1990s—

l_, ITime based competition

The tailoring of products and
systems in response to group
and individual customers needs

1980s

Marketing's four paradigms: the shift from mass marketing to electronic marketing

Mass marketing (traditional
paradigm)

Target marketing (transitional
paradigm]

Customer marketing (the new
paradigm)

Electronic marketing (the
emerging paradigm)

ey
characteristics

Mazs selling

Marketing segmentation

A focus upon key customers and
database management

The Internet

Underlying s Consumers are satisfied
assumptlions and with a standard product
approachas » Resellers are used to reach

lhe cansumer
n Heavy advertisers will ba
successiul

» Markets consist of distinct and
definable groups

» Success is gained from clear

customer largeling and the

develapment of a strang

pasition within particular

segments

Targeting can be achieved

through market analysis

s Databases enable organizations
te store and interrogate
customer infarmation to provide
insght

= Performance is improved by
focusing on individual's needs

= The costs of customization are
reducing all the time

» Technology now allows for direct
marketing

Customer are more
demanding, mars
discriminating and less
layal; they demand mara
infarmatian and are
capable of processing this
effectively

Buyers want 24-hour
access to develop a
dialogue

Markels are increasingly
global in their nature

Weaknesszes and  w A lack of focus and the
failings subseguent waste of
IEsOUFCes
w It ignares the demand for
indwidual responses

Large and prafitable segments
attract numercus players
Customers shift from one
segment to ancther and

may belong o contradictory
sepgments

Segments may be illusory

n Some financial zervices
arganizations

s 'Databases’ are often just lizts
of names and addresses rather
than detailed customer profiles

m Database management and
database mining skills are often
miere limited than i needad

Customers may be
concernad about security

icl
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Co je strategie

* Zreckého strategos, general < stratos (vojsko, vyprava) + agein, vést
dlouhodoby plan Cinnosti zaméreny na dosazeni néjakého cile.

*  Typy strategickych operaci
— Pravé

* Cilem likvidace soupere, antagonismus,
# "Tf konkurenéni boj, boj bez pravidel
AR ?

* Analogie: valecna tazeni

¥ — Nepravé
e Cilem byt lepsi, prosadit se v konkurenci,
boj v ramci pravidel
* Analogie: sport
FaleSné

* Analogie: poker

What is our business?

Who is the customer?

What is value to the customer?

What will our business be?

. What should it be?

DRUCKER, P. F. (1954). The practice of management. New
York: Harper & Brothers

SIESSC SIS

Strategic planning is the continuous process of making
present entrepreneurial (risk-taking) decisions systematically
and with the greatest knowledge of their futurity; organizing
systematically the efforts needed to carry out these
decisions; and measuring the results of these decisions
against the expectations through organized, systematic
feedback.

DRUCKER, Peter (2012). Management. Routledge

* Cilem zmast soupere, prechytraceni, blafovani

Strategic positioning means performing different activities from rivals’ or performing similar
activities in different ways. The essence of strategy is choosing to perform activities differently
than rivals do. Strategy is the creation of a unique and valuable position, involving adifferent

set of activities.

Doporucené ¢teni: PORTER, Michael E. What Is Strategy? Harvard Business Review 11/1996
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*  Typické oblasti rozhodovani ve fazi formulace strategie
— Vstup do odvétvi/oboru/predmétu podnikani
— Opusténi odvétvi/oboru/predmétu
— Alokace zdroji (podporované, nepodporované oblasti)
— Expanze
— Diverzifikace
— Mezinarodni trhy
— Fuze, akvizice, spolecné podniky
— Obrana proti prevzeti

Companies have a unique strategy when (1) they have defined a clear target market and need, (2)
developed a distinctive and winning value proposition for that market, and (3) arranged a distinctive
supply network to deliver the value proposition to the target market.

KOTLER, Philip (2011). Marketing insights from A to Z: 80 concepts every manager needs to know.
John Wiley & Sons

Proces umoznujici organizaci koncentrovat zdroje na optimalni pfilezitosti s cilem dosahnout
udrzitelné konkurencni vyhody.
AAKER, David (2008) Strategic Market Management

— Typické strategie v marketingu — napt. podle prvk( mktg mixu (vyrobkové, cenové,
distribu¢ni, na podporu prodeje, reklamni, ...), podle trendl trhu (rlstové udrzovaci,
ustupové), vzhledem ke konkurenci (kooperacni, ofenzivni), pro jednt. faze zivotniho cyklu
trhu, dle pristupu k segmentiim (ofenzivni, defenzivni; masovy trh—trzni niky, individualni),
dle cilG (rGstové, obranné, zvratové, utlumové, ukonceni), ...

v 14-fij-18 Tomas Kincl



fm.vse.cz u B2B spole¢nosti nemd marketingové cile stanoveno 49 % firem,
Ve 41 % firem se marketing nepodili na tvorbé firemni strategie a 43 % firem investuje

do marketingu méné nez 0,5 % obratu.

CO je St rategie SOUKUP, T. Polovina B2B firem marketing prakticky nedéla. MARKETING SALES

MEDIA. ro¢. 2013, €. 4, s. 28.

Parametry strategie: Na jaké urovni dochdzi ke stanovovani marketingovych strategii?

Orientace na budoucnost

Orientace na vysledek

Cilem ziskat vyhodné postaveni nebo |épe vytézit prilezitosti, uspét v konkurenénim boji
Kontingence a variantnost

Typicky strategicka Uuroven managementu:
Dlouhodoby horizont, vize, mise, variantnost, sledovani

konkurence a trhu, Siroky dopad, formulace cil(,
alokace zdrojl

Typicky takticka uroven:
. ) / Stfednédoby horizont, rozpracovéni
STREDNI cild na cile dilci, zplsoby dosazeni,
funkcni/oborovy dopad

TOP

Typicky operativa:
PRVNI LINIE Kratkodoby horizont, denni ci

tydenni pldn, presny
manual/navodka, dopad skupinovy
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Rozdil mezi strategii a business modelem

* Strategie neni business model (a business model neni strategie)
*  Business model reflektuje strategii a rozpracovava ji do dalsich urovni

% Components of a Business Model ]= . ., .
A business model isn’t the same thing as a strategy,
Strategic Choices [ Value Network ] even t:ough ganydpeople use the t«(ajrrrsd ]
interchangeably today. Business models describe

Customer (Target Market, Scope) Suppliers geavly v . . ’
Value Proposition Customer Information as a system, how the pieces of a business fit
Capabilities/Competencies Customer Relationship together. But they don’t factor in one critical
Revenue/Pricing Information Flows . ] .
Competitors Product/Service Flows dimension of performance: competition. Sooner or

Output (Offering) later—and it is usually sooner—every enterprise

Strate . . . . o
Brand%;; — Capture Value i— runs into competitors. Dealing with that reality is
Mingionation Cost strategy’s job.

Financial Aspects
Profit

Create Value '_.

Resources/Assets
Processes/Activities

SHAFER, Scott M.; SMITH, H. Jeff; LINDER, Jane C. The power of business
models. Business horizons, 2005, 48.3: 199-207.

— Strategicka rozhodnuti (strategic choices) — napriklad rozhodnuti o cilovém trhu, ceng,
vystupu, diferenciaci produktu oproti konkurenci — viz predchozi definice strategie

— Tvorba hodnoty (creating value) — struktura zdrojdi, procesu a jejich premény ve vystup
prinasejici pridanou hodnotu.

— Zachyceni hodnoty (capturing value) — jak bude pridana hodnota pro zdkaznika prevedena
na hodnotu pro spolec¢nost. Naklady, financni aspekty, zisk.

— Hodnotova sit (value network) — zahrnuje dodavatele, partnery, distribucni kanaly. Dale
rozSifuje zdroje spolecnosti. Role, jakou spolec¢nost hraje v hodnotové siti vyznamné
ovliviiuje dalsi elementy business modelu
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Rozdil mezi strategii a business modelem

A business model isn’t the same thing as a strategy, even though many people use MONDAYJ“C%,L@"?('}?%T JULY7th.

the terms interchangeably today. Business models describe, as a system, how the
pieces of a business fit together. But they don’t factor in one critical dimension of
performance: competition. Sooner or later—and it is usually sooner—every
enterprise runs into competitors. Dealing with that reality is strategy’s job.

Walmart

To see the distinction between a strategy and a business model, you need only look
at Wal-Mart. You might think that the giant retailer’s success was a result of
pioneering a new business model, but that’s not the case. When Sam Walton
opened his first Wal-Mart in 1962 in the hamlet of Rogers, Arkansas, the discount-
retailing business model had been around for a few years. It had emerged in the
mid-1950s.

Walton heard about the new discount stores, visited a few, and liked their potential.
In 1962, he decided to set out on his own, borrowing a lot of ideas for his early
stores from Kmart and others. But it was what he chose to do differently—the ways
he put his own stamp on the basic business model—that made Wal-Mart so B | o\ ) AT IS BACT AKD FAST GLOBAL CROWTHL NEXICD HAS TH
fabulously successful. His model was the same as Kmart’s, but his strategy was BER OF WAL-MART STORES OUTSIDE TH OBALPOST MAPS OUT ITS INTERNATIONAL REACH BY STOR

unique.

719 Walnut Ave.
ROGERS, ARK.
You Must Save at Wal-Mart §
OurPolicy Guarantees It~ |

v

From the very start, for instance, Walton chose to serve a different group of ANAD

customers in a different set of markets. The ten largest discounters in 1962, all gone

today, focused on large metropolitan areas and cities like New York. Wal-Mart’s .
“key strategy,” in Walton’s own words, “was to put good-sized stores into little one- 419
horse towns which everybody else was ignoring.”? He sought out isolated rural q e DIA

towns, like Rogers, with populations between 5,000 and 25,000. Being a small-town Uac
guy himself, Walton knew the terrain well. The nearest city was probably a four-

hour drive away. He rightly bet that if his stores could match or beat the city prices, .
“people would shop at home.” And since Wal-Mart’s markets tended to be too ARGENTINA
small to support more than one large retailer, Walton was able to preempt e
competitors and discourage them from entering Wal-Mart’s territory.

Doporucené ¢teni: MAGRETTA, Joan. Why Business Models Matter. Harvard
Business Review 5/2002
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https://hbr.org/2002/05/why-business-models-matter

Doporucené ¢teni: RICART, Joan E.; CASADESUS-MASANELL, R. How to

[ A\ 4
B u SI I'IESS mOd el v ca Se Design A Winning Business Model. Harvard Business Review, 1-2/2011

Strategy has been the primary building block of competitiveness over the past three decades, but in the future, the quest for sustainable advantage may
well begin with the business model. While the convergence of information and communication technologies in the 1990s resulted in a short-lived
fascination with business models, forces such as deregulation, technological change, globalization, and sustainability have rekindled interest in the
concept today. Since 2006, the IBM Institute for Business Value’s biannual Global CEO Study has reported that senior executives across industries regard
developing innovative business models as a major priority. A 2009 follow-up study reveals that seven out of 10 companies are engaging in business-
model innovation, and an incredible 98% are modifying their business models to some extent. Business model innovation is undoubtedly here to stay.

1 4 7o There has never been as much  However, most companies ous cycles—similar to the even use the cycles to turn
[ ]
B U SI n e SS m O d e | S e n e u Sta | e VyVI I interest in business models still create and evaluate powerful effects high-tech competitors into comple-
as there is today; seven out business models in isola- firms such as Facebook, eBay, mentary players.
7 . 7 V4 . . - - - - s .
—_— of 10 com ies are trying to tion, without considering the  and Microsoft enjoy. These This is neither strategy nor
VyVOJ p ro bl ha V CykIeCh create innﬁ%v‘e bll:l?l'g implications of how they will  cycles, when aligned with tactics; it's using business
models, and 98% are modify~ interact with rivals” business  company goals, reinforce models to gain competitive
. 'S;:' rdi models. This narrow view competitive advantage. advantage. Indeed, com-
RYANAIR’S KEY VIRTUOUS CYCLES 't"g exi 'nnf ones, according 0 oy o failure. By making the right panies fare poorly partly
0 A recernt survey. . N . .
CYCLE 1 Low fares > High volumes : > Greater bargaining power with suppliers : - Lower fixed costs »» Even lower fares Y Moreover, compames i choices, oompa'lm&ﬁ Cﬂ" because they don't recognize
CYCLE 2 Low fares -» High volumes - High aircraft wiilization -+ Low fixed cost per passenger »> Even lower fares often don’t realize that busi-  strengthen their business the differences between
CYCLE 2 Low fares »» Expectations of low-quality service »» No meals offered -+ Low variable costs »» Even lower fares ness models can be designed  models’ virtuous cycles, sirategy, tactics, and busi-

This depiction of Ryanair’s business model in the 1980s highlights the
airline’s major choices at the time: offering excellent service and operating
with a standardized fleet. The airline was forced to redesign its business
model in the face of stiff competition.

Large

volume
REPUTATION FOR
FAIR FARES >\
FEW TICKET
RESTRICTIONS

Economies of scale

Low fares
FIRST-RATE 44-5SEAT
CUSTOMER TURBOPROPS
SERVICE
LEAN STAFF
¥
Low
cost

so that they generate virtu- weaken those of rivals, and ness models.

Ryanair’s current business model rests on the key choices of offering customers
low fares and providing nothing free. The rigid consequences include a reputation
for fair fares and low fixed costs. Ryanair’s choices are aligned with its goals,
generate cycles that reinforce the business model, and are robust given that it has
been operating as a low-cost airline for 20 years.
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Strategické planovani
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LiSi se od business planovani
Kritika strategického planovani

Systematlcky proces rOZhOdovam 0 tom, kde Chce Doporucené cteni: MINTZBERG, Henry. The Fall and Rise of
organizace v budoucnosti th Strategic Planning. Harvard Business Review 1/1994

;v ’ . Strategic planning isn’t strategic thinking. One is analysis, and
DlOUhy Casovy horizont the other is synthesis. Planners should make their greatest

. , v s . . . .+~ . contribution around the strategy-making process rather
Propojeni a sladéni strategie organizace s jednotlivymi than inside it. Planning has always been about analysis—about

prvky, Zejména strukturou a kulturou breaking down a goal or set of intentions into steps,
formalizing those steps so that they can be implemented

MCKinseV 7S mOde| almost automatically, and articulating the anticipated
; consequences or results of each step. Strategic thinking, in

— 80. léta contrast, is about synthesis. It involves intuition and creativity.

The outcome of strategic thinking is an integrated perspective
Doporucené cteni: PETERS, Tom, WATERMAN Robert. Structure is not organization.  of the enterprise. The goal of those who promote planning is to

Business Horizons, 1980 reduce managers’ power over strategy making.
. ; Sometimes strategies must be left as broad visions, not
— Hard eIementy (strategle, struktu ra, systemy) precisely articulated, to adapt to a changing environment.

— Soft elementy (sdilené hodnoty, dovednosti, styl, lidé)

Cile: .
— Zvysit vykonnost Strategy
— Prozkoumat reakci na zmény

Shared
— Sladit strukturu s procesy pfi fuzi Ci akvizici Values

— Urcit optimalni zpUsob implementace strategie

Priklad: Starbucks
Glowa, Tim: White Paper: Examining Starbucks utilizing . %
the 7s method and less than perfect information, 2001 °*



http://tompeters.com/2011/03/a-brief-history-of-the-7-s-mckinsey-7-s-model/
http://tompeters.com/docs/Structure_Is_Not_Organization.pdf
http://www.glowa.ca/Starbucks_7s_Method.pdf
https://hbr.org/1994/01/the-fall-and-rise-of-strategic-planning/
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Strategie a mise/vize

VOLVO

Vize — motivace, ideal, predstava zadouciho budouciho

cilového stavu

Mise (poslani) — vyjadreni smyslu a Ucelu existence organizace,

/N

strategie

/ cile

proC a k ¢emu organizace existuje, co chce délat, co umi, definuje core business

Vize — Redeni pro malou planetu.

Mise — Snazime se o invence, vyvoj a vyrobu nejrozvinutéjsich
informacnich technologii. Tyto technologie transformujeme na
hodnotu pro nase zakazniky prostfednictvim profesiondlnich
sluZzeb a konzultaci po celém svété.

Vize — Byt ocerflovdn jako vedouci dodavatel feseni pro
komercni prepravu.

Mise — Vytvarime hodnotu pro zdkazniky, ¢imz vytvarime
hodnotu pro nase akcionare

Vize — stat se jednickou na trhu s elektrickou energii ve stfedni
a jihovychodni Evropé.

Mise — maximalizovat navratnost a zajistit dlouhodoby rist
hodnoty pro své akcionare.
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Vize — Byt mezinarodné respektovanou vyzkumnou univerzitou
poskytujici elitni magisterské a doktorské vzdélani

v ekonomickych a pribuznych oborech na vsech fakultach.
Mise — Poskytuje vzdélani v Sirokém spektru ekonomickych a
dalSich studijnich program( na bakalarském, magisterském i
doktorském studiu, pfi jejichZ realizaci se opira o kvalifikované
a vysoce motivované akademické pracovniky a studenty
doktorskych studijnich programu.

Vize — Inspirovat a vychovavat lidského ducha
Mise — byt pfednim dodavatelem nejlepSich kavy na svété pfi
zachovani nekompromisnich zasad a za trvalého rlistu

Vize — Stat se nejrespektovanéjsi a nejuspésnéjsi firmou,
potésit zdkazniky Sirokou Skalou produktt a reSeni v
automobilovém primyslu

Mise — Poskytujeme bezpecné a klidné cestovani.

Cil - popis urcitého zadouciho konecného stavu, konkrétni (specific), méritelné (measurable),
dosazitelné (attainable, agreed), realistické (realistic), Casoveé ohrani¢ené (timed)

— Nutnost definovat metriky, na kolik byl dany cil nebo dil¢i cil dosazen (KPls)
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Strategie a mise/vize
*  (3patny) ptiklad: Ceska posta

Hlavni sméry
strategického

rozvoje do roku

STRATEGICKE CILE
201 7 A SDILENE HODNOTY

Bankovni
a finanéni

LEGISLATIVNI A REGULACNI PROSTREDI

POBOCKOVA A LOGISTICKA SiT, PROVOZNi ZAKLADNA

ZAMESTNANCI A RIDIiCI PROCESY

Ceska posta je zakaznicky orientovana spoleénost, je souéasti kliové infrastruktury
a partnerem &eského statu a nese socialni a spoleéenskou zodpovédnost.

«  Ceska posta uz neni dale
schopna naplriovat potre-
by zdkaznik( (komunikace,
posilani zasilek). Jejich roli
prevzal email a dopravni
spole¢nosti. Co s tim?

. Velmi ¢asty problém u driv
uspésnych odveéetvi
The view that an industry is a
customer-satisfying process, not
a goods-producing process, is
vital for all businesspeople to
understand. The marketing effort

is still viewed as a necessary con-
sequence of the product—not

vice versa, as it should be. LEVITT, Theodore. Marketing Myopia. Harvard Business Review 7/2004

Poslani a strategické cile

Poslanim Ceské posty, s.p. je byt ddvéryhodnym poskytovatelem kvalitnich sluzeb
v oblasti zprostfedkovani informaci, plateb a zbozi tradicnimi i elektronickymi
formami. Ceskd posta zajisfuje poskytovani univerzalnich postovnich sluzeb a
usiluje o jejich efektivitu. Jeji souc¢asna ¢innost je determinovana ¢tyrmi kliGovymi
trendy ovliviiujicimi trh a konkurencéni prostredi. Jsou to: nové technologie, zména
zplsobu komunikace zplUsobend rozmachem internetu, ménici se potreby
zakaznikl a liberalizace postovnich sluzeb. Ceskd posta ma v Umyslu i nadale tzce
spolupracovat se statni spravou, a to nejen prostifednictvim husté sité svych
pobocek, ale i novymi formami. Proto se stala provozovatelem unikatniho systému
datovych schranek a datovych siti Ministerstva vnitra. Za nezbytné povaziuje
zlepSovani svého obrazu v ocich verejnosti. Pfi védomi své spolecenské role a
socialni odpovédnosti chce byt zaroven i atraktivnim zaméstnavatelem.

Vyrocni zprdva 2013, Strategickd koncepce 2014

o prepazky Vds obsluhuje

i
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Volba strategického pristupu

Doporucené ¢teni: REEVES, Martin, LOVE, Claire, TILLMANNS, Phillipp. Your Strategy Needs a Strategy. Harvard Business Review 9/2012

*  Volbu strategie ovliviuje rada vlivd — mimo jiné i charakter odvétvi

— Rada faktord, Ize zUZit na pfedvidatelnost (predictability) a ovlivnitelnost (malleability)

— Uziti spravného strategického stylu vedlo k lepsi (4—8%) vynosnosti, nez u ostatnich firem

Potfeba flexibilniho pfistupu,
odvétvi je nepredvidatelné a
spolecnost nema silu jej ménit.
Mintzberglv pfistup — byt
pfipraven na zmény, schopnost
adaptace mlze byt i zdrojem
konkurenéni vyhody (Adaptability:
The New Competitive Advantage)
Neustald adjustace strategii a cil(.
Odvétvi podléhajici médé . Chuté
zdkaznik(l se méni rychle.

Zara — flexibilni planovani podle
modnich trend(, rychly ndvrh,
vyroba i distribuce styl(, rychla
zména sortimentu (do slev se
dostane asi jen 15 % sortimentu)

Predvidatelné odveétvi, ale
spole¢nost ho nemze ovlivnit —
klasicky pfistup, dlouhodobé
planovani, kapitalova narocnost,
nastroje jako 5F, BCG matice, ...
Exxon Mobil nebo Shell (dokud se
neobjevi distruptivni technologie)
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MALLEABILITY

Spolecnosti vyuzivaji pristupy:
9 % Shaping, 16 % Adaptive, 35 % Classical, 40 % Visionary
vétSinou posledni dva pristupy, i kdyZ odvétvi je zcela nepredvidatelné

Odvétvi, do kterych Ize snadno
vstoupit a kde technologie rychle
méni prostfedi (distruptivni
technologie). Napf. prostredi
internetu, kde firmy rychle
vytvareji standardy a snaii se je
prolobovat, aby ziskaly vyhodu
nad ostatnimi

Facebook ziskal nad ostatnimi
sitémi rozhodujici vyhodu, kdyz se
otevrel vyvojarim aplikaci (2012 —
vice nez 9 mil. aplikaci). Podobné
Google a souboj s Apple na poli

aplikaci

Néktera odvétvi jsou
predvidatelna a firmy mohou
ovlivnit, kam odvétvi mifri.

V poloviné 90. let bylo zfejmé, ze
e-commerce se nem(iZe rozvijet
bez soucasného rozvoje
logistickych spole¢nosti. UPS
investovala pfes mld.USD do
technologii, které umoznily, aby se
stala globalni jednickou na e-

commerce delivery market
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https://hbr.org/2012/09/your-strategy-needs-a-strategy
https://hbr.org/2011/07/adaptability-the-new-competitive-advantage
http://www.adweek.com/socialtimes/facebook-platform-supports-more-than-42-million-pages-and-9-million-apps/278492
http://time.com/9205/ios-vs-android-2/
http://recode.net/2014/12/11/how-to-understand-the-google-apple-smartphone-war/

Volba strategického pristupu

Doporucené ¢teni: REEVES, Martin, HAANAES Knut, SINHA Janmejaya.
Navigating the Dozens of Different Strategy Options.
Harvard Business Review 24/6/2015

*  Doplnéni pfedchoziho schématu

5 Approaches to Strategy

And the business environment in which you might use each one.

RENEWAL

High My resources
* | ADAPTIVE SHAPING aIE scuerey
: > ; , . constrained.
I can’t predict I can'’t predict i
: it, and I can’t it, but can ' High
change it. change it. P
£
]
g
&
5 / &
5 &
o )
& gy
% E
: CLASSICAL VISIONARY
I can predict I can predict
it, but I can’t it, and I can
i change it. change it. &
Low Low
Low < wor MALLEABILITY --ooeeeeee> High

The renewal approach to strategy aims to restore the vitality and competitiveness
of a firm when it is operating in a harsh environment. Such difficult circumstances
can be caused by a protracted mismatch between the firm’s approach to strategy
and its environment or by an acute external or internal shock.

When the external circumstances are so challenging that your current way of doing
business cannot be sustained, decisively changing course is the only way to not
only survive, but also to secure another chance to thrive. A company must first
recognize and react to the deteriorating environment as early as possible. Then, it
needs to act decisively to restore its viability—economizing by refocusing the
business, cutting costs, and preserving capital, while also freeing up resources to
fund the next part of the renewal journey. Finally, the firm must pivot to one of the
four other approaches to strategy to ensure that it can grow and thrive again. The
renewal approach differs markedly from the other four approaches to strategy: it is
usually initially defensive, it involves two distinct phases, and it is a prelude to
adopting one of the other approaches to strategy.

Renewal has become increasingly common because of the number of companies
getting out of step with their environments.

Comparing When, Where, and How to Use the Different

Approaches to Strategy

Core idea, or
what it takes

« Be big

« Be fast

« Be first

« Be the
orchestrator

« Be viable

Type of o Predictable, e« Unpredictable, e Predictable, e« Unpredictable, « Harsh
environment nonmalleable  nonmalleable  malleable malleable
Industries « Utility * Semi- e Notindustry « Some « Financial
where « Automobile conductors specific (create software institutions in
?n%ﬂgo‘f;;%&f « Oil and gas » Textile retail ne.\.rv,.disrupt * Smartphone thle ?008—09
applicable existing) apps crisis
Indicators o Lowgrowth e Volatile e High growth  « Fragmentation « Low growth,
of the « High growth potential « Nodominant  decline, crisis
approach concentration e Limited » White space,  player, « Restricted
» Mature concentration  nodirect platform financing
industry « Young competition < Shapable « Negative cash
« Stable industry o Limited regulation flows
regulation « High regulation
technological
change
How » Analyze, plan, s Vary, select, e Envisage, + Engage, « React
execute scale up build, persist ~ orchestrate, (or anticipate),
evolve economize,
grow
Measures » Scale « Cycle time « First to market e« Ecosystem « Cost savings
of success o Market share « New product e« New user growth and « Cash flow
vitality index customer profitability
(NPVI) satisfaction + NPVI
Related « Experience « Time-based « Blue Ocean  Networks « Transformation
approaches curve competition e« Innovator’s « Ecosystems  « Turnaround
» BCG Matrix » Temporary dilemma + Platforms
» Five Forces advantage
« Capabilities ¢ Adaptive
advantage
Key examples ~ « P&G under - Tata Consul- - Amazon.com «Appleunder + Amex under
Lafley tancy Services under Bezos Jobs Chenault
e Mars under under Chan- e Quintiles » Novo Nordisk « AIG under
Michaels drasekaran under Gillings  under Benmosche
 3M under Serensen
McKnight
Key traps « Overappli- « Planning the ~ « Wrongvision e« Overmanaged e« No second
cation unplannable ecosystem phase

SOURCE
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Strategie zamyslené a postupné se formujici (Mintzberg)

*  Dva zakladni pristupy ke strategickému planovani

— Porter — zdUirazriuje planovani, pfipravu analyzu, strategické planovani

viz Portertv model péti konkurencnich sil

— Mintzberg zdlraziuje ménici se realitu, na kterou musi strategie

reagovat. Strategie je spiSe urcity ,vzor v toku rozhodnuti“
Strategy emerges over time as intentions collide with and accommodate a changing reality.
Emergent strategy is a set of actions, or behavior, consistent over time, “a realized pattern
[that] was not expressly intended” in the original planning of strategy.

MINTZBERG, Henry. (1994). The Rise and Fall of Strategic Planning. New York, NY: The Free Press.

zamyslené strategie, vysledek peclivého
planovani, PorterGv pfistup

Realizované strategie, pokud jsou realizovany
tak, jak byly zamysleny. Mintzberg odhaduje
(odhadoval v 80. letech), Zze pouze 10-30 %
Dy zamyslenych strategii je skute¢né realizovéno.
str. Crag
ratﬂgye

Non-realized

Vize,
mise, cile

!

.

Analyza
vnéjsiho
prostredi

Strategicka
volba

!

Analyza
vnitiniho
prostiedi

Zamyslena (intended) strategie

Implementace

Analyza
vnéjsiho Vize,
prostfedi mise, cile

a

Analyza
vnitfniho
prostredi

strategies N ;/ 7
v 4 ‘ realizované strategie, to, co
Emergent > nakonec podnik nasleduje.
SEatagles Vysledek ne vzdy odpovida
” zamérim

-
A strategy can also be emergent, meaning that'a
convergent pattern has formed among the different
actions taken by the organization one at a time.
MINTZBERG, Henry. The Fall and Rise of Strategic
Planning. Harvard Business Review 1/1994

Strategicka volba (fit)

t

Rodici se (Emergent) strategie

Kofeny organizace

v 14-Fij-18

Tomas Kincl

53


https://hbr.org/1994/01/the-fall-and-rise-of-strategic-planning/

fm.vse.cz

Strategie zamyslené a postupné se formujici (Mintzberg)

*  Mintzberglv pohled se vice hodi do dnesniho svéta

Porter’s ideas are still relevant, my colleagues and | still teach them, so | still believe in them and when | talk to corporate CEOs they 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. Henry’s emergent strategy ideas
simply seem to be more relevant to the world we live in today — they reflect the fact that our plans will fail. 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 emergent strategy is the reality in
most industries that | work with. MOORE, Karl. Porter or Mintzberg: Whose View of Strategy Is the Most Relevant Today?

— Mintzberg rozliSuje 8 typu strategii na sSkale od Cisté zamyslenych po Cisté emergentni

Purely deliberate strategies Purely emergent strategies

Doporucené ¢teni: MINTZBERG, Henry, WATERS, James A. Of strategies _

— deliberate and emergent, Strategic Management Journal, Vol. 6 (7),
257-272, 1985.

SCHWARZINGER, Andreas, MORGOUNOVSKI, Boris Paper Presentation:

° Priklad za mV§|ené strategie k&x Of Strategies, Deliberate and Emergent" by Mintzberg & Waters, 1985

As an undergraduate student at Yale in 1965, Frederick Smith had to complete a business plan for a proposed company as a class project. His plan
described a delivery system that would gain efficiency by routing packages through a central hub and then pass them to their destinations. A few
years later, Smith started Federal Express (FedEx), a company whose strategy closely followed the plan laid out in his class project. Today, Frederick
Smith’s personal wealth has surpassed $2 billion, and FedEx ranks eighth among the World’s Most Admired Companies according to Fortune
magazine. Certainly, Smith’s intended strategy has worked out far better than even he could have dreamed. KETCHEN, Dave, SHORT, Jeremy.
Mastering Strategic Management.

* Priklad emergentni strategie FedEx

In the mid-1980s, FedEx deviated from its intended strategy’s focus on package delivery to capitalize on an emerging technology: facsimile (fax)
machines. The firm developed a service called ZapMail that involved documents being sent electronically via fax machines between FedEx offices
and then being delivered to customers’ offices. FedEx executives hoped that ZapMail would be a success because it reduced the delivery time of a
document from overnight to just a couple of hours. Unfortunately, however, the ZapMail system had many technical problems that frustrated
customers. Even worse, FedEx failed to anticipate that many businesses would simply purchase their own fax machines. ZapMail was shut down
before long, and FedEx lost hundreds of millions of dollars following its failed emergent strategy. KETCHEN, Dave, SHORT, Jeremy. Mastering Strategic

Management.
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Strategie zamyslené a postupné se formujici (Mintzberg)

* Dalsi priklady jak se zamyslena strategie
zmeénila s ohledem na okolni podminky

Facebook — S Markem Zuckerbergem se v roce 2003 rozesla pfitelkyné. Vytvoril
stranku FaceMash, kde se mohlo hlasovat o atraktivité divek. Idea se pozdéji
rozrostla do socialni sité Thefacebook, ktera byla uréena jen pro studenty
Harvardu. S rostouci popularitou se oteviela i pro verejnost. Facebook dnes
vyznamné ovliviuje zplsob jak (nejen) mlada generace komunikuje, méni
marketingovou komunikaci spolecnosti, méni zplsob, jakym ziskavdme
informace, zménil zplsob, jakym se dnes vnima slovo kamarad/pfitel. Soucasna
podoba se nemuze odliSovat vic od toho, ¢im Facebook byl v dobé vzniku v 2003.
KETCHEN, Dave, SHORT, Jeremy. Mastering Strategic Management.

Spencer Silver v roce 1968 pracoval pro spole¢nost 3M. Snazil se vyvinout
supersilné lepidlo pro poufZiti v leteckém priimyslu. Misto toho se mu podafilo
stvofit neuvéritelné slaby adhezivni prostifedek, ktery byl citlivy na tlak. Dalsi
vlastnosti bylo, Ze po nalepeni na povrh se dal strhnout a nezanechdval zddnou
stopu. Dal se rovnéz znovu poufzit.

AZ do roku 1973 ale tento prostfedek nenaSel zadné vyuziti. Pouzival se v
laboratofi 3M na tabuli, na kterou bylo moziné pfilepit papir a zase ho strhnout.
Ve 3M ale pracoval i Art Fry, inZenyr chemie, ktery zpival v chramovém sboru.
Jeho problém byl, Ze neustale ztracel stranky ve svém zpévniku. Napadlo ho, Zze
kdyby stranky méli zezadu onu adhezivni vrstvu, prestaly by ze zpévniku
vypadavat — zrodil se sticker. Ke komercnimu vyuziti ale doslo az v roce 1977.
Post-It Notes Were Invented By Accident

Intended Strategy

Emergent Strategy

Realized Strategy

David McConnell aspired
to be a writer. When his
books weren't selling he
decided to give out
perfume as a gimmick.

The perfumes McConnell
gave out with his books
were popular, inspiring
the foundation of the
California Perfume
Company.

The company changed
its name to Avon in
1939, and its direct
marketing system
remained popular for
decades. Avon is now
available online and in
retail outlets worldwide.

When father and son
team Scott and Don
Rasmussen were fired
from the New England
Whalers, they envisioned
a cable television network
that focused on sports
events in the state of
Connecticut.

As the network became
successful, ESPN has
branched out beyond the
local softball games and
demolition derbies that
were first broadcasted.

ESPN is now billed as the
worldwide leader in
sports, owning several
ESPN affiliates as well as
production of ESPN
magazine, ESPN radio,
and broadcasting for ABC.

In 1977, a cash-strapped
advertiser gave a radio
station managed by
Lowell Paxson 112 electric
can openers to pay off an
overdue bill. The can
openers were offered over
the air for $9.95 and
quickly sold out.

An idea emerged. Soon
the radio station features
aregular show called
“Suncoast Bargaineers.”
In 1982, Paxson and a
partner launched the
Home Shopping Club on
local cable television in
Florida.

Today the Home
Shopping Network has
evolved into a retail
powerhouse. The
company sells tens of
thousands of products
on television channels in
several countries and
over the Internet.

Managers are craftsmen and strategy is their clay. Like the potter, they sit between a past of corporate capabilities and a future of market opportunities. And if
they are truly craftsmen, they bring to their work an equally intimate knowledge of the materials at hand. That is the essence of crafting strategy.

Strategies can form as well as be formulated. A realized strategy can emerge in response to an evolving situation, or it can be brought about deliberately,
through a process of formulation followed by implementation. But when these planned intentions do not produce the desired actions, organizations are left
with unrealized strategies.

Doporucené ¢teni: MINTZBERG, Henry. Crafting Strategy. Harvard Business Review 7/1987 v 14-Fij-18 TomaZ Kinel 55
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Marketing jako strategie

* | dnes se spolecnosti ¢asto soustredi na svuj produkt

— Zdroj konkurec¢ni vyhody je spatrfovan uvnitr spolecnosti (R&D, procesy, efektivita,
technologie, ...)

*  Dnesni svét ale (nutné) neni o tom, mit lepsi produkt
— Cilem je poznat (lépe nez ostatni) potreby zakaznika a uspokojit je

— Zdroj konkurenéni vyhody mUze byt i v propojeni na trh, pozndni zakaznik( a jejich potreb,

spoluprace s distributory Ci dalSimi partnery, redefinovani nakupnich kritérii...
— Upstream aktivity jsou nezridka outsourcovany

The Shifting Source of Competitive Advantage

WHAT ELSE CAN WE MAKE AMD SELL? WHAT ELSE CAN WE DO FOR OUR CUSTOMERS?
Sourcing Production innovation Shaping innovation Building
Customer Accumulative
Perception Advantage
Contract with Reduce costs/ Optimize Build better Define Tailor offering Harness
lowest-cost maximize scale  supply-chain products competitive set  to consumption network effects
suppliers and throughput ;r:ﬂ; istribution Change circumstances e and
Y purchase Reduce deploy
criteria customer costs  customer data
. and risks
Build trust

FIXED COSTS, CUSTOMER VALUE, AND COMPETITIVE ADVANTAGE ARE MOVING DOWNSTREAM

DAWAR, Niraj. When Marketing Is Strategy. Harvard Business Review 12/2013
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Pfipadova studie: Coca-Cola's New Vending Machine

fm.vse.cz

(A) Pricing to Capture Value

Marketing jako strategie

* Kde je zdroj konkurenc¢ni vyhody —
upstream nebo downstream?

00000

| Tilt Bytes I: center of gravity |

e Zalezi vice na tom co prodavame nebo jak to prodavame?

i'm lovin’ it

Tilt: Shifing Your Strategy From Products to Customers

]

-

-
=
s
s
s
s

V supermarketu lze koupit baleni 24 plechovek Coca-Coly za
25 centl/kus. Ta sama plechovka ale stoji i 2 dolary, pokud ji
zdkaznik koupi v automatu na ulici béhem horkého dne.
Proc je zdkaznik ochoten zaplatit 8krat tolik za stejné zboZzi?

Co by se stalo, kdyby vsichni zdkaznici ,,zapomnéli“, co je
Coca-Cola a rozhodovali se o nakupu napoje ,raciondlné”,
jen na zakladé porovndni viech dostupnych produktd.

Apple iPhone neni nejvykonngjsi telefon na trhu, pro€ se ho
tedy proda(alo) o tolik vic, nez ostatnich?

Apple sold more than 10 million iPhones the first weekend.
Galaxy S5 can be considered Samsung’s bestselling
smartphone to date, shipped 10 million units in 27 days.
Last June, Apple's older iPhone 5s outsold the S5 during its
first full month of sales.

Cilem marketingu je nabidnout zdkaznikovi vyrobky a sluzby
s co nejvétsi prfidanou hodnotou, ve spravny cas, v idealnim
misté a za vhodnou cenu.

Marketing jako strategie je vhodny napf. i odvétvich, kde se
objevuje posedlost produktem a jeho vyvojem. Tento
pfistup umozZnuje vytvaret konkurencni vyhodu i oproti
firmam, které dosahuiji vyssi technologické Urovné.
Prfedevsim se hodi ale v odvétvich, ve kterych dochazi ke
komodizaci produktl (vSechny produkty maji stejné
parametry) a downstream aktivity umozni dostatecnou
diferenciaci oproti konkurenci.
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https://www.youtube.com/watch?v=ZFaoIvDh03M
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Marketing jako strategie

V 1998 firma Pfitzer predstavila Viagru — Iék na erektilni dysfunkci. Obrovsky Uspéch na trhu, 600 000 predpist jen za prvni mésic, pfi 10 USD
za baleni a pti 90% marzi. Pfitzer oslovil trh s jasnym sdélenim — pilulka funguje (U¢innost a bezpecnost). V 2001 predstavoval trh s témito
prostifedky 1,5 mld. dolard, coz bylo zajimavé i pro ostatni farmaceutické spolecnosti. V 2003 firma Bayer predstavila Levitru, prostifedek se
stejnym efektem a cenou jen o trochu nizsi nez Viagra (trzni vyzyvatel). Brzy poté se na trhu objevil Cialis, produkt firmy Lilly Icos. Mél

C Cialis®

(Tadalafil Citrare)

podobné ucinky, ale efekt netrval jen 4 hodiny, ale 36 hodin, coz pro zdkazniky pfedstavuje mnohem vy33i miru komfortu. Marketingova \/pacsRA°
kampan se soustiedila pravé na tento aspekt (romantika a intimita, nikoliv ic¢innost, vykonnost a sex). Cena byla dokonce vyssi, nez u Viagry. (Sildenafif Citrare)

In one-on-one interviews in mid-2000, Viagra users who had been informed of the attributes of both drugs were given a stack of objects and <

asked to sort them into two groups, one for Viagra and the other for Cialis. Red-lace teddies, stiletto-heeled shoes, and champagne glasses

were assigned to Viagra, while fluffy bathrobes and down pillows belonged to Cialis. The implication: Viagra was for studs, Cialis for — f (vardenafitcirate
romantics. (Is Viagra Vulnerable?). LEV|T|3A°

V 2012 Cialis predhonil Viagru v objemu prodeje o 1,9 mld. dolara.

Doporucené cteni:
DAWAR, Niraj. When Marketing Is Strategy. Harvard Business Review 12/2013

V dobé recese 2008-2009 se americky trh automobilovy trh propadal do cervenych cisel. Prodeje novych voz 2009 byly nejhorsi od 1982.
VétsSina automobilek se pustila do cenové valky, ktera krizi jen prohloubila. GM a Chrysler pred krachem zachranila aZ pomoc od vlady.
| Hyundai jako vyrobce automobil( zamérenych na nizsi prijmové kategorie, byl zasazen (propad prodejli o 37 %). Hyundai se ale rozhodl
vydat jinou cestou. Pfi rozhovorech s potencialnimi zdkazniky se ¢asto objevoval ndzor, Ze The risk of buying during the financial crisis—when
I could lose my job at any time—is simply too high. Misto snizeni cen tedy firma nabidla program Hyundai Assurance — Hyundai would buy
back their vehicles if they lost their jobs, went bankrupt, or became disabled. V roce 2009 objem prodejl Hyundai rostl o 8 % (odvétvi se

oproti 2008 propadlo 0 21,2 %). Pouze 350 zakaznikd vyuZilo moznosti vratit viiz v ramci programu.

After 26 Months, Hyundai Assurance Program Gets Its Walking Papers, W DECEMBER AND 20091).5. AUTO SALES | Story

HYUNDAI

Company Dec. sales Chg. from Dec. 2008 2009 sales Chg. from 2008 2008 1).5. share 2009 U.5. share
H H GM1 207,538 -5 7% 2,071,745 -28.9% 24.8% 19.9%
Auto sales end 2009 with uptick, but year was awful Toyola Moior 187 560 D 1TI0ie 0% 5% 170%
Figure 3-7: Hyundai Annual U.S. Sales and Market Share 1995 - 2011 Ford Motor2 183701 32.8% 1,677,234 -15.3% 15.5% 16.1%
Honda4 107,143 24.5% 1,150,784 -19.5% 9.6% 11.0%
Chrysler Grp. 86,523 -3.7% 931,402 -35.9% 10.0% 8.9%
700 Missan® 73,404 18.2% 770,103 -19.1% 5.5% 7.4%
Hyundai 33797 40.6% 435064 8.3% 27% 42%
600 Kia Motors 21,048 43.7% 300,083 9.8% 1.6% 2.5%
= “olkswagen Grp.8 29,597 16.2% 297882 -5.2% 2.8% 2.5%
g 500 0% o BMWT 23534 91% 242053 -20.3% 2.4% 2.3%
2 ) 5 Subaru 23074 33.5% 218652 15.4% 1.8% 21%
g 400 & Mazda 18,285 16% 207,767 -21.3% 2.0% 2.0%
E 300 3.0% E Merc edes-Benz 20,059 8.3% 150604 -15.3% 21% 1.8%
= = Mitsubishi 4355 -4.7% 53,888 -44 5% 0.5% 0.5%
% 200 2.0% 2 Suzuki 1,885 -48.4% 38,685 -54.4% 0.4% 0.4%
v Jaguar Land Rover 4241 33.3% 38,261 -14.1% 0.4% 0.4%
100 1.0% Porsche 2118 -1.7% 19,6586 -24.3% 0.2% 0.2%
Smart USA 254 -63.1% 14,585 -40.7% 0.3% 0.1%
o 0.0% Ferrari 125 2.5% 1,374 14.2% 0.0% 0.0%
1995 1996 1997 1998 1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011* Maserati 15 -56.6% 1,275 -48.2% 0.0% 0.0%
Isuzu 1] -100.0% 185 -96.5% 0.0% 0.0%
mmm Hyundai US. Sales  ——Hyundai U.5. Market Share ) Total light-vehicle sales 1,029,936 15.1% 10,429,553 -21.2% 100.0% 100.0%
“Figures for 2011 are forcasted 1 =includes Saab; 2 =includes Lexus; 3 = includes Volvo; 4 = includes Acura; 5 = includes Infiniti; & = includes Audi; 7 =

Source: IHS Global Insight, CAR Research

includes. Mini Source: Autodata
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Doyle, P. Marketing Management and Strategy. Prentice Hall, 2002

Unikla strategie New York Times: hlavni stranka je mrtva a zprdvy jsou socialni
fm.vse.cz R NYT Innovation Report 2014

BIG BANG MARKET
SEGMENTS

A4 1

Soucasné zmeny vneéjsiho prostredi g S

1. Fashionization of markets

— Produkty podléhaji médnim trenddm a vykyvim, rychle

(a iracionalné) zastaravaji, poptavka kolisa, je nestala :
The first is the increasing speed of everything. Product life cycles and design cycles are get- =——. ' J — >

ting shorter. When the pace of change gets faster, people realize that they need to look for " S o |
the next big thing. The second issue is interindustry competition. Competition is coming S AR S
from unexpected places. Who could have anticipated that the iPad’s success would put all

kinds of display devices—like electronic photo frames—out of business? And the third trend is disruptions
from business models that offer better customer experiences instead of simply products. You’d do better to
ask which industries are not being disrupted. If you don’t have strong barriers to entry or you’re up against
shifts in technology or regulation, you're going to face new kinds of competition.

Cliffe, Sarah. When Your Business Model Is in Trouble. Harvard Business Review 1/2011.

Kinect was an enormous hit, selling eight million units in just the first sixty days. According to Guinness
World Records, that made Kinect the fastest-selling consumer electronic device in history. A little over a
year after launch, twenty-four million Kinects had been sold, pushing sales of Xbox 360 consoles and
games along with it. In 2010, Microsoft took the top spot in the fiercely competitive console market for H
the first time since Xbox 360’s launch in 2001. However, catastrophic success invariably leads to rapid

market saturation — and with it decline and sunset. Within six months, the pace of Kinect sales dropped
precipitously. Though stragglers continued to buy the product in peaks and valleys over the next year, the
product had largely fulfilled its mission in its first ten months. For Microsoft — and other game developers
— it was time for another innovation. The Faster a New Technology Takes Off, the Harder It Falls \

May 2010 Nev 2010 Jun 2011 Dec 2011 Jul 2012 Jan 2013 Aug 2013

Monthly Kineet Sales (mi

Vyssi tempo technologickych zmén, stanovovani strategii na kratsi obdobi
Vysoka mira konkurence mezi firmami (hyperkonkurence)

In hyper-competitive environments, the life of a competitive advantage is nasty, brutish and short. Advantages don’t last for very long before
competitive entry, imitation and matching erode their edge, or customers move on, or the environment changes in such a way that the
advantage becomes irrelevant.

MCGRATH, Rita. Competitive Advantage Is Fleeting (And It’s Okay to Admit It) Harvard Business Review 6/2009

Hyper competition occurs when technologies or offerings, or innovative leapfrog development brings something so new that standards and rules
are in flux, resulting in competitive advantages. Hyper competition and the speed of change
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Doyle, P. Marketing Management and Strategy. Prentice Hall, 2002
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4.

Ocekavani kvalitnéjsich sluzeb spojenych s produktem, neustalé modifikace produktu

With new customers and partners come new demands. It is very easy to get distracted by product modification and
other requests. Remember that you can’t please everybody. Instead, identify what you do best and communicate
that to your stakeholders before you expand your business.
Why Scaling Up Sometimes Requires Slowing Down

Cim dal vyssi pozadavky zakaznik The paradox of
Everything is amazing right now and nobody’s happy. Over the past 15 years customer expecta- choice

tions, have increased by about 24% in virtually all categories. More so in technology areas. Consu- [

mers aren’t always able to rationally articulate needs, desires, or real expectations in the category.
The Final Frontier: Customer Expectations

Fragmentace trhl — i dfive homogenni trhy se rozpadaji (vznik mikrosegment)

With today’s deluge of data, we are no longer talking about large groups of people that fit into known

categories, but micro-segmentation into smaller and smaller groups of people that are actively identi-

fied from a mixture of attitude and behavior, enabling the definition of increasingly finer market seg- - .
ments. The clear benefit of micro-segmentation is that the more relevant the message and offer in any &
media, the greater the ability for it to break through the clutter, engage the individual, and generate the LA
desired response or behavior. These micro-segments enable finer targeting of content, offers, products,

and services, which can deliver real and substantial returns. Customer Segmentation in the Era of Big Data

Komodizace trh

That said, intense global competition, outsourcing, and offshoring are all squeezing margins, increasing customer price sensitivity, and making it
harder to sustain inter-brand differentiation. The product life cycle suggests that, as product categories mature, they become more susceptible
to the forces of commoditization. The difference today is that the speed from launch to maturity is faster than ever before. Marketers can do
three things to delay the inevitable forces of commoditization. Innovate Bundle. Segment When Your Product Becomes a Commodity

‘fuxlumi?.'."",'
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http://www.forbes.com/sites/rebeccabagley/2014/03/03/why-scaling-up-sometimes-requires-slowing-down/
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Doyle, P. Marketing Management and Strategy. Prentice Hall, 2002
fm.vse.cz Harvey, M., Novicevic, M. The hypercompetitive global marketplace: the importance of intuition

and creativity in expatriate managers, Journal of World Business. 2002, roc¢. 37.,127-138
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8. Eroze dfive silnych a dominantnich znacek NP @
TOYOTA N

There appears to be an epidemic of brand erosion going on, with some of the best and brightest companies with years of doing things right stumbling and
hurting themselves in eyes of their consumers. | think part of the reason is that companies forget their core competencies in the drive for growth.

Toyota built its rep on quality and then looses it by growing too fast. Motorola shapes a beautiful new thin form factor with the RAZR and builds 50 million
of them, but neglects the user interface, driving people nuts who can’t hear their phones or access what they need. The original StarTac phone was easy
to use. Home Depot had a great reputation for customer service, literally helping people build their own products (kitchens, bathrooms). Then it guts its
service and angers loyal consumers. BP was going green, until a chemical plant blew up and oil was spilled over half of Alaska because of poor
maintenance and penny-pinching. Toyota, Home Depot, Motorola, BP, Wal-Mart--Brand Erosion Hits The Biggest And Best Brands. What's Going On?

9. Glokalizace trh(, redefinovani hranic odveétvi

Many global strategies fail--despite companies' powerful brands and other border-crossing advantages. Seduced by

market size, the illusion of a borderless, "flat" world, and the allure of similarities, firms launch one-size-fits-all strate-

gies. But cross-border differences are larger than we often assume. Most economic activity--including direct invest-

ment, tourism, and communication happens locally, not internationally. In this "semi-globalized" world, one-size-fits-all
strategies don't stand a chance. Companies must instead reckon with cross-border differences by providing tools for
assessing the cultural, administrative, geographic, and economic differences between countries.

GHEMAWAT, Pankaj (2007). Redefining Global Strategy: Crossing Borders in a World Where Differences Still Matter. Harvard
Business Review Press

Samsung vaulted ahead of cash-rich Apple in two ways: R&D and marketing spending. The first was not just on phones but
across a whole range of innovations and adjacent markets. In only 10 years, Samsung went from entering to leading the
global flash-memory market. In three years, it went from entering the global smartphone market in a serious way to lead-
ing it. Today, Samsung is the world’s largest technology company by revenue. Samsung’s expansion illustrates not only the
flashing speed of change but also the blurring of industry borders. Strategy, Uncertainty And Unfamiliarity

10. Stdle nova omezeni (ekonomicka, politicka, socialni, ...)

"Every gram of CO2 reduction costs the VW Group 100 million Euros per year, and we don't know when they will pay off," said Winterkorn. "Companies
can only invest in environmental protections if we can afford it.,, VW Group CEO rails against tougher emissions regulations. The average additional
manufacturing cost is estimated at around €1100 per carin 2020 . [ o SN
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https://www.bloomberg.com/news/articles/2007-01-09/toyota-home-depot-motorola-bp-wal-mart-brand-erosion-hits-the-biggest-and-best-brands-dot-whats-going-on
http://www.forbes.com/sites/baininsights/2013/07/08/strategy-uncertainty-and-unfamiliarity/
http://www.telegraph.co.uk/motoring/motor-shows/paris-motor-show/11135113/VW-Group-CEO-rails-against-tougher-emissions-regulations.html
http://ec.europa.eu/clima/policies/transport/vehicles/cars/faq_en.htm

CHRISTENSEN, Clayton; RAYNOR, Michael. The innovator's solution: Creating and
: . sustaining successful growth. Harvard Business Review Press, 2013.
[ ] [ ] v 4 [ ]
Disruptivni technologie

e Udrzitelné a nepretrzité (sustainable) inovace
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*  Disruptivni (disruptive) inovace

Performance

— vytvareji novy trh oddéleny od mainstreamu, pfilis maly na to,

aby jej velci hraci zaregistrovali. Casto zadina jako horsi low- ™ s o e
. , , v v s Disruptive
-cost produkt. Pokud se ale inovace uchyti — zasadné se méni Innovations

podstata soupereni i na zavedenych trzich, zakaznici se
presouvaji k nové (nejen) technologii

Source: Clayton Christensen, The Innovators Solution

V 2014 unikla na web New York Times Innovation Report. Analyza Zurnalistiky,

identifikace novych konkurentt a technologii, které zasadné méni obor

+ Zurnalistika je pod tlakem disruptivnich inovaci. Pfedstaviteli téchto inovaci
jsou spolecnosti jako Buzzfeed, Vox Media, Circa, Business Insider, Huffington

Disruptive Technologies

Post, ale i Twitter Connected
* Hlavni (dvodni) strdnka nefunguje, ndvstévnost na ni klesd, snizuje se i cas, Findustry el
ktery na ni uZivatelé stravi. Poget shlédnutych strdnek ale v zdsadé stabilni. ‘ et B gl
* Digitalni Zurnalistika neni doplfikem printu. Publiovat nejdfive v tisku a pak dat - G e Qe Industry sz
obsah na web nefunguje. Oddéleni digitalni a ,tradi¢ni” Zurnalistiky nesmi byt ' Industry e X S
jiz nadale oddélena, musi pracovat v synergii spolecné. ! s gane ) CTRATL Vehlses
* Bez postupl obvyklych na webu (SEO, PPC, metadata, souvisejici a doporuéené e Industry " Copper e Siner) i
¢lanky) se nelze obejit. ‘ Es,:ge;:s 5 S s I:cf::tfy Industry Technlglogy F“;Z‘(‘)zna'
* Socidlni Zurnalistika — obsah poskytnuty samotnymi ¢tenafi, lajkovani, sdileni Lt Sotl .
obsahu na socidlnich sitich, influencefi a opinion-makefi . Sactichyfl) Fero . B o A o [\ B
* Personalizovand zurnalistika i ATy
* Interaktivni zpravy 1850s 2000s

Unikld strategie New York Times: hlavni strdnka je mrtvd a zprdvy jsou socidlni,
Why the Leaked New York Times Innovation Report Matters To Us,
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Globalizace, lokalizace, glokalizace

Globalizace

Doporucené ¢teni: LEVITT, Theodore. The Globalization of Markets. Harvard Business Review 5/1983

Levitt described the sweeping emergence of a global market for uniform consumer products. He saw advances in
communications and transportation driving ever more informed consumers toward a “convergence of tastes.” And he saw
global corporations exploiting the “economics of simplicity and standardization” to price their global products far below the
local competition. “Everywhere everything gets more and more like everything else as the world’s preference structure is
relentlessly homogenized.”

— Levittovy myslenky byly interpretovany tak, ze nadnarodni spole¢nosti maji
standardizovat produkty, distribuci i marketingovou komunikaci s cilem
dosazeni uspéchu napfic€ raznymi kulturami

— Tento pfistup urcity ¢as fungoval (80. a 90. |éta), s nasycenim lokalnich trhia se
ale zacaly objevovat problémy

During the late 1980s and the 1990s, these global companies found receptive consumers in every corner of the world.
Scrambling to establish beachheads in some 30 new country markets, global companies had no time—or apparently
any need—to worry about local adaptation. The value of global trade almost trebled between 1980 and 2000.
Increasingly, it seemed that globalization was actually Americanization. By 2000, 62 of the most valuable 100 brands in
the world (according to Interbrand methodology) were American. But with the start of the new millennium, Levitt’s
relentless homogenization began to stall. In emerging markets from China to Eastern Europe, enthusiasm for global
brands proved short-lived. Local brands found new (and returning) customers as global brands saturated their
markets. Local brands also started to win back customers as their quality improved in response to
new competitive pressure, and, in some cases, new ownership by global corporations.

Doporucené ¢teni: QUELCH, John. The Return of the Global Brand. Harvard Business Review 8/2003

— Na konci 80. let se objevuje kombinace globalniho a lokalniho pfistupu -
glokalizace

With glocalization, companies develop great products at home and then distribute them worldwide, with some
adaptations to local conditions. It allows multinationals to make the optimal trade-off between the global scale so
crucial to minimizing costs and the local customization required to maximize market share. How GE |s Disrupting ltself
Doporucené ¢teni: HOLT, Douglas B., QUELCH, John, TAYLOR, Earl E. How Global Brands Compete. Harvard Business
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GOVINDARAIJAN, V. The Case for 'Reverse Innovation' Now, Bloomberg Business, October
. . ) ttp://www.bloomberg.com/bw/stories -10- the-case-for-reverse-
fm.vse.cz 26, 2009 http:// bloomb /bw/stories/2009-10-26/th f

innovation-nowbusinessweek-business-news-stock-market-and-financial-advice

Globalizace, lokalizace, glokalizace

Globalizace a existence globalniho spotrebitele?

Certain behaviors are likely to be universal, whereas others are not. Understanding such differences is quality signal
essential to designing international marketing strategies. The marketing manager must understand the
extent to which key behaviors vary from one culture to another. Culture or country boundaries can be a
less important segmentation criterion than individual factors across culture.

DAWAR, Niraj; PARKER, Philip. Marketing universals: Consumers' use of brand name, price, physical sodal responsibility 8%,
appearance, and retailer reputation as signals of product quality. The Journal of Marketing, 1994, 81-95.

olabal myth

Globalizace ale neni v zdsadé novy nebo prevratny koncept

Why Consumers Pick Global Brands

Average percentage
of brand preference
that is explained

by each dimension

— V 50. a 60. letech se pro americké spolecnosti objevila fada novych prilezitosti (lokalni trhy

znicené WWII); do té doby si Casto vystacily s domacim trhem; Zahraniéni trhy zaplavily
produkty navrzené pro amerického zakaznika (napr. Xerox nabizel kopirky v Evropé jako
Rank Xerox a v Asii jako Fuji Xerox) — globalizace trhi

— V 70. a 80. letech americké spoleCnosti ve snaze zefektivnit vyrobu prfesunuly fadu operaci

do zadmofi (¢asto i vyvoj — Microsoft ma vyvojova centra i v Indii a Cin&) — globalizace
zdrojU
— S nasycenim lokdlnich trht americkymi produkty v 90. letech spolecnosti zjistily, Zze s

produkty, které nereflektuji lokalni specifika, casto nedokazi lokalnim produktim
konkurovat — glokalizace

— Glokalizace ¢asto stavi na produktu vyvinutém pro rozvinuty (americky, evropsky) trh,
ktery je pouze uzpusoben pro rozvijejici se trhy. S novym tisiciletim se objevuje ale i
opacny proces — tzv. obracena inovace (Reverse Innovation), kdy je produkt primarné
vyvinut pro rozvijejici se trhy (a v rozvijejicich se zemich), ale zpétné se dokaze uplatnit i
na trzich rozvinutych
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* Glokalizace

4

“Glocal strategy” refers to the idea of “think global, act local”.
Successful corporations must develop a glocal strategy, by utilizing
their global experiences and then customizing and tailoring their
services and products in such a way that would appeal to local
markets. This should not apply just for product design or
communications, it has to incorporate branding and all variables
from the marketing mix, whenever possible.

DUMITRESCU, Luigi; VINEREAN, Simona. The Glocal Strategy of
Global Brands. Studies in Business and Economics, 2010, 5(3).

A Framework for Alternative Global Marketing
Strategies (Adapted from Schiffman and Lazar Kanuk, 2009, p. 472)
PRODUCT STRATEGY COMMUNICATION STRATEGY
Standardized
Communications
Global Strategy:
Uniform Product /
Uniform Message
Glocal Strategy:
Customized Product / Customized Product /
Uniform Message Customized Message
Glocal Strategy :
Customized Product / Customized Message

Localized
Communications
Glocal Strategy:
Uniform Product /

Customized Message
Local Strategy:

Standardized Product

Localized Product

— Prolina se marketingovym mixem

T erodule | Cena | Propagace | Distrbuce

Tasky Louis Vuitton jsou proddvany v Hong-
Kongu nebo Spojenych Arabskych Emiratech
ve stancich v béznych nakupnich centrech. V

Danone v ¢iné prodava jogurty s nizSim
obsahem laktézy — cinska populace je na ni
vice alergicka; McDonald’s nabizi ve Francii
vino, v Némecku pivo, v Indii Maharaja Mac
and Veggie McNuggets, v Kanadé McLobster,
Coca-Cola v Japonsku nabizi obrovské mnozstvi

drazsi samoobsluha

Spar je v Némecku pozicovan jako low-cost
retézec. Ve velké Britanii ale nabizi lepsi servis
a in-store design a je pozicovan jako mensi a

Some 3,000 definitions of globalisation were offered in 1998 alone
ZAJDA, Joseph |.; RUST, Val Dean (ed.). Globalisation, policy and comparative
research: Discourses of globalisation. Springer Science & Business Media, 2010.

Globalizace, lokalizace, glokalizace

The tendency toward an

international integration of goods,

technology, information, labor,

capital, or the process of making

this integration

* Undifferentiation and
convergence in

* customer preferences and
income across target countries
with economic development
and trade

e Takes into account mass

demand
*  Globalism
* Quantity

* International brand awareness

* Cost benefits from
standardization

* Falling costs of trade with
greater

* globalization

McDonald’s musel zménit v Ciné zplsob
komunikace — bila barva je symbolem smrti a
klaun tak vyvolaval negativni konotace

Globalization Glocalization

The process of adapting a product
or service to a particular culture,

Providing a global offer (brand,
idea, product, service, etc), while

language, developing a local appeal taking local related issues into

and satisfying local needs

» Differentiation - differences in
customer preferences and
income across target countries

* Takes into account specific
demand

* Localism

* Quality and values

* Local brand recognition

* Competition from both
successful domestic products
and international brands

* High costs of trade create
separate markets

account”

» Utilizing global experiences or a
global brand name, and
differentiating the offer in
order to appeal to local markets

* Operates within a global market
and local market niches

* Integrating both globalism and
localism

* Integrating quality and values in
a product, that gets sold in
large quantities

* High notoriety of the brand

* Aglocal product / service can
face competition from both
local and international brands
in a better way because it
meets certain local needs or
preferences, at lower costs due
to the global edge of the
company

Evropé by tento postup ale znicil vnimani
znacky jako luxusni. Podobné prodej luxusniho

zbo?i v Ciné online. /’*\
lokalnich ndpojd; Volksvagen neddvno akvizici i)
pofidil firmu Proton vyrabéjici ,vozy pro
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ftp://ftp.repec.org/opt/ReDIF/RePEc/blg/journl/538dumitrescu%26vinerean.pdf
reading/Luxury Brands Are Rethinking Their Approach in China _ eMarketer Retail.pdf

Global Connectedness CONNECTEDNESS SCORE (0-100)

2007 2013
MANY LEADERS — 89 89 Netherlands
HAVE LOST GROUND
G I b I ° I k I ° I k I ° Fully half the 26 most-connected
countries in 2013 have become
OoDallzace, 10Kdllzace, SIOKalIZaCe e zos rae e
and often the declines are steep.
Our hyperconnected world isn’t as tightly linked as it was during the The ﬁf(‘janc'g‘ f;lr's'sa”d [eceSS'O"
. . . . . . - . caused trade flows topummet.
peak of globalization, in 2007 —just before the financial crisis hit. Capital has been largely flat,
That’s the message from the DHL Global Connectedness Index 2014, as fC'IaS_ the numl?(?r OfPGO_zle o 84 84 Ireland

. . . . studying or working outside their
The index uses flows of trade, capital, people, and information to home countries. Information 83 83 Singapore
show how entwined we citizens of the world are. It measures those flows Za:cve bee{l riSLngfast, but they

. . started from a low base; even now
flows along two dimensions: Depth reflects the volume of less than 20% of Internet traffic & selgium
international activity, while breadth reflects its geographic crosses borders, and fewer than 5%
.. . . . . of telephone calls do.
distribution. For example, tourism in the Bahamas scores high on P 80 Luxembourg
depth, because a lot of people travel there, but low on breadth, 79
because most come from one country, the U.S. . \ 28 Switserland
The index calculates the connectedness of each nation by combining .
depth and breadth. It also tracks connectedness on a worldwide level.
Not As Global As We Think Harvard Business Review 3/2015 76 U.K.
Lokalizace
e 74
DEPTH BUT NOT BREADTH s 73 Denmark
" Cenové politika Worldwide, the volume of flows has Germany
Distribuce rebounded since the recession—but 79 Sweden
Prodejci those gains have been offset by continued
Pod 'rcode declines in geographic distribution. 71
pora prodeje
FIGURE 1.3 // GLOBAL CONNECTEDNESS,
Produkt DEPTH, AND BREADTH, 2005-2015 70 70 Hong Kong
Image Norwa
Cle 69 69 [ nE.
I _ L 120% South Korea
— Stratagie — 68 68 Israel
x,!» 115% %& 67 Hungary
Austria
Globalizace Malavsi
110t 66 66 Taiwan
- N 7 Thailand
65 Iceland
Globalizace zplsobila i fadu problémU - snadny pfistup do e S AN

re_er s . v v s iy s . , 64 64 U.S.
rozvijejicich ekonomik a pfiliv zahrani¢niho kapitalu — zavislost zemi na _

Ve ré ré 7 s . . . 100% o Flnland
na pfijmech a pracovnich mistech nadnarodnich firem, racionalizace N — Italy
vyroby -> nezaméstnanost a sniZzovani mezd, degenerace ndrodnich 5% 62 Spain
kultur (akulturace — vyrazné se méni architektura, nabidka produktt a 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 61
kultura mistnich obyvatel, spekulativni investice firem ovliviuji a nici OverellConnectedness  Depth  breadih
narodni hospodarstvi, problém, co se stane, az nadndrodni spolec¢nost The world's overall level of global connectedness surpassed its pre-

crisis peak during 2014. In 2015, its post-crisis expansion slowed but L, 59

Z€zeme Odejde' the available evidence does not indicate another reversal during the
- Snizovani vzajemné ekonomické zavislosti, posilovani sobéstacnosti period analyzed. © HER.ORG


http://www.dhl.com/content/dam/Campaigns/gci2014/downloads/dhl_gci_2014_study_high.pdf
https://hbr.org/2015/03/not-as-global-as-we-think-3
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Jak se vyporadat s hyperkonkurenci

*  Soustredit se na downstream aktivity a prijmout marketing jako strategii ©

*  D’Aveni nabizi upraveny framework 7S pro vyporadani se s hyperkonkurenci

— Na rozdil od McKinsey 7S (udrZzovani rovnovahy a hledani udrzitelné vyhody) se tak déje
prostrednictvim naruSovani trhu a hledanim docasné konkurencni vyhody

Nejdulezitéjsi skupinou stakeholderd jsou zakaznici, ktefi rozhoduji o Uspéchu/nedspéchu konkurenéni vyhody.

| dalsi skupiny jsou ale duleZité (véetné zaméstnancl, ktefi maji na starosti realizaci novych procesu k zajisténi

sluzby zdkaznikdim). Produkty Caterpillar jsou 0 10-20 % drazsi nez u konkurence — vyssi spolehlivost, delsi cATEHPII_I_AH®
zaruka, komplexni fada produktl, moznost financovani, dostupnost nahradnich dilg, ...

Patfi sem i Corporate Social Responsibility

Uspokojovani stakeholdert (superior
stakeholder satisfaction)

Hleddni, co budou stakeholdefi v budoucnu oceriovat. Rozpoznat pfileZitost, reagovat na pfileZitosti B .
(emergentni strategie). Microsoft — dfive vyrobce sw, dnes i vyrobce hw, dodava kompletni Feeni (nékdy se ] MICfOSOft
ale nezadafi - Why Windows 8 failed: It alienated desktop users)

Strategické ,vésténi“
(strategic soothsaying)

Rychlost je klicova v reakci na trh i konkurenci. ZvySujici se rychlost vSech procesu a déji je podstatou

Rychlost (positioning for speed) hyperkonkurence (soucasné zmény vnéjsiho prostredi).

IBM bylo dlouhou dobu hlavnim prodejcem pocitacl. Dell pfisel s prodejem PC pres internet (telefon), Sirokymi
mozZnostmi konfigurace, zarukou ,, do-it-yourself” (fadu problémt Ize opravit snadno bez technickych znalosti
za par minut a zakaznik nechce ¢ekat tydny, nez se mu pocitac vrati z opravy)

v . Zména podstaty konkurence, redefinovani vyznamu kvality daného produktu. Nizkonakladové aerolinky — jde
Zména pravidel hry . . el o . o
jen o levnou prepravu, neposkytuji se Zddné doplrikové sluzby, vSechno je za pfiplatek, vysoka utilizace letadel, RYANAIR

Prekvapeni
(positioning for surprise)

(Shifting the rules of the game)

Signalizace strategickych zaméra Signaly konkurenci (nejen) za U¢elem manipulace. Ohl3si-li Google novou sluzbu, ostatni se radéji stahnou,
(signaling strategic intent) Cekaji, Ze by stejné nevyhrali Go 816
Neust4lé toky (Simultaneous and Neustalé (slmlultannl) utoky v rychlgtn sledu s C|Iemlzrr,1ast a prek)/aplvt konkurenc!. Apple prfedvstavwe novyv
. . produkt kazdy rok. Samsung se snazi reagovat na nizké prodeje tim, Ze novou vlajkovou lod’ predstavuje jiz za 8
sequential strategic thrusts) mésich

Doporucené ¢teni: D'AVENI, Richard A., CANGER, Jonathan M., DOYLE, Joseph J. Coping with Hypercompetition:
Utilizing the New 7S's Framework The Academy of Management Executive, 1995, 9.3: 45-57.
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Jak se vyporadat s hyperkonkurenci

Identifying new ways to serve existing
customer better or new customers
that no one serves now

*  Narusenim status quo lze vytvofrit trhlinu na trhu a tu vyplnit

* Stakeholder Satisfaction
« Strategic Soothsaying

*  Konkurencni vyhody Ize dosahnout pouze prevzetim iniciativy
(necekat na konkurenci), konkurencni vyhoda neni trvala

Market
Disruption

* Iniciativa vede k neustalému pohybu

Capability for Disruption
Abilities that can be applied across
many arenas to build a series of

temporary advantages

Tactics for Disruption
Actions that shape, mold, or
influence the direction or nature of
the competitor’s response

* Speed
* Surprise

= Shifting the Rules

= Signaling

* Simultaneousand Sequential
Strategic Thrusts

*  Dochazi k vymezovani sfér vlivu

To keep economies of scale and value leadership, to build critical core

Core .
competencies

Heavyweight cycles (750-cc), Custom cruisers, Touring motorcycles

Harley Owners Group (H.0.G.), Clothing and fashion accessories, Harley-
Davidson Financial Services, Dealer network service, parts and cycle
accessories

To use blocking brands/products as barriers to entry, to fill in a “power vacuum”  Defense against attacks by Japanese sportsters and performance cycles in
before a rival does the United States, Purchase of Buell Motorcycle Co., VRSC racing brand
To invest in real options — risky, big upside opportunities, to absorb into (and
hence migrate) the core in the long term

Forward To launch offensive strikes to capture rivals’ strongholds, to establish multimarket Entry into Japan, Lower-cc cycles from Buell positioned against Honda in
Positions contact in a rival’s core, to harass, distract or divert a rival’s resources or attention Europe

To be monitored to anticipate future threats and opportunities in emerging areas

currently not controlled by any major player

To create economies of scope and integration, to support, leverage or fund core

Vital Interests o
initiatives

Buffer Zones

Pivotal Zones Buell’s products for women, young/first-time riders

Power Vacuums

Doporucené ¢teni: D'AVENI, Richard A. Corporate Spheres of Influence. MITSloan Management Review, Summer 2004 Volume 45, Issue #4
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Jak se vyporadat s hyperkonkurenci
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Snaha o nalezeni tzv. sweet spotu

TED o rew st rwscoe  soos

What consumers
want

Where your firm meets What?

customers needs inaway ~ Where?

in which your competitors ~ Why?
How?

Competitors” Customers’ cannot
offerings needs
, Sweet )
% Sweet spot = unique spot
'.. How to protect/define boundary 1,2,3
Company’s
capabilities Context (technology, industry,

regulatory, etc.)

Source: Colfis & Rukstod (2008). Can You Soy What Your Strategy [s?, HBR (Apnil 2008}

Doporucené ¢teni: COLLIS, David J. RUKSTAD, Michael G. Can you say what your strategy is? Harvard Business Review, 4/2008

Hyperkonkurence muze mit vice podob

Hyperkonkurence imitacni Hyperkonkurence inovativni Dualni hyperkonkurence

Uvadéni novych produkti je
relativné casté, Imitace je
omezovana napf. patenty.
Typicky farmaceuticky primysl

Produkty s nizkym potencidlem k
inovaci, vétSinou spotiebni zbozi
s kratkou Zivotnosti. Konkurenéni
vyhoda spociva obvykle v inovaci
designu.

Prikladem domaci spotrebice

Imitace i inovace hraji dileZitou
roli. Obvykle hitech technologie,
komunikace.

Typickym pfikladem souboj
Apple a Samsung.
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