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Priprava segmentace

Rozhodnuti o segmentaci musi byt podporenou analyzou faze, ve které se trh nachazi

1. Prvni kdo si osvojuje novy produkt jsou Inovatofri zajimaiji
se o trendy, neboji se zkouset nové véci, chtéji se odliSovat
2. Jsou nasledovani skupinou vzdélanych, ¢asto majetnych,

nezavislych, pfemyslivych lidi, ktefi se rovnéz zajimaji o nové

véci, ¢asto jsou Opinion leadery

3. Nasleduje skupina, ktera adoruje a nechd se vést Opinion
leadery.

4. Dalsi skupina je cenoveé citliva, akceptuje produkt ve chvili,
kdy cena dostatecné klesne

5. Posledni skupina je tvorena zbyvajicimi lidmi, produkt
vlastni vSichni potencialni spotrebitelé

V prvnich fazich trhu je hlavni hybnou silou technologie,
nabizené produkty jsou Spickové a moderni.

S rychle rostoucim poctem uzivatel( ¢asto prevysuje poptdvka
nabidku. Hybnou silou je produkce.

Konkurenti rozpoznavaiji prilezitost a vstupuji na trh. Hybnou
silou je odbyt, prode;j.

Trh se dostava do faze zralosti, konkurence tlaci ceny dol(.
Hybnou cenou je snizovani naklada.

Trh je saturovan, snaha ozZivit poptavku modnimi alternativami
Ci vystrelky (fads).

Po vyCerpani téchto moznosti nezbyva neZ nasadit efektivni
marketing © — pfileZitost pro pokrodilou segmentaci

Doporucené ¢teni: ROGERS, Everett M. (1962). Diffusion of
Innovations. Glencoe: Free Press. ISBN 0-612-62843-4,
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Innovators  Early Early Late Laggards
2.5% Adopters Majority Majority 16%
13.5% 34% 34%
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http://www.lamolina.edu.pe/postgrado/pmdas/cursos/innovacion/lecturas/Obligatoria/16 - Rogers 1995 cap 6.pdf
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Priprava segmentace

V uvodnich fazich je trh casto spiSe homogenni, variace prichazi az se vstupem dalsich firem

— Podoba zralého trhu (priklad automotive) — vétsSina prodavanych voz( bude v oblasti
primérnych vlastnosti (nejvice vyhovuje majorité)

1. Vdvodnich fazich vyvoje trhu se objevuji (néjaké) vyrobky

2. Srustem trhu se objevuji konkurenti. Pribyvaji dobré i Spatné
produkty, nejvic ale pfibyva pramérnych. Trh se rozpada na
podskupiny.

3. Ve fazi zralosti nabidka pfevazuje nad poptavkou, tlak na snizeni
ceny, pribyva hlavné horsich produktu. S rostouci konkurenci trpi
hlavné pramérné produkty — pfileZitost pro segmentaci

high

Spe

fowr

high
Cenova valka obvykle vede k vytvoreni ,komoditniho“ trhu, nakonec
— nevyhraje nikdo
high
b,
—_ I Table X Market value of major players in the plain paper copier market
[ hgn \ ! ‘{___“Q Market value (million US$) 1973 1975 1980 1985 1990 1995 1999
L
/ / middie )\ Xerox 9,710 4,029 5,057 5,750 3,274 14,776 15,070
. [ 1 Hewlett-Packard 2,169 2,612 5,370 9,452 7,727 42,863 115,911
( Middle ff [N Canon 140 143 871 2,689 6,584 16,626 31,100
/ ) Ricoh 143 195 690 1,855 3,150 7.832 11,713
Konica 73 142 398 835 2,090 2,845 1,195
o | lonws \
L1 ) Source: Datastream 7 Decline of Film
1 3

/ Film rolls sold Camera sales
Xerox v 70. letech dominoval trhu s kopirkami. Nerozpoznal, Ze trh se dostava do faze zralosti ..

a ze firma ztraci technologickou vyhodu. Na trhu se objevily levné (malé) produkty, ¢asto z )
Japonska. Xerox ztratil trh navzdy, snaha oslovit vSechny segmenty trhu jednim produktem se
ukazala jako chybna.

Podobné dopad! Kodak na trhu s fotoaparaty v 90. letech — z dominantniho hrace az k _=>
bankrotu

2000

2005

1665
2010


http://www.forbes.com/sites/avidan/2012/01/23/kodak-failed-by-asking-the-wrong-marketing-question/

fm.vse.cz

Priprava segmentace — mapovani trhu

*  Po rozpoznani faze, v jaké se trh nachazi, prfichazi mapovani trhu

— Jak probiha distribuce od vyrobce ke spotrebiteli, jaké se vyskytuji mezic¢lanky, jaka cast
produkce jimi prochazi, identifikace decision-makert, zmapovani konkurence

Suppliers Distributors Retailers Contractors Final users
45k 180k 225k
B0k 15k
90k
|
105k 90k 75k
300k 105k 180k 75k 300k
Suppliers Distributors Retailers Contractors Final users
Bk 9% gk 28%
4k (50K]
6k 42% 1y, 339 225k 24%
(25K) (5K) (54K)
90k 22%
(20k)
]
105k 90k 75k
. 33% 33% . 40%
300k (35K) 105k 30K) 180k 75k (30K) 300k
28% 28% 28%
(Bdk) {50k} (84K)

Do mapy se nejprve zanesou hlavni objekty
vystupujici v procesu (krychle). Pak se
zaznamenaji vztahy mezi objekty reprezentujici
toky produktd (sluzeb). Nakonec se provede
kvantifikace tok. Cisla na za¢atku a na konci
fetézce se musi shodovat.

Na trhu se proda 300 tis. (k) vyrobk(. 45k jde od
vyrobce pfimo ke spottebitellim, 180k jde ke
spotiebitellim od retailer(, 75k od kontraktor(
(300k celkem). Vyrobce kromé 45k jdoucich
prfimo ke spotrebiteli, zdsobuje distributory
(105k), dale posila 60k kontraktorim a 90k
retailerdm (300k celkem).

Nasleduje vyznaceni trzniho podilu spolecnosti.
Pokud néktera ¢isla nejsou znama, Ize je
odhadnout.

Spolec¢nost ma na trhu podil 28 % (84k). Je
patrné, Ze podil pfimych prodejl je velmi nizky
(4k, jen 9 % z toho, co jde od vSech vyrobcl
pfimo ke spotrebitelim). Velmi silné ale
spolupracuje s kontraktory (25k, 42 % vseho
zbozi na trhu jdouciho pres kontraktory). Pres
retailery jde 50k produktd spolecnosti, coz
predstavuje 28% podil zbozi jdouciho pres
retailery. ...

v 14-fij-18 Tomas Kincl
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Priprava segmentace — mapovani trhu

— Mapa muze byt déle rozpracovana vyznacenim jednotlivych typ( objektu
* zarodek segmentace, jesté ale bez podrobné specifikace segmentu

Suppliers Distributars Retailers Contractors Final users

Cisla [9] oznaduji pocet subjekt(i na trhu. Mapa
je ddle rozpracovana podle predchozich
pravidel. Spole¢nost ma 28% podil na trhu (84k
vyrobk(), jen 4k (9 % z celkového trhu) jde ale
od spolecnosti primo ke spotrebiteldm. Pres

. - retailery jde 180k vyrobk( (od spolecnosti

o0k 42% (25k) 75k 40% (30K) celkem 50k, z toho 20k pfimo a 30k pred

e L [ Contractors Seg");%/ distributory). Retailery Ize rozdélit na ti typy
33k S 19501 (320 tzv. General, 110 tzv. Specialists a 4 tzv.

1% (18 K Co0ky
Rn . i |<] 3k 36% (200 Sheds). Pres specializované distributory jde 65k
i E?].'g?a 1| GE';E;' 6k 50% (10K) vyrobkd, z toho 25k od spole¢nosti, coz
—‘ ‘ reprezentuje 38% podil).
35k 29% (10K) = Segment 3
45k [3000] Mapu lze vytvofrit na zakladé aktuadlni situace
Suppliers 22% (10K) M 45k 42% {19k} nebo jako projektovanou na konci obdobi
o ] National 1 | | SPF?[}GI 5 (éaslolvv horizont vychazi tfeba z portfolio
300k 28% (84k) Bl = — analyzy).
65k 38% (25K) - 95500
55001 Pomoci mapy lze identifikovat i pfipadné
ggg - 60k 40% (24k) prileZitosti — napf. posileni pfimého prodeje
M nebo lepsi spoluprace s nékterym s meziclanka.
L l:!,i':;i,l -] 5?3?5 Rovné? Ize identifikovat, zda vynakladané
. ;?gthgeﬂrfjjr prostfedky na jednotlivé kanaly odpovidaji
90k 22% (20k) | gok 19% (15K) vysledku/vyznamu.
140k 15% (21k)

A5k 9% (4K)

v 14-Fij-18
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Priprava segmentace — mapovani trhu

— Posledni fazi mapovani trhu — vyznaceni bod( (leverage point), ve kterych se provadi

rozhodnuti o koupi

* Snaha identifikovat decision makery

Suppliers Distributors Retailers “Contractors Final users
| — —
1 | T
300k 105k 180k 15k 300k
0% | 20% T0%
| decided decided [~ | decided
. {10% (30%
{0%) 30k to go) B0k to go) 210k
Key: — junction where market leverage is found

V uvedeném prikladu se na udrovni koncovych spotrebitelQ
rozhoduje o 70 % nakupl — problém odhadnout tyto podily.

Priklad: firma Ragno vyrabi obklady. V fadé pfipadu je ale tim, kdo
rozhoduje o pofizeni konkrétniho vzoru architekt nebo developer
— firma proto zahrnuje do segmentace i tyto skupiny.

Priklad: spottebitel prichdzi do obchodu s elektronikou s cilem
zakoupit notebook. Prodejce se snazi presvédcit o alternativnim
vyrobku, spotiebitel se neda presvédcit, odchazi s vyrobkem,
ktery zamyslel (market leverage =zUstdvd u koncového
spotrebitele). Alternativni vyrobce se muZe pokusit ovlivnit
opinion makery ve spole¢nosti (pokud existuji, méli by byt
zaneseni v mapé), ¢i zastupce retailera, aby presunul market
leverage jinam.

% of the
total market
decided on

300k

Suppliers Distributors Retailers Contractors Final users
|
GOk 42% (25k) 75k 40% (30k)
| Contractors  —  Segment 1
35k 15k 33% (5k) [50] [2500]
qlll
S1% (18] —‘ 55k 36% (20K)
| Regional K General
35k 29% (10K) 595“53;}3
gg: o 45k 42% (19)
Suppliers ’
9] —— Mational [ Specialists
2] R mnioj
300k 28% (B4k) L e
65k 38% (25K) —~ [5500]
5k 60k 40% (24K)
%
|| Local Him Sheds
[45] ] Others
[12 5007
90k 22% (20K) B0k 19% (15K)
140k 15% (21k)
20k 15%
2ok | [ 15 | o
45k 9% (k)

Obé mapy vyjadfuji totéz, prava je podrobnéjsi (20k a 15 %
u Sheds: o 20k z 80k celkového objemu trhu, ktery jde pres
Sheds se rozhoduje na této Urovni. 15 % z téchto 20k produktd
je z nasi spole¢nosti.

v 14-Fij-18
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Priprava segmentace — mapovani trhu

— Mapa trhu a market leverage points se mohou vyznamné lisit v zavislosti na produktu nebo
charakteru trhul!

* UB2Ctrhu ma Smy5| soustredit se Business-to-consumer Business-to-business
na koncové spotrebitele
. T v Final 70% decided Final 5% decided
« U B2B je nutné cilit na ¢leny e B
schvalovaci komise a na sekéni séfy (30% to go) (95% to go)
'qf
5% dacided Section 35% decided
Buyers cide et ecide
(5% fo go) {60% to go)
. , , - Y Y
* Snaha postihnout zakladni charakteristiky : :
o . Lo o u. ; Retailers 5% decided Approval 50% decided
téchto skupin a vymezit je vuci ostatnim group
' {0%) {10% to go)
r Y
Buying 10% decided
Suppliers Department
SEGMENTACE di
] !
Suppliers

Rozdilné role ve firmach

Doporucené ¢teni: BONOMA, Thomas V. Major Sales: Who Really Does the Buying?
Harvard Business Review 7/2006

| v rodindch

v 14-fij-18 Tomas Kincl


https://hbr.org/2006/07/major-sales-who-really-does-the-buying
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Segmentace

* Vyznam segmentace vzrusta v poslednich 30 letech s rozvojem cilového marketingu

* Neni ale jedinou cestou

— nediferencovany marketing

drive
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— koncentrovany marketing (niché)

Undifferentiated marketing

| Firm | Market
Marketing mix

Differentiated marketing

Markeingmx1 | Segment 1 |
| Firm | Vanaigen - | Segment 2 |
Marketing miy 3 | Segment 3 |
Concentrated marketing
Segment 1
| Firm Segment 2
Marketing mix
Segment 3

Gilligan, C. Wilson, R.M.S. Strategic Marketing Planning, 2" ed. Routledge. 2009

Proc¢ segmentovat?

* ZvySeni trzniho podilu — adaptace produktu a osloveni novych
segmentl (napt. MotherCare a vyssi vékové skupiny)

* Iniciace vyvoje nového produktu

* Uvedeni produktu na nové trhy (mobilni telefony pro dichodce)

* Identifikace zpUsobu jak provadét marketingové aktivity (napf:
inzerce v Casopise, ktery Cte zacileny segment)

v 14-fij-18 Tomas Kincl 9


http://www.slideshare.net/sethmsparks/black-decker-1990-strategy-mba-case
http://www.autoblog.com/2010/09/29/2012-ford-focus-north-americas-version-of-global-car-in-detail/
http://www.pg.com/en_US/brands/all_brands.shtml
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Organizacni aspekty segmentace

ZpUsob segmentace odrazi i organizacni struktura

— Podle zakaznik( spole¢nosti — zaloZzena na charakteristikach zakaznik( (viz dale)

A Acrcadia Group Limited

Nemusi byt na prvni pohled BURTON

vidét ve struktufe organizace Evans oo <Setdidgz
(velka ¢ast organizace je

spole¢na pro vsechny TOPSHOP TOPMAN

segmenty).

DOROTHY PERKINS

BA — zakaznicka segmentace
podle nabizenych tfid — first
class, business, economy

Customer

High Bolt on Segmentation Strategic Segmentation

Driven

BA — strategickd rozhodnuti se

tykaji obsluhovanych teritorii Structural Segmentation

Sales Based Segmentation

Low High

Organisational Integration

~ LOUIS VUITTON
QUTFIT .

wallis

VSechny procesy/aktivity organizace jsou
seskupeny podle zdkaznickych segmentd, to
vyznamné odrdzZi i struktura organizace

chemicka ICI vyrabéjici hnojivo (SBU podle typu
hnojiv — napft. dusikata hnojiva, hnojiva s fosfaty,
draselnd hnojiva); ¢asto se pouZziva v B2B
segmentaci. Déleni podle produktu je hluboce
vrostlé do struktury organizace

Jenkins, M., & McDonald, M. (1997). Market segmentation: organizational archetypes and

research agendas. European Journal of Marketing, 31(1), pp. 17-32.

v 14-fij-18 Tomas Kincl
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https://dspace.lib.cranfield.ac.uk/bitstream/1826/1044/1/McDonald-Market Segmentation EJM.pdf
http://www.lvmh.com/the-group/lvmh-companies-and-brands
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Zpévak Boy George i Arcibiskup z Canterbury

patfi do stejné socioekonomické skupiny (A),
V4 [ ]

Segmentace — nejcastejsi krit@ria o mrn e e e e
*  Mduze probihat podle rady kritérii

Doporucené ¢teni: YANKELOVICH, Daniel. New Criteria for
Market Segmentation. Harvard Business Review, 3/1964

Customer/client
charactenistics

[ Attitudes )

Psychographics

YANKELOVICH, Daniel, MEER, David. Rediscovering Market Hete
Segmentation. Harvard Business Review, 2/2006 Marketsegments | SR
e s . / . 4. ® Size? demographic ]
— Tradi¢ni demografické charakteristiky o Access? e
(vék, pohlavi, vzdélani) nejsou dosta- shecosicoce Sl
tecnym podkladem pro stanoveni ‘[ Seblective M’:"::ﬂ 3

Customer/

marketingovych strategii/segmentaci
client

Traditional demographic traits such as age, sex, education behaviour
levels, and income no longer said enough to serve as a basis for

marketing strategy. By the early 1960s, however, consumers ‘[
were becoming less predictable in their buying habits: Many
people without much education had become affluent; others
with sophisticated tastes had become very price conscious. As Figure 5.1 Principles of market segmentation

a result, tastes and purchasmg patterns no Ionger neatly Reprinted from R. A. Palmer and P. Millier (2004), 'Segmentation, Intuition and implementation’, Industnal Marketing
aligned with age and income, and purely demographic Management, 33 (8), pp. 779-85. Copyright ©2004, with permission of Elsevier

Objective

Promotional response

)
sage )
)_g Pncelien:tivity )
)

Loyalty/repeat purchase )

segmentations lost their ability to guide companies’ decisions.
— Je potreba pristupy kombinovat — socio-ekonomicka Ci socio-demograficka segmentace,
psychograficka

Nondemographic traits such as values, tastes, and preferences were more likely to influence consumers’ purchases than their demographic traits were.

— Nejnoveéji behaviordlni segmentace — s rozpadem trhu, rozvojem e-commerce, big data

The wave of information and technology functionality that is making old segmentation obsolete is now making a new segmentation

possible. Marketers no longer need to be so indirect about figuring out what a customer will do or like. Every time you watch a

television program, make a phone call, search for an address, order something on the Internet, or get in your car and turn on the GPS

navigation you leave a trail of data behind you. That insight into actual behavior is critical because it provides insight into how, why,

where, and when a customer gets value out of a product. Learning How to Make Market Segmentation Work Again v 14-fij-18 Tomas Kindl 11



https://hbr.org/1964/03/new-criteria-for-market-segmentation
https://hbr.org/2006/02/rediscovering-market-segmentation
https://hbr.org/2011/03/how-to-make-market-segmentation-work
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Geograficka segmentace

* Klima (tropické, subtropické, mirné, ekvatorialni, arktické atd., pfipadné suché, vihké,
primorské, vnitrozemni; mUze souviset i se znecisténim a dalSimi ekologickymi vlivy)

&cCastrol |

* Morfologie oblasti (velehory, pahorkatiny, roviny)

BORTON "« Hustota a charakter osidleni (metropolitni, méstska, venkovska; mésto, obec, vesnice...)

*  Region, provincie, stat, kontinent (ale mdze jit aZ na Groven ZIP/PSC — napt. lokaIni nabidka
pfipojeni, regionalni radia)

-fMercade
de Walmarts’

v 14-fij-18 Tomas Kincl 12


http://www.castrol.com/castrol/genericarticle.do?categoryId=9014674&contentId=7041639
https://support.google.com/googleplay/answer/2462844?hl=cs

Demograficka segmentace

Y 15

One Adult Household
¥

Two Adult Household

Two Adult Plus
Children Household

One Adult Plus
Children Household

fm.vse.cz

Pohlavi

Vék (rtzné velké kategorie dle potreby), napft. kojenecké zboii,
£ ddchodové pojisteni, potravinové doplfiky pro muze/Zeny po padesatce, ...

HARLEY-DAVIDSON

Eg Rodinny stav - svobodni (bud' Zijici s rodic¢i — vzrustajici trend, nebo v samostatné

domadcnosti), novomanzelé, plné hnizdo 1 (déti do 6 let), 2 (starsi déti, ale stale zavislé), 3
(déti jsou zavislé, ale dospélé, napt. na VS), prazdné hnizdo 1 (déti z domu, prebytek financi),
2 (jeden z partner( uz je v dichodu, objevuji se zdravotni problémy), vdovec/vdova

Bachelor I Bachelor IT Bachelor IIT
A A A
I | I
=== == bm———— 1
y | . Yy | i Yy |
| I
| |
Young Couple T Childless Couple T Older Couple
| I
| I
H I i A
L ___ ] : 1 :
o ] : 1
v | L4 |
Delayed Full Nest 1 :
Full Full I :
Nest 1 | Nest Il Full Nest 111 >
A
| 1 1 A
| I I
Single Single Single
Parent | | Parent II Parent 111

Under 35 Years

—  Marry

------------ »  Children Enter or Leave

Source: Gilly and Enis (1982)

Vyzkumy potvrzuji, Ze uz 8-12leté déti se podileji na rozhodovéni o obleceni (91 %),

zbozi denni potreby (79 %), dovolené (54 %), ale tfeba i automobilu (12 %)

35 to 64 Years

C——

R o

Over 64 Years

Divorce/Death

Aging

E% MACLA

YouthPulse: The Definitive Study of Today’s Youth Generation,” Harris Interactive, 2009.

MARTENSEN, Anne; GRONHOLDT, Lars. Children's influence on family decision making. Innovative Marketing, 2008, 4.4: 14-22.

REN

Pozor na rozdilné role v rodiné:

Initiator — The person who first suggests or thinks of the idea of
buying a particular product or service

Influencer — A person whose view or advice influences the
buying decision

Decider — The individual with the power and/or financial
authority to make the ultimate choice regarding which product
to buy

Buyer — The person who concludes the transaction

User — The person (or persons) who actually uses the product or
service

Nékdy se rozlisuji i role

Information gatherers/holders — seek out information about
products of relevance. These individuals often have a great deal
of power because they may selectively pass on information that
favors their chosen alternatives

Dalsi ¢lenové rodiny se mohou Ucastnit nakupniho procesu pfi
smlouvani, vytvareni dojmu, vzbuzovani emoci, hra na hodného
a zlého, atp.

v 14-fij-18 Tomas Kincl


http://www.lidovky.cz/evropan-do-30-let-stale-casteji-bydli-s-rodici-rekordmany-jsou-slovaci-1jm-/zpravy-svet.aspx?c=A140124_190325_ln_zahranici_ml
http://kristahart.wordpress.com/2012/07/02/harley-has-what-women-want-4/
http://businessperspectives.org/journals_free/im/2008/im_en_2008_04_Martensen.pdf

Demograficka segmentace

fm.vse.cz

Typ bydleni (byt/mezonet, pfizemni diim, rodinny diim, fadovy diim, dvojdomek; typ

vlastnictvi, pocet pokojli/loznic; bez/s/vice garazi)

Vzdélani (nejvyssi dosazené)

o

SJEDNE]TE SI
PUJCKU AZ

150 000

reite rdi jedaedchoy

2 Do 10 mivat g0 vada
plytha witzens

HOME l |
CREDIT

NEZAVAZNA
ZADOST

3 Pasize jae pestiery =
i G5l

Many

happy
returns.

)

i Ficeity

v 14-fij-18 Tomas Kincl
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Demograficka segmentace

*  Povolani (odbornici a technici, vedouci spravni aparat a vlastnici, Urednici a prodavadi,
remeslnici a mistfi, délnici, farmari, studenti, lidé v domacnosti a nezaméstnani, atp.)

v 14-fij-18 Tomas Kincl 15



Demograficka segmentace

fm.vse.cz Malaysia firm's 'Muslim car' plan

The Malaysian carmaker Proton has announced plans to
develop an "Islamic car", designed for Muslim motorists.
The car could boast special features like a compass pointing
to Mecca and a dedicated space to keep a copy of the

Néboienstvi Koran and a headscarf.

The firm has been in talks recently with VW about a
takeover by the German car giant.

To change the way you look
just change the way you cook

UNITED COLORS
OF BENETTON.

ame
*®  USLIMAY

s
7

Kombinace kritérii — geodemografickd segmentace, existence rady segmentacnich systému/
frameworkd(

Pozor na zjednodusujici uziti demografickych kritérii — plati ¢im dal méné

Demographic segmentation can still tell you what people buy: Few middle-aged men buy Diesel jeans; few adolescents beg
Mom to buy Dockers. But demographics no longer tell you how people shop. So it’s a poor basis for channel design.
Doporucené c¢teni: NUNES, Paul, CESPEDES, Frank, V. The Customer Has Escaped. Harvard Business Review 11/2003
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http://www.swimsuit.com.my/muslimah-swimsuit
http://news.bbc.co.uk/2/hi/asia-pacific/7089707.stm
https://hbr.org/2003/11/the-customer-has-escaped
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Demograficka segmentace

*  Priklad nefungujici segmentace
— Segment — pohlavi: muz, vék: 35-64, ro¢ni pfijem $125K+
— Typicky segment pro luxusni vozy?

Market Share—Male New-Vehicle Buyers Ages 35-64
with Household Income of $125K+

Back in 2010, AudienceScience reported that 80%

Model Reach % Rank - - )
Ford F-Series LD 218 | of hm_arketers 0were using behawor:;l_ tlargetcmg
BMW 3 Serios 563 5 techniques, 76% targeted by geograp ic gcatlon,
: : and 75% used demographic information for
Chevrolet Silverado LD (Mon-Hybrid) 2.43 3 A
targeting. The report also found that most
Honda Accord Sedan 232 - . . .
— _ marketers believed behavioral and demographic
Honda Civic (Mon-Hybrid) 2. 5 . . .
: - - targeting were their best options.
Nissan Altima ‘ND”'H"brfd] 170 6 Jump ahead two years to 2012, and a new study
Toyota Camry (Non-Hybrid) 167 ! by Catalina Marketing reports that marketers are
Ford FSeries HD 152 8 wasting millions of dollars by relying on
Toyota Tundra 142 10 Using behavioral segmentation along with
Honda Pilot 139 1 traditional demographic segmentation in your
Infiniti G-Series 139 12 market research surveys yields more useful data
Chevrolet Camaro 133 13 that tells a more complete story than
Toyota Tacoma 132 14 demographics alone can provide. Bottom-line,
Acura MDX 127 15 demographic segmentation isn’t dead, but it’s
Jeep Wrangler 124 18 extremely limited in what it can deliver.
BMW 5 Series 121 17 The Slow Death of Demographic Segmentation
Mercedes-Benz E-Class (Sedan/Wagon) 118 18
Toyota Prius 1.18 19
Lexus RX Series (Non-Hybrid) 1.18 20
Source: J.0 Power and Associates 2011 Power Auto Offiine Media Reportsd—I\inter Figure 5

' _ o GOYAT, Sulekha. The basis of market segmentatiogn: a critical
The Death of Demographics: Why Targeting by Purchase Behavior is review of literature. European Journal of Business and

Most Effective in Automotive Marketing Management, 2011, 3.9: 45-54.
v 14-fij-18 Tomas Kincl 17



http://www.jdpower.com/sites/default/files/2011_WhitePaper_DeathofDemographics.pdf
http://www.bizreport.com/2010/08/report-marketers-adopting-new-targeting-options.html
http://www.adweek.com/news/advertising-branding/catalina-marketers-waste-millions-wooing-demos-141961
https://aytm.com/blog/research-junction/the-slow-death-of-demographic-segmentation/
http://www.iiste.org/Journals/index.php/EJBM/article/viewFile/647/540

Socio-ekonomicka segmentace UK

* UK - hlavni socio-ekonomicka klasifikace NS-SEC
(National Statistics Socio-Economic Classification)

— Stavi na pracovnim zarazeni jednotlivce

— Klasifikace ,hlavy rodiny“ — household reference

person (HRP)

— Pouziva se predevsim v Setrenich britského
statistického uradu, Ize pouzit i pri segmentaci trhu

— V 2001 nahradila dfive hojné uzivanou klasifikaci
JICNARS/NRS, nové JICREG/NRS

— 17 kategorii, obvykle zuzenych na zakladnich 8 (3)

Where people drink: from city centre to home

Malcolm Patterson: If you are at a dinner party and you've
got something nice, a bottle of wine, the right bottle of wine
with a meal, sort of, adds something. (Stoke, Male, 55-64,
NS-SEC 1)

Annie Peters: | don’t [have any health concerns], you should
do shouldn’t you, because you see it everywhere and you
know like alcohol is like one of the biggest killers out of any
drug that there is but you just, you just don’t. (Stoke, Female,
25-34, NS-SEC 1)

CzechTourism

20 let svami

Socio-ekonomicka klasifikace (N5S-SEC) ve Velké Britanii je zaloZena na existenci socidlnich skupin
(segmentd), které jsou dany historickym wvyvojem. leité pfed deseti lety byla wyuZivana
Sestistupriova Skala socidlnich skupin A, B, C1, C2, D a E, z nichi se pasivniho turismu Gcastni
pouze skupiny A (vysoci manaiefi, administrativa a odbornici), B (stfedni manaZefi, administrativa
a odbornici), C1 (dfednici, junior manaZefi, administrativa a odbornici).

Zaméfeni na jednotlivé skupiny z hlediska pasivniho turismu sméfuje na skupiny 1 — 4/5
odpovidajici pfiblizné pfedchozimu rozdéleni britské spolecnost na skupiny A = C1/C2.

NS-SEC

Class 1a

Class 1b

Class 2

Class 3

Class 4

Class &5

Class 6

Class 7

Class 8

Large employers, higher level managers: company
directors, senior policeffire/prison/military officers,
newspaper editers, football managers (with squad of
25 plus), restaurateurs

Professionals: doctors, solicitors, engineers, teachers,
airline pilots

Associate professionals: journalists, nurses/midwives,
actors/musicians, military NCO/junior policeffire/prison
officers, lower managers (fewer than 25 staff)

Intermediate occupations: secretaries, air stewardesses,
driving instructors, footballers (employee sportsmen),
telephone operators

Small employers/managers, non-professional

self-employed: publicans, plumbers, golfers/tennis players
(self-employed sportsmen), farm owners/managers (fewer

than 25 employees)

Lower level supervisors, craft and related workers:
electricians, mechanics, train drivers, building
siteffactory foremen, bus inspectors

Semi-routine occupations: traffic wardens, carstakers,
gardeners, supermarket shelf-stackers, assembly-line
workers

Routine occupations: cleaners, waiters/waitresses/bar
staff, messengers/couriers, road workers, dockers

Excluded: long-term unemployed, never worked,
long-term sick

The old JICNARS  and the new
A Professional Class 1
B Managerial‘technical Class 2
C1 Skilled (non-manual) Class 3
C1 Skilled (non-manual)  Class 3
C2 Skilled (manual) Class 3
D Partly skilled Class 4
D Partly skilled Class 4
E Unskilled Class &
Other Class 6

Does your social class decide if you go to
university? Get the full list of colleges
Social class and degree course, by university

Total full-time Number from manual % from manual

Order  Institution first degree occup- ational back- occup- ational back-
entrants grounds grounds®

1 Total UK 355,615 70,935 323

2 Total England 203205 59,335 324

3 Anglia Ruskin University 2,445 400 391

4 Astan University 1,525 410 371

3 Bath Spa University 1,395 355 346

6 The University of Bath 1,895 290 19.0

7 g;'j"fir;g; “:: 2,205 a5 267

8 Birkbeck College 40 0

9 E:E;g':;m city 4,000 260 447

0 The Flnlversny of 1895 210 533

Birmingham '

A far greater percentage of workers in routine occupations (Class 7) reported a
disability than workers in higher managerial and professional occupations (Class 1).

PERCENTAGE RATES' OF DISABILITY BY SOCIO-ECONOMIC
OCCUPATIONS IN ENGLAND AND WALES

in the 2011 Census, respondents were asked whether their day-to-day activities were ‘Not Limited’, ‘Limited a Lot’
or ‘Limited a Little’, Those assessing themselves as limited can be classified as having a disability,



http://www.ons.gov.uk/ons/guide-method/classifications/current-standard-classifications/soc2010/soc2010-volume-3-ns-sec--rebased-on-soc2010--user-manual/index.html
http://www.jicreg.co.uk/
http://www.ons.gov.uk/ons/guide-method/classifications/current-standard-classifications/soc2010/soc2010-volume-3-ns-sec--rebased-on-soc2010--user-manual/index.html
http://www.rgs.org/NR/rdonlyres/D568C0B1-6B4B-40CA-BA86-653495631026/0/Valentineetalcleancopy.pdf
http://www.theguardian.com/news/datablog/2010/sep/28/social-class-university-data
http://www.ons.gov.uk/ons/rel/census/2011-census-analysis/differences-in-disability-prevalence-by-socio-economic-occupational-groupings-in-england--wales--english-regions-and-local-authorities--2011/info-disability-prevalence.html
http://www.czechtourism.cz/getmedia/477dfe3e-9757-4c96-881b-6bf0554d5558/country_report_spojene_kralovstvi_2013.pdf.aspx

Geodemograficka segmentace UK

* UK - Geodemograficka — ACORN (A Classification Of
Residential Neighborhoods, CACI), pro UK

— Tyka se rodin

— Zalozeno na verejnych censech i vlastnich vyzkumech

— Klasifikace ZIP kédU (,,sousedstvi“)

— 62 segmentu v 18 kategoriich

— Pres 120 demografickych a 300 lifestylovych charakteristik

— Zalozeno na uvaze, ze podobni lidé se shlukuji ve stejnych
lokalitach ("birds of a feather flock together")

— Geograficky informacni systém

— Vyuzivano pro:

Umisténi pobocek

Definice prodejnich teritorii
Vybér marketingovych aktivit

Volba médii a kanall
Roznaska letakt

Nabidka produktd v jednotlivych prodejnach

It must be recognized that despite claims from commercial companies, there are inaccuracies within all
the geodemographic systems. Many of the errors are bound up firstly with the difficulty of matching EDs
to postcodes and secondly trying to reflect as far as possible the changes in housing since the last census.
JOSEPH, L.; YORKE, D. Know Your Game Plan: Market Segmentation in the Personal Financial Services
Sector. The Quarterly Review of Marketing, 1989, 15.1: 8-13.

The acern structure

6 categories. 18 groups. 62 types.
() 1 AFFLUENTACHIEVERS  Types

A Lavish Lifestyles

B Executive Wealth

Exclusive enclaves
Metropolitan money
Large house luxury

Asset rich families

Wealthy countryside commuters
Financially comfortable families
Affluent professionals
Prosperous suburban families
well-off edge of towners

C Mature Money

Better-off villagers

Settled suburbia, older people
Retired and empty nesters
Upmarket downsizers

‘) 2 RISING PROSPERITY Types

D City Sophisticates

Townhouse cosmopalitans

Younger professionals in smaller flats
Metropolitan professionals
Socialising young renters

E Career Climbers

‘) 3 COMFORTABLE COMMUNITIES Types

F Countryside Communities

Career driven young families
First time buyers in small, modern homes
Mixed metropolitan areas

Farms and cottages
Larger Families in rural areas
Owner occupiers in small towns and villages

G Successful Suburbs

H Steady Neighbourhoods

| Comfortable Seniors

J  Starting Out
32

Comfortably-off Families in modern housing
Larger family homes, multi-ethnic areas
Semi-professional families, owner occupied neighbourhoods

Suburban semis, conventional attitudes
Owner occupied terraces, average income
Established suburbs, older Families

Older people, neat and tidy neighbourhoods
Elderly singles in purpose-built accommadation

Educated families in terraces, young children
Smaller houses and starter homes

‘ 4 FINANCIALLY STRETCHED Types

K Student Life
34
35
36
L Modest Means

M Striving Families

N Poorer Pensioners

Student flats and halls of residence
Term-time terraces
Educated young people in flats and tenements

Low cost Flats in suburban areas

Semi-skilled workers in traditional neighbourhoods
Fading owner occupied terraces

High occupancy terraces, many Asian families

Labouring semi-rural estates

Struggling young Families in post-war terraces
Families in right-to-buy estates

Post-war estates, limited means

Pensioners in social housing, semis and terraces
Elderly people in social rented flats

Low income older people in smaller semis
Pensioners and singles in social rented flats

‘ 5 URBAN ADVERSITY Types

O Young Hardship
50

51
P Struggling Estates

Q Difficult Circumstances

Young Families in low cost private flats
Struggling younger people in mixed tenure
Young people in small, low cost terraces

Poorer families, many children, terraced housing
Low income terraces

Multi-ethnic, purpose-built estates

Deprived and ethnically diverse in Flats

Low income large families in social rented semis

Social rented flats, families and single parents
Singles and young Families, some receiving benefits
Deprived areas and high-rise flats

‘) 6 NOT PRIVATE HOUSEHOLDS Types

60
61
62

Active communal population
Inactive communal population
Without resident population


http://acorn.caci.co.uk/
http://acorn.caci.co.uk/downloads/Acorn-Technical-document.pdf

eodemograficka segmentace UK
UK — Geodemografickd — ACORN (A Classification Of

Residential Neighborhoods, CACI), pro UK

é kulturnich akci v okoli Liverpoolu

Ukazka: predplatitel

s

e ¥

This map shows the
dispersion of 2009/10
bookers as well as the 15, 30,
45, 60 and 90 minute drive
time boundaries from
Liverpool.

Each red dot on the map
represents one booker (or
more than one if they share
the same postcode). Whilst
groupings of bookers are
interesting to note and may
signify an area of high
penetration, they may
represent only a very small
percentage of bookers. Much
more significant are the areas
in which there are no

- bookers, and it is worth
considering why this may be
so.

Profile:

2009/10 Merseyside bookers

Acom is a leading geo-demographic classification used to
identify and understand the UK population and the demand
for products and services. Acorn categorises all 1.9 mi
K postcodes using a variety of demographic statistics and
litestyle variables, providing a clear understanding of the
status and circumstances of the people living at that
posteode. Mare infarmation about Acomn, as well as full
descriptions of Acom categories can be found at:
hitpz/iwww.caci.co.ul/pdfs/new%20acorn%20brochure pdf.

The table shows the distribution of the bookers across
different Acorn categories and groups, and compares this
distribution to the population within a defined base area.
This base has been taken as the drive time area most
reflective of your organisation’s catchment area, defined as
the area containing 80% of the bookers.

Profile

The number of bookers that fall within each Acorn category
and group. The % column next to it concems haw this
breaks down in percentage terms

Base

The number of adults living within the calculated catchment
area that falls within each Acorn category and group. The %
column to the right of it concerns how this breaks down in
percentage terms

index

This column concerns how the bookers Acorn distribution
relates to the base population’s distribution, i.e. how the 2
percentage figures relate to each other. An index above 100
means that category or group is over-represented amongst
bookers compared to the base population. Similarly, an
index below 100 means that category or group is under-
represented amongst bookers.

a ( O I I l Base: Total Adults 15+ from area
the 'pl consumer ificatior within 45 minute drive time

ACORN 2009 Categories Profile % Basae % Index
1. Wealthy Achievers 53,749 314 450,794 182 173
2. Urban Prosperity 11211 6.6 160,502 B85 101
3. Comfortably Off 62,246 364 805,673 325 112
4. Moderate Means 20,691 121 376,024 152 80
5. Hard Pressed 23,179 135 883,960 276 49
ACORN 2009 Groups Profile % Base % Indax
1A Wealthy Executives 19,528 114 174,440 7.0 162
1.B Affluent Greys 11,299 6.6 81,064 33 202
1.C Flourishing Families 22922 134 195,290 79 170
2.D Prosperous Professionals 3553 21 36,780 15 140
2.E Educated Urbanites 4639 27 95,389 39 70
2F Aspiring Singles 3019 18 28,333 11 154
3.G Starting Out 4,426 2.6 65,115 26 a8
3.H Secure Families 37911 222 487,015 197 113
3.1 Settled Suburbia 12,451 7.3 188,148 B8 107
3.J Prudent Pensioners 7.458 4.4 85,395 34 126
4 K Asian Communities 109 01 5925 0.2 27
4.L Post Industrial Families 5626 33 76,654 31 108
4.M Blue Cellar Roots 14,956 87 293,445 118 74
5.N Struggling Families 15,855 9.3 445,599 18.0 52
5.0 Burdened Singles 5840 34 190,119 7.7 a4
5.P High Rise Hardship 1297 08 44913 18 42
5.0 Inner City Adversity 187 04 3,329 01 81
Unclassified 4,192 31,908

Total 171078 2,476,953

49: YOUNG FAMILIES IN LOW COST PRIVATE FLATS -
SUMMARY

The majority of these young people are iving In purpose built
witn some in houses that have been

ile most are buying these Nats

1es with shared equity, there may be a significant
privately but sometimes from 2

EISSNIR <ocial housing

(LBl Tivically these flats are found in o around smaller towns
an settings in major Giies.
heaper property in the

all sze and partly their location

Housing »

Work

Moloring »

Money» ated or divorced people, some of whom may be

porting children who live

Digtal»

Lifestyle b

comes are generally below the average Jobs
misture of junior white collar positions,
nual workers, shop workers and other routs
routing jobs. Egucation levels will be mixed,
olthese paopie being racent university graduates

©CACI Liries, 2013

49: YOUNG FAMILIES IN LOW COST PRIVATE FLATS - FAMILY

Rolioves bars 1o 364 labais and valuea

Country of Bith Structure

ising Prospenty

nfortal mmunities

etched

6 Not Private Households
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http://acorn.caci.co.uk/
http://www.larc.uk.com/wp-content/uploads/2011/10/Merseyside-Benchmark-Report.pdf

Second City Town & Rural

fm.vse.cz

= i
____l
Geodemograficka segmentace US i
. ’ . ization
*  USA — Geodemograficka — PRIZM Social Groups
H : H H : u1 S1 c1 T

(POtentIaI Ratlng IndeX for le Markets’ Nlelsen Clarltas) HfH Urban Uptown Elite Suburbs Second City Society Landed Genfry
The 14 Social Groups of PRIZM® are based on Nielsen Urbanization class and e 01 Upper st e o8 countySqies
affluence, two important variables used in the creation of PRIZM. First, segments are 18 Bonemizn i 03 Hovers & Shakers 13 Upwara Bouna e i
placed in one of four urbanization class categories - Urban, Suburban, Second City or o seneon e e mere cras e oty oot

Town & Rural. Within each of these categories, all the segments are then sorted into
groups based on affluence, another powerful demographic predictor of consumer
behavior. All of the 66 segments are grouped into one of these 14 Social Groups.

— Tykd se domdcnosti (resp. sousedstvi — ZIP kod)

T2

Country Comfort
23 Greenbelt Sports
28 Traditional Times
32 Mew Homesteaders

Bcutive Suites
14 Mew Empty Nests
15 Pools & Patios

17 Beltway Boomers
18 Kids & Cul-de-sacs
19 Home Sweet Home

— "birds of a feather flock together."

— Census data, verejné i privatni demografi

spotrebitelské prazkumy 83

Middleburbs

21 Gray Power

22 Young Influentials
30 Suburban Sprawl
36 Blue-Chip Blues
39 Domestic Duos

— Geograficky informacni

Upscale Oide

S4

Inner Suburbs

44 New Beginnings
46 0ld Glories

49 American Classics
52 Suburban Pioneers

St G 1 oo : Detailni informace o kazdém segmentu

Lifestage Group:

LOw

Nielsen, the information and measuring company best known for their TV ratings, focuses instead on segments
representing broad marketing categories. The approach has won over clients including the Coca Cola Company, Kraft
Foods, Wal-Mart, Ford, Toyota, Nestle S.A., Procter & Gamble and the Unilever Group. Nielsen also sells marketing
profiles of particular ZIP codes. Why market to broad groups when marketers have the ability to drill down and appeal
to an individual’s specific preferences? “l would say there is an inverse relationship between the size of the market and
the marketing. If you are dealing with big mass markets, you have to go, almost by definition, to/mass types of
Sl - strategies to reach a lot of people because of the effectiveness and the efficiency.” Long Live The Micro-City Blues!
Why Companies Don't Always Market with Our Private Data v 14-¥ij-18 Tomas Kincl 21



http://www.claritas.com/MyBestSegments/Default.jsp?ID=7020&menuOption=learnmore&pageName=PRIZM+Social+Groups&segSystem=PRIZM
http://www.claritas.com/MyBestSegments/Default.jsp?ID=70&pageName=Learn+More&menuOption=learnmore
http://www.claritas.com/MyBestSegments/Default.jsp?ID=7030&menuOption=learnmore&pageName=Nielsen+Urbanization&segSystem=PRIZM
http://www.claritas.com/MyBestSegments/Default.jsp?ID=37&id1=1027&id2=11
http://www.claritas.com/MyBestSegments/Default.jsp?ID=20
http://www.forbes.com/sites/adamtanner/2013/07/29/long-live-the-micro-city-blues-we-are-still-often-part-of-a-faceless-mob/
http://support.donorscape.com/assets/files/documents/PRIZM_Large_11.pdf

fm.vse.cz

Geodemograficka segmentace US

* USA - Geodemograficka (behavioralni)
— Nielsen PSYCLE Lifestage Groups—»

Younger Years Family Life Mature Years Younger Years Family Life Mature Years

zivotni faze rodiny

All 58 PSYCLE® segments are numbered in order of affluence
and grouped into these 12 broader Lifestage Groups, as shown
by the color-coded chart below. Lifestage Groups capture a

Y1 F1 M1 M1
HKH Voung & Wirsless Exie Aophng Bl Wireless White-Collars combination of three variables—affluence, householder age micn F1 Enancial Elite
gj é:::r;:::ivsnﬁ g; :::;::j:?:ammes :;metv;l?\:ssncates and whether there are children IIVIng at home and are 4 Flourishing Families E; ;’L“zix‘;"“;‘:‘g"e‘
i nadiie R organized by lifestyle and financial behavior. For example, the oy pany Fernes M2
Uiesis Sl St M2 three Lifestage Groups that comprise Younger Years are for the 2 eaner e T —
t id-Tech: . . .
Sisaoiie most part young and childless households. What differentiates 02 Gopatoters
22 Anal i i i omestic Bliss
Y2 F2 ?4‘,,;,:335;;"3,‘“7 Lifestage (.Sroup Y1 .Upwardly Mobile from Lifestage Grogp Y2 Y1 F2 e e
Suburban Spenders S Metro Mainstream is the level of affluence each has achieved Upwardly Mobile Upscale Earners 17 Home Sweet Equity
- ” 14 Financial Independents
08 Doty at these younger ages. R e o 10 New oney M3
i Srlna ngxﬁ 21 Leveraged Life
15 Bundled Burbs . H 7. o 4 23 School Daze
i oot Geograficky informacni system s saattane

32 Family Sprawl

$ F3

IMass Middle Class
’ 33 Cut-Rate Country

USA — Geodemograficka (behaviordlni
— Nielsen ConneXions

prijimani technologii
All of the 53 ConneXions® segments are grouped into 10
broader Lifestage Groups as shown by the color-coded chart
below. Lifestage Groups capture a combination of three
variables: Nielsen Technodoption, householder age and tow
presence of children living at home.

Low

— Geograficky informacni systém

v 14-fij-18 Tomas Kincl 22


http://www.claritas.com/MyBestSegments/Default.jsp?ID=8010&menuOption=learnmore&pageName=PSYCLE+Lifestage+Groups&segSystem=PSYCLE
http://www.claritas.com/MyBestSegments/Default.jsp?ID=9010&menuOption=learnmore&pageName=ConneXions+Lifestage+Groups&segSystem=CONNEXIONS
http://www.claritas.com/MyBestSegments/Default.jsp?ID=80&pageName=Learn+More&menuOption=learnmore
http://www.claritas.com/MyBestSegments/Default.jsp?ID=90&pageName=Learn+More&menuOption=learnmore
http://www.claritas.com/MyBestSegments/Default.jsp?ID=9020&menuOption=learnmore&pageName=Nielsen+Technodoption&segSystem=CONNEXIONS

Geodemograficka segmentace US
* PRIZM Social Groups a PSYCLE Lifestage Groups — priklady

PRIZM, od Environics Analytics
(Kanada, spoluprace s Nielsen
Company)

1 NENELENLS DNERS In Search of Real Sports Fans
. Amazon.com Purchasers by PRIZM Segment 3 £ 5 : Baseball Basketball @
Identify the Best x gESSP;’ER NEW LEXUS
Consumer Segments 2 OWNERS ARE
% 8 07: MONEY & 2 NEARLY FIVE
£ g ERANS TIMES MORE
03: MOVERS & LIKELY THAN ALL
" SHAKERS U.S. ADULTS TO
i 08: BIG FISH, ; BELONG TO THE
index of 100 = ULS. average (11.6%) § SMALL POND UPPER CRUST
02: BLUE BLOOD SEGMENT
ESTATES
[Etite'Subirbs ] Second City Society | HGWRAICOURERINIIN] Urban Upscale The Affluentials 24 03
Create the To, i i iorati e S 13- UEWARD
P 01 Upper Crust 10 Second City Elite 05 Country Squires 04 Young Digerati 08 Executive Suites BOUND 55 14
Target Groups 02 Blue Blood Estates 12 Brite Lites, Lil City 09 Big Fish, Small Pand 07 Money & Brains 15 Pools & Patios S
03 Movers & Shakers 13 Upward Bound 11 God's Country 16 Bohemian Mix 17 Beltway Boomers SQUIRES
Lifestyle Types 06 Winner's Circle 20 Fast-Track Families 24 Up-and-Comers 18 Kids & Cul-de-Sacs AT Baseball Fans
Who They Are 23 Greenbelt Sports 29 American Dreams 19 Home Sweet Home CIRCLE
25 Country Casuals NEW LEXUS
10: SECOND OWNERS )
Size = 13% of purchasers Size = 8% of purchasers Size = 20% of purchasers Size = 12% of purchasers Size = T1% of purchasers CITY ELITE
Index = 256 Index = 196 Index: 188 Index: 166 Index 143 TOTALUS. ﬂ
51: SHOTGUNS 2 ADULTS {18+)
&PICKUPS
Consumer Insights Wealthiest suburbanites Affluent couples with children  Prosperous baomers Upscale citydwell Comfortable suburb Basketball Fans
What They're Like Post-graduate degrees College degrees College degrees Ethnically diverse Mostly couples
Executive jobs 11 jobs ing pros Early tach adoptars College degrees
Large homes Digital technology Exercise equipment Enjoy the arts White-collar jobs
Expensive clothes Casual dining restaurants SUVsand boats Shap exclusive retailers Computer equipment
Arts fans Upscale malls Consumer electronics Drive lueury imports Health foods
Business media Conservative media Family media Travel abraad Big-box retailers
Marketing Strategy Publisher websites Museum websites Stock trading websites Product placement infilms ~ Travel websites
Howto Reach Them NPR Turner Classic mavies Search engine sites MTV Movie advertisements
PBS Architectural Digest Meet the Press Vanity Fair Smithsonian AL STOCK OR STOCK syt
Theater playbills Dow ones Radio Mew Age radio stations Foreign language radio Computer store tie-ins OPTION OWNERS
. U L " MIDLIFE ARE MORE THAN
Subway tie-ins Cruise ship tie-ins Consumer elec. tie-ins Wireless phone tie-ins Flyers at health clubs
i s i - HetLice TWICE AS LIKELY
POWER AS ALLU.S
COUPLES
- ADULTS TO BE
De‘Ploy Ente rP”s e- Targeted marketing Call center scripting Messaging, tone and positioning BUSINESS PART OF THE
Wide Strategies o o CLASS WEALTH RKET
Customer insights Product development Customer relationship management WEAL MARKE v . v/
i . ) ) A I SEGMENT podobne i dalsi
Customer service offers Site location analysis Media strategy and buying FISCAII-ES
By BYAY
4 o oy EDMONTON JOURNAL
Measure Effectiveness & '&ng X Suggested Advertising I';ATld 6OVERS
and Adjust Strategy ;J..UQ z HOME SWEET 2 Subjects Based on Audience for
B ™ EQuITY Based on Natural Light Patio Covers’ target demographic of older (about to retire or retired)
a b homeowners with high household incomes, these are the advertising suggestions of the
ROl 2 CAPITAL Tors Edmonton Journal to help you reach your audience.
- V ;’i' b ey The social groups that fit that demographic include:
"-‘?3,@ & saFEAT DPTION OWNERS Urban Elite and Exurban Elite.
5 35y Py ° TOTALUS = Clusters include: Demographics/Characteristics:
- ADULTS (18+) o E ? [ 1 KE T * Middle-aged & older
= %& . %21 : @ B
- Es % o wners
Sis 2 N " Meiaaicprsocs
e 13 Cosmopolitan  Urbane Money & * University educated
gmentation cluster contact your o g Elite Villagers Brains + White collar
s e events; high qull B (vehicles * Charitable/philanthropic

e . Ac in the
included), vacation homes, arts/culture, health, gourmet food ctive In thels commbnlty
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http://www.claritas.com/MyBestSegments/Default.jsp?ID=7020&menuOption=learnmore&pageName=PRIZM+Social+Groups&segSystem=PRIZM
http://www.claritas.com/MyBestSegments/Default.jsp?ID=8010&menuOption=learnmore&pageName=PSYCLE+Lifestage+Groups&segSystem=PSYCLE
http://www.scarborough.com/services/enhanced-data-services/segmentation-systems/prizm
http://www.scarborough.com/services/enhanced-data-services/segmentation-systems/p$ycle
http://www.nielsen.com/content/dam/corporate/us/en/newswire/uploads/2009/06/segmentation-and-customer-loyalty-white-paper.pdf
http://www.environicsanalytics.ca/about-us/partners
https://environicsanalytics.wordpress.com/2013/04/15/in-search-of-real-sports-fans/

Geodemograficka segmentace svét

«  Geodemografickd — pro 25 zemi svéta (véetné CR) detailni

fm.vse.cz

klasifikace Mosaic GLOBAL (Experian)

Customer profiling by Mosaic USA Group

Segmentace (sousedstvi) na zakladé vice nez 600 kritérii
Kombinace dat z ndrodnich censu i vlastnich vyzkum{

Geograficky informacni systém

Mosaic Global uses the data from 25 national Mosaic classification systems:

Pro jednotlivé zemé pak podrobnéji — USA 71 segment(/19 skupin Greece The Netherands

Japonsko (50 segment(/11 skupin)...

Pro nékteré zemé i podrobnéji (Mosaic Scotland), dale tfeba

segmentace pro verejny sektor (Vlosaic Public Sector)

Selected behaviors for Mosaic USA target
group ranked by potential

,4- Affiuans Subirtia

B: Upscale America

C: Emall-town Contentrment
D Blusz-collar Backibons

E: Amarican Diversily

F: Metra Frimge

G Remate America

H: Aspiring Contemporaries

Iz Risrad villages and Farms 73 Text Messaging
X Struggling Soceties 51 Radio: Classic Rock
Garduning

Ki Urban Essence 93 Adsobics
L: Varying Lifestyles et
\ . 50 - 130 - _/) Casino Gambling

i4 Rodio: All News
& Magazines: Busewss and Finance

Mutual Funds

-- . Magazine: Travel

Y o= )

Got

F 119 Servis
L Have Satelize Radio

143 Internet Acthvity: Mighest

Bought games or toys

TV Prime Time: Highest

Radio Drave Tima: Highest
Magazines: Automotive

Early Adopter

Network Primatime TV: SitCam
Network Primetime TV: Reaity
Impulse Shopper

Satelite Dish

Radio: Courtry or Western
Magazines: Entertainment
Network Frimetime TV: Sports
Cable TV: Highest

Radio: Spanish
k o - EEJ

Site analysis for Mosaic USA target group by
census tract within 20-minute drive time

Australia Japan
Austria Mew Zealand
Belgium Norway
Canada Republic of Ireland
Czech Republic Romania
Denmark Singapare
Finland Spain

France Sweden
Germany Switzerland
Hong Kong UK

Israel usa

Italy

The Mosaic Global groups are mapped against two
dimensions: affluence and geographic location.

Sophisticated Bourgeois Career and Comfortable
Singles Prosperity Family Retirement
Routine Service F Hard-working
Workers Blue-collar

Low-income Postindustrial Rural
Elders Survivors Inheritance

Affluence

Low

Geographic location
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http://www.appliedgeographic.com/AGS_2010 web pdf files/Mosaic Global E-Handbook.pdf
http://www.appliedgeographic.com/AGS_mosaic_2012/Mosaic_Descriptions.pdf
http://www.japanmosaic.com/groups.htm
http://www.experian.co.uk/assets/business-strategies/brochures/Mosaic_Scotland_brochure[1].pdf
http://www.experian.co.uk/assets/marketing-services/brochures/mosaic-ps-brochure.pdf
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Socio-ekonomicka segmentace CR

«  V CR pUGsobi cela Fada (svétovych) agentur pro vyzkum

trhu (maji vlastni systémy pro segmentaci)

e SIMAR — Sdruzeni agentur pro vyzkum trhu a verejného minéni

Problémy socio-ekonomickych klasifikaci:

Vyznam povolani jako determinantu socioekonomické urovné
postupné klesa

Méni se vybaveni domacnosti a pfedméty vybavenosti
nevypovidaji o socio-ekonomické Urovni domacnosti — bar. TV

Pro¢ zrovha my jsme , acko“?
MediaGuru.cz oslovuje
nejlukrativnéjsi cilové skupiny

Zavazuji se dodrzovat eticky kodex i kvalitativni standardy

* Veétsina socioekonomickych klasifikaci vychazi z modeld vytvorenych v UK, v 90. letech sdruzeni
ESOMAR (The European Society for Opinion and Market Research) navrhlo klasifikaci ABCDE

Barevna TV

Mikrovinna trouba
Pocitac
Pfistup na Internet

DVD nebo video

Elektricka vrtacka

10 predmétu)

Automobil mladsi 10 let

Videokamera
Chata, chalupa
Domdci kino

Néredni sacioekenamicks klasifkace

Klasifikace domacnosti zalozena na nejvyssim dokonceném vzdélani hlavy domacnosti a
postaveni v zaméstnani a povolani hlavy domacnosti (pro ekonomicky neaktivni pak vlastnictvi

Socio-ekonomické pristupy Castéji v sociologickych ¢i akademickych vyzkumech, nez
v komercnich klasifikacich (dalSi snaha o jednotnou evropskou klasifikaci napfr. ESeG)

* Mediaresearch, a. s. predstavila novou ABCDE klasifikaci (vychazejici z ESOMAR) pro cesky trh

Socio-ekonomické skére domacnosti (aktualizace kazdy rok) wsre - sitenidomscnost + profesni status hlavy + vybavenost | oy i ey

referenéni pfijem

Rad zkousim nové napoje. - % % %E 3 F ;g
A I E 2 % ¥ §E 2% g g2
@3 85 2 =9 2 g
= s‘ ot s E g @ Sg
B Nékterd t g2 88 g5 8¢ 2 8
ekteré agentury SE 3 3 £ > -
Cl v v, 2 s 38 N & 2
ale pouzivaji starsi ! =
C2 I del - Medi A : GRNEEN 2% 7%
D modet = Vedlan g3 L 5 L 28%: | 19%
MML - Market & ES O 1% 4% 1% 7% [ 3% 19%
& Media & Lifestvl 2e 2 e 8% 10% 5% [T 19%
£ I edia & Litestyle EC C3 ™% 2% 8% 4% | 3% | 2%
o 8z D1 72% 3% 6% 4% UM% | 0%
I - e 1 -
2= D2 60% 2% [ 3% | 2% | 16% | 15%
o % s 7% t00% Eam % 2% 1% % s
murlité ano mspie ano mani ano ani ne i spisene murcité ne Celkem 71% 3,6% 8,0% 5,2% 28% 17%
Zdroj: MMLTGL CR 2009 1. - 4. kvartal SPOJENA Zdroj: ATO-MEDIARESEARCH, Kontinudlnivyzkum leden-zdri 2014
05.01.2009 - 06.12.2009), Median 2010 Zaklad: VSechny domdcnosti, N = 6 766

= 5 %
D =
: 1 01
e 3 § 323 3
a8 | S 2 > =
2 = £ 33 £
£ = s
2 2 3 g
2 o s Socioekonomicks klasifikace ABCDE
i
19%  40% | 72% @ 70%
20% 34% 66% 70% 1,017
15% 28% 58% 64% =
12% 19% 45% 52% ey oo
48% 8% | 12% | 28% @ 38% (B e
49% 13% 25% A7% 51% (O] }
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http://simar.cz/profily-agentur/
http://simar.cz/standardy/kvalitativni-standardy/
http://www.statistikaamy.cz/2014/09/zdravotni-sestry-dnes-patri-mezi-stredni-tridu/
http://www.mediaresearch.cz/produkty-a-sluzby/mereni-sledovanosti-tv-v-cr/abcde-klasifikace-mediaresearch/
http://www.mediaresearch.cz/wp-content/uploads/2014/06/letak-abcde-klasifikace-20131.pdf
http://www.mediaresearch.cz/wp-content/uploads/2014/06/ABCDE-socioekonomick%C3%A1-klasifikace-MEDIARESEARCH-specifikace-2015.pdf
http://www.nielsen-admosphere.cz/wp-content/uploads/2014/06/ABCDE-socioekonomick%C3%A1-klasifikace-2018.xls
http://strategie.e15.cz/zurnal/proc-zrovna-my-jsme-acko-980999
http://www.mediaguru.cz/2012/08/mediaguru-cz-oslovuje-nejlukrativnejsi-cilove-skupiny/#.VPHYzTSG880
http://www.mediaresearch.cz/press/tz-plochy-televizor-je-v-ceskych-domacnostech-jiz-standardem-vyssi-socialni-skupiny-odlisuje-vlastnictvi-tabletu-ci-smartphone-2/
http://www.median.cz/?lang=cs&page=1&sub=1
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Psychograficka segmentace

(geo)demograficka segmentace nemusi nutné odrazet vSechna vychodiska pro kupni
rozhodnuti, orientace na ,vnitrni faktory“

60. |éta — snaha popsat zakazniky na zakladé zivotniho stylu, osobnosti nebo zastavanych
hodnot

V 70. letech se objevuje prvni metodika pro méreni psychografického profilu AlIO —
Activities, Interests, Opinions, doplnéné demografickymi charakteristikami

PLUMMER, Joseph, T. (1974) The Concept and Application of Life Style
Segmentation. Journal of Marketing, Vol. 38, No. 1

dovoleng

u Clenslvi
v dobroveolnych
organizacich

= Sportovni aktivity

= Zplisob
nakupovani

n Zabava
n Zplsob stravovani
= Seberealizace

= Sledované lelevizni
stanice, oblibeny
rozhlas, noviny
a ¢asopisy

= Nazory na vzdélani

» Nazory na déni ve
spoletnostli

= Nazory na vyrobky
= Nazory na budoucnost
= Nazory na kullury

Aktivity Zajmy Nazory Sociodemograficky profil
u Prace = Rodina = Sebereflexe m VEK

u Konitky = Domacnost = Politické nazory u Vzd&lani

u Spoletensky Zivol |m Zamésinani = Socidlni citéni = Pfijem

m Zphsob traveni = Pfatelé a znami u Nazory na ekonomiky | = Zaméstnani

= Rodinné zazemi
» Zpiisob bydleni
= Bydlisté

m Velikost mésla
= Slav

Pramen: Plummer, J. T. In: Lambin, J. J. - Chumpitaz, R.: Marketing stratégigue et opérationnel. Du-

nod 2002, s, 162,

— VétsSinou rozsahlé baterie (200-300) Likertovych skal
— AlO je nékdy vnimana jako synonymum pro psychograficky vyzkum
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http://www.jstor.org/discover/10.2307/1250164?sid=21105985368403&uid=4&uid=3737856&uid=2
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Psychograficka segmentace

Psychografické studie mohou mit rtzny ucel — nékolik zakladnich sméru

WELLS, William. D. (1975). Psychographics: A critical review. Journal of Marketing Research, Vol. 12, No. 2

Lifestylovy profil — na zdkladé otazek o (geo)demografii, uziti médii ¢i Zivotniho stylu se snaZi nalézt charakteristiky rozliSujici mezi uZivateli a
neuZivateli daného produktu

Produktové specificky psychograficky profil — nejprve je identifikovana skupina spotrebitell a pak se provadi profilace — napt. Co vede zdkazniky
k ndkupu automobilli Toyota (prakti¢nost, spolehlivost, ...)

Osobnostni rysy jako deskriptory — zkouma osobnostni rysy a jejich dopad na dalsi proménné, napr. zda lidé, ktefi maji averzi k riziku, se zajimaji
o ochranu pfirody

Obecna lifestylova segmentace - podobné jako lifestylovy profil, snaha rozdélit spotrebitele do relativné homogennich skupin a vytvoreni
obecné typologie (viz frameworky a systémy)

Produktové specificka segmentace — namisto obecnych psychografickych polozek specifické otazky pro urcity produkt

Kritika psychografickych pristupt a jejich spolehlivosti (nemusi fungovat pro vsechny trhy)

— Nemusi poskytovat dostatecné informace o zakaznicich — napr. Ize identifikovat profil ,zlaté
mladeze”, znalost jejich psychografického profilu ale nerika nic o tom, co si (kde) kupuiji

- Casto se psychografie pouziva spiée na taktické urovni jako doplnék jiného zpdsobu
profilovani segmentl (napf. geodemografického), s cilem |épe prizpUsobit napt.
marketingovou komunikaci

Psychographics may capture some truth about real people’s lifestyles, attitudes, self-image, and aspirations, but it is very weak at predicting
what any of these people is likely to purchase in any given product category. It thus happens to be very poor at giving corporate decision makers
any idea of how to keep the customers they have or gain new ones.

Psychographics, it should be said, proved to be effective at brand reinforcement and positioning. But even though campaigns built on
psychographics are good at moving viewers emotionally, the characteristics and attitudes that such ads invoke are simply not the drivers of
commercial activity.

Psychographic segmentations have done little to enlighten the companies that commission them about which markets to enter or what kinds of
offers to make, how products should be taken to market, and how they should be priced.

YANKELOVICH, Daniel, MEER, David. Rediscovering Market Segmentation. Harvard Business Review, 2/2006
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http://www.jstor.org/discover/10.2307/3150443?sid=21105985366313&uid=2&uid=4&uid=3737856#page_scan_tab_contents
https://hbr.org/2006/02/rediscovering-market-segmentation

Psychograficka segmentace

V literatufe neni ¢asto zfejmé, co psychografie zahrnuje a pojmy jsou smésovany

Kotler: V psychografické segmentaci jsou spotrebitelé rozdéleni do rozdilnych skupin na zdkladé
Zivotni stylu nebo osobnosti a hodnot.

AMA: Proces rozdélovani trhi do segment( na zdkladé spotrebitelskych Zivotnich styli

Koudelka: Z hlediska uzivani vyrazu psychograficka segmentace a jeho vykladu nepanuje v literature
jednotny pohled. Nékdy se pod nim ukryvaji obé kritéria (mysleno Zivotni styl a osobnost), nékdy jen
Zivotni styl, nékdy jen osobnost.

Dorny: Psychograficky vyzkum obsahuje psychologické méreni (napriklad ndzory, postoje,
presvédceni), zatimco Zivotniho styl jsou spiSe aktivity a chovdni

Segment 1: Environmentally Conscious

This group of EV considerers are driven first and foremost by environmental concerns.

Ilove cars

| am very concerned about the environmental impact of cars
Iam really into technology and gadgets

My friends consider me to be very frugal, always watching my.

1am very concerned about Am ndence on foreign oil

We can't look after the et

ient if it means losing our.

I believe global war real threat to the planet

Ilove a nice aesthetic and will always look for good style in the.
I believe the car | choose expresses a lot about who | am
1am always trying out new technology before others

1am very skeptical o try new technology until it's been out for

= Total Environ

I 1%
15%

R
100%

44%

100%

100%

I 2%
22%

mentally Conscious

(Top-2.Box Agreement)

QO1 Now thinking abaut electric vehicles, chargers and your own opinions and attitudes, how much do you agree or

disagree with the following statements?

Segment 2: Technology/Car Dri

This segment corresponds to ‘early adopters’— wit

€ Equaton
ven

h an added strong interestin cars

v 7 Ve 7 7 7 7 o o 7 7 v 7 1%
* Lze uzit pri posuzovani zakazniku z riznych kulturnich prostredi T g
Lty i s [
My friends consider me to be very frugal, always watching my.. _17% &%
Galénova Ctvefrice flegmatik, cholerik, sangvinik, melancholik; T
— Osobnost  Eysenckovy dimenze extraverze—introverze, stabilita—labilita; Velka ot st ot o E— o
X M X H MYP- S HH Hove a nice aesthetic and will always look for good style in the... IR 42% :
pétka otevienost, svédomitost, extroverze, pfivétivost, stabilita;...) e
1 shwatys trying out new technology beters othes T2 ‘5223%
— Postoje loajalita, postoj k riziku, postoj k inovacim, zivotni cyklus ey ooy ok s e ot ..
produktu, ... M
QO1 o thinking aboul efectic vefioles, chargers and your own opmons and altiudes, how mush do you agree ar @ Eq';'g!.%
traveni volného &asu, charakter zaméstnani, zajmy, politické e ol

Zivotni styl

postoje, ...

Zakaznici automobilt TESLA:

the environmental conscious (1) and the technology and car driven (2) segments.

the (potential) buyers of electric cars can be divided into three main categories. The
categories are based on the type of motives of people to buy an electric car. The three
segments are (1) environmental conscious people who support sustainability, (2) technology
and car driven people who are interested in cutting edge innovation and (3) frugal travellers
whose main goal is to (permanently) reduce their travel costs. Based on the characteristics of
the target group described above, buyers of the Tesla Model S could be mainly divided into

Almost the opposite of the tech/car segment, Frugal Travelers are generally skeptical about new

technology until it's been ‘proven’.

11ove cars
1am very concerned about the environmental impact of cars
1am really into technology and gadgets

My friends consider me to be very frugal, always watching my.

1am very concern

We can't look after the nent if it means losing our.
I believe global warming is a real threat to the planet

Ilove a nice aesthetic and will always look for good style in the.

46%
Ibeieve the car| choose expresses a ot about who |am N 35%
" I 6%
1am always trying out new technology before others 379
v I 2%
1am very skeptical o try new technology until it's been out for 4%
mTotal * Frugal Transportation

(Top-2.Box Agreement)

QO1 Now thinking about electric vehicles, chargers and your own opinions and atttudes, how much do you agree or

disagree with the following statements?

@ Equaty


http://www.teslamotors.com/
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Psychograficka segmentace

When every month you are trying to sell 500 exotic sports cars that cost between $40,000 and $82,000 apiece, you have to really know your customers.
Porsche Cars North America hired a team of anthropologists to find out who its owners were and how Porsche could better sell to them. The
demographics of the Porsche owner are utterly predictable: a 40-something male college graduate earning over $200,000 per year. The psychographics,
however, were of more interest. Porsche owners were categorized into five rather unusual -- and not necessarily all that flattering — personality types.
Besides refining its marketing as a result of the study, Porsche has cut its prices, launched a new ad campaign, and introduced a successful redesign of its
classic rear-engine coupe, the 911. After a seven-year slump, Porsche's U.S. sales rose 48% in 1994, as of the end of November.

A TAXONOMY OF PORSCHE BUYERS % OF ALL TYPE OWNERS DESCRIPTION

Top Guns 27 % Driven, ambitious types. Power and control matter. Expect to be noticed.
Elitists 24 % Old-money blue bloods. A car is just a car, no matter how expensive. It is not an

extension of personality. -‘
Proud 23 % Ownership is an end in itself. Patrons Their car is a trophy earned for hard work, and

who cares if anyone sees them in it?

Worldly jet setters and Vivants thrill seekers. Their car heightens the excitement in

Bon 17 % . . .
° their already passionate lives.

Walter Mitty types. Their car is an escape. Not only are they uninterested in
impressing others with it, they also feel a little guilty about owning one.

TAYLOR, Alex (1995), Porsche Slices Up its Buyers, Fortune, January 16, p.24

Fantasists 9%

Zipcar specializes in renting out cars by the hour or day. Instead, it zeros in on narrowly defined lifestyle segments, people who
zipcar: oo | ive or work in densely populated neighborhoods in New York City, Boston, Atlanta, San Francisco, London, or one of the more
than a dozen big cities (or on more than 100 college campuses across North America). For these customers, owning a car (or a
second or third car) is difficult, costly, and environmentally irresponsible. Interestingly, Zipcar doesn’t see itself as a car rental
A F company. Instead, it’s selling a lifestyle. “It’s not about cars,” says CEO Griffith, “it’s about urban life”. Zipsters share a number of
' B2 common urban lifestyle traits. For starters, the lifestyle is rooted in environmental consciousness. In fact, at first, Zipcar focused
m = almost exclusively on the benefits of reduced traffic congestion and carbon emissions. It targeted green-minded customers with
—’ promotional pitches such as “We ) Earth” and “Imagine a world with a million fewer cars on the road.” Zipcar’s lifestyle
B targeting fosters a tightknit sense of customer community. Zipsters are as fanatically loyal as the hardcore fans of
HarleyDavidson or Apple, brands that have been nurturing customer relationships for decades. Loyal Zipsters serve as
neighborhood brand ambassadors; 30 percent of new members join up at the recommendation of existing customers.
KOTLER, Philip, ARMSTRONG, Gary (2011). Principles of marketing. Boston: Pearson
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Psychograficka segmentace

*  Samotné psychografické profilovani pro segmentaci
nestaci — doplnuje se demografickymi charakteristikami

a behavioralnim profilem

Profiles of Affluent Consumers in Asia

& &

N <
The Exclusivity The Indulgent
Seeker Traveler

Luxury products that
I buy on my travels
elevate my social
status.

Exclusivity is a luxury
only a premium
brand can deliver.

The Virtual The Luxury
Shopper Bargain Hunter

Online luxury does
notphase me; |
research and buy

Luxury is great, but
only at the right
price online and tax-

virtuaily. free.

Agility Research & Strategy: Affluent luxury consumer psychographic

segmentation

Do psychografického profilu mohou patfit i politické
preference — vyznamné mohou ovliviiovat zakaznické

postoje a chovani (liberalové si stézuji vice:-)

Jung, K., Garbarino, E., Briley, D., & Wynhausen, J. (2017).
Blue and Red Voices: Effects of Political Ideology on
Consumers’ Complaining and Disputing Behavior. Journal

of Consumer Research, Volume 44, Issue 3
Viz i vysledky ¢eskych voleb

1Kol peatdantahich voleh W18, Zoman vs Drahos, Fischer, Horacek, Hisser (soutet)
Rozdi

v

Mo ot M YSEX, KPES, FF UP v Otomouck. Zaboj dt: €S0 CUZK. Data bk 2018

The Exclusivity Seeker

Gender
Q
Age
40-49
Vocation
Manager, Director, or VP in a public or private company
Investment

They have over half a million USD in investments and a premier/priority banking
relationship. They invest in stocks and retirement products as well as fixed/time deposit
accounts.

For this segment luxury is the exclusivity a premium brand can deliver. They buy
luxury brands because they are unique from other mainstream brands, but they
are also interested in the higher quality a luxury brand provides and expect a level
of social responsibility from the brand. This segment is looking to indulge in
exclusive experiences of a luxury brand before buying it.

The Exclusivity Seeker

The Exclusivity Seeker buys luxury cosmetics and fashion and is especially likely to
spend on airline tickets and hotel nights. This segment is a heavy buyer of luxury
products.

5 Top Cosmetics Brands

They pack products from Olay, U'Oreal, Chanel, Dior, Shiseido and Hugo
Boss.

Top Fashion Brands

m Their closets stock fashion products from Calvin Klein, Gucci, Louis Vuitton,
Dior and Burberry.

Top Hotel Brands

H During their recent trip they probably stayed in a Marriott, Sheraton,
Hyatt, or a Four Seasons.

Top Online Websites for Luxury Shopping

Their favourites in order of popularity are AlexanderMcQueen.com,
Prada.com, Style.com, Barneys.com and Fashionista.com.

The Exclusivity Seeker

They pay attention to cosmetics ads in shopping malls and magazines, as
well as on TV and online (ads, sponsored links, and blogs).

6 Top Cosmetic Channels
Top Fashion Channels

‘v They look for fashion inspiration mainly in shopping malls and printed
magazines.

Top Hotel Channels

H The best places to reach them with hotel and airline advertising are in
printed magazines, sponsored search links, airports and TV.

Hobbies

‘Q They are enthusiastic sports fans and they follow football, basketball,
tennis and golf. During their free time they like to go shopping and to fine
dining restaurants. They also enjoy cooking at home, wine tastings and
going to concerts. They are likely to play tennis or golf and indulge in spa
treatments.
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http://www.slideshare.net/AgilityAsia/affluent-luxury-consumer-psychographic-segmentation
https://ekonom.ihned.cz/c1-66017000-jiri-drahos-zvolil-tu-nejlepsi-taktiku-cisla-ale-mluvi-stale-pro-milose-zemana

Psychograficka segmentace

Primary Motivation

Psychological
Descriptors

Percent of
Innovators

Total U.S. 10
Median age 45
Married 65
Work full time 72
Used Intemet in past

30 days o8
Bought most recent

vehicle used 39
Buy food labeled

natural or organic 26
Walk for exercise 52
Played golf in past

12 months 18
Contribute to

PBS/NPR 23
Media channel Intemet
preference Print

fm.vse.cz

Advertising Age cited VALS as “one of the ten top market
research breakthroughs of the 1980s.”

VALS2 — vyvinuto v USA na konci 70. let (SRIC-BI), 4 demografické a 35 postojovych otazek
Dvé dimenze — motivace a dostupné zdroje

ONOUNRAEWNE

inovatori — uspésni, sofistikovani

myslitelé — davaji prednost trvanlivosti a funkénosti
uspésnilidé — orientovani na rodinu a kariéru

lidé touZici po zazitcich — mladi, impulzivni v utraceni.
vérici — konzervativni, konvenéni, jsou vérni tradicim
snazivci — mdda a styl podobny luxusnimu zbozi
pracujici — prakticti, orientovani na funkéni vyrobky
prezivajici — stafi, pasivni, boji se zmén, opatrni.

Existuji i dalSi narodni verze s jinym poctem
segmentl Japan-VALS, U.K.-VALS

V CR z VALS vychazi(el) nap¥. STEM/MARK
Otestujte se

\*}w‘ Self-Expression H
e _—‘—J_ e A food manufacturer in the US wanted to select a

Literal

--- "aa” | oemea  consumer target for a new organic food product.
Self-Sufficient Cautious.

Loyal
Moralistic

VALS™ Framework

Primary Molivation

INNOVATORS

High Resources
High Innovation

THINKERS

Achievement

ACHIEVERS

Self-Expression

EXPERIENCERS

Low Resources
Low Innovation

Pacemol  Pucemol  Pewenmol  Pecemol  Pewenol  Facenol  foeemol e market research department wanted to use SURVIVORS
" 165 1 18 13 12 12 psychographic segmentation to identify its target
56 52 41 28 24 46 70 market Segment
75 63 72 34 25 68 45 ’
5 a7 70 52 & 5 2 VALS se pouzivd i v jedné z nejrozsahlejSich studii Survey of the American Consumer®
88 o EC ™ 8 68 2 Smartphone Personalities, US Consumer Confidence: The Bulls and The Bears
ar 50 45 59 53 59 44
13 8 9 5 9 6 4 MOHAN RAJ, Prasanna, et al. (2006) A Study of the Impact of Values and Lifestyles
46 29 37 20 18 26 2 . . .
(VALS) on Brand Loyalty with Special Reference to English Newspapers
16 6 15 T 10 T 3
13 3 3 — — — 3 . . . .
. s e e Lin, Chin-Feng (2002). Segmenting customer brand preference: demographic or
Internet Radio Magazine  Television Intermnet Television  Newspaper

Source : Market Intelligence Data, Fall 2008

psychographic. Journal of Product & Brand I\/Ianagement&lv.,_lllgzooz): 249-268.
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http://www.strategicbusinessinsights.com/vals/ustypes.shtml
http://www.strategicbusinessinsights.com/vals/international/japan.shtml
http://www.strategicbusinessinsights.com/vals/international/uk.shtml
http://strategie.e15.cz/prilohy/marketing-magazin/typologie-zivotniho-stylu-jako-nastroje-analyzy-470705
http://www.strategicbusinessinsights.com/vals/presurvey.shtml
http://www.strategicbusinessinsights.com/vals/ustypes/innovators.shtml
http://www.strategicbusinessinsights.com/vals/ustypes/thinkers.shtml
http://www.strategicbusinessinsights.com/vals/ustypes/achievers.shtml
http://www.strategicbusinessinsights.com/vals/ustypes/experiencers.shtml
http://www.strategicbusinessinsights.com/vals/ustypes/believers.shtml
http://www.strategicbusinessinsights.com/vals/ustypes/strivers.shtml
http://www.strategicbusinessinsights.com/vals/ustypes/makers.shtml
http://www.strategicbusinessinsights.com/vals/ustypes/survivors.shtml
http://www.gfkmri.com/PDF/GfKMRIPsychographicSourcebook.pdf
http://www.strategicbusinessinsights.com/vals/free/2014-10-smartphone-pers.shtml
http://www.strategicbusinessinsights.com/about/featured/2011/2011-11-consumerconfidence.shtml#.VPM74zSG880
http://papers.ssrn.com/sol3/papers.cfm?abstract_id=2430709
http://www.emarketing.net.cn/upload/file/2008/05/08/001210177343076.pdf

Segmentace — frameworky/systémy

fm.vse.cz .
Trans-
cendence

Self-
actualization

/ Aesthetic needs \\ P> Enlightenment
\ .
/ Need to know & understand \ bDlscovery

Young & Rubicam's 4Cs Values Segmentation DE > Control
(Cross-Cultural-Consumer-Characterisation) / oS P Sttis

/ Belongingness & love needs HSECU rity
— V 80. letech (rovnéz spoluprace se SRI na VALS) / Sately needs NP tscepe
/ Physiological needs HSU rvival

Rozdéluje lidi na 7 typu dle jejich vnitfni motivace

— preziti, unik, bezpeci, status, ovladani, objevovani a osviceni Odvozeno z ustélenjch teorif
\ Self-Expression
Tyto faktory jsou hluboko zakédovany v kazdém jednotlivci — Neamwarews |
31 . NP I Amold Mitchell Individuaiity
|ze pouzit bez ohledu na kulturni prostredi st

David Riesman

45 univerzalnich otazek vyjadrfujicich hodnotové postoje eI stats

Alfred Adler /
Competition & Co-operation

Od 90. let soucasti setfeni BrandAsset Valuator a TGI MWiton Rokeach | S

Human Value Systems

N

Escape
Joseph Plummer

P ve , v s v s v s Lifestyle
Reformatofi (reformer) — svoboda bez omezeni, vnitini hodnota véci, vnitfni | survival

identita, hrdost, tolerance, nezavisly Usudek, estetika, silné socialni citéni. -

Prazkumnici (expllortir) - dol_orodruzstw, badaf1v|f hledanv|. szvev,’nachazem Social groups in Europe, by age, from 18 to 80
sebe sama; vyznavaji adrenalinové sporty a zazitky; pozitkarstvi, rychlost, The key motivation of each group is in italic
nebezpedi, risk.

Uspésni (succeeder) —sebediivéra, orientace na cile, stabilita, vytrvalost, gj{;ggr;;f
svédomitost, organizacni schopnosti, odpovédnost, prestiZ, hierarchie. > _

Hledaji znacky prestizni, s vysokou uzitnou hodnotou. EXPLORER: - SUCCEEDER:
Aspirujici (aspirer) — prezentace vlastni osobnosti, obdiv; dbaji na image a Discovery Control

zevnéjsek, vyrazné materialisticti.

Vétsinovi (mainstream) — bezpedi, sounalezitost, rutina, rodina, pohodli,
poradek, davéra. Orientuji se na zavedené a rodinné znacky.

Vydédéni (struggler) - mald sebedlvéra, odcizeni, potlacené touhy,
neorganizovanost, fyzickd sila, agrese, nasili a anarchie, bez vychodiska
Rezignovani (resigned) — Ziji ze dne na den a jsou orientovani na uspokojeni
zdkladnich Zivotnich potreb; strnulost, kazerni, omezeni, tradice, bezpedi,
jistota, autorita, Sovinismus.

g B STty B S 0 T ) B SN

A, )T BT e i Y AL WU 8 U GO L S

MAINSTREAM:
Security

RESIGNED:

LR GRS

e _S'_I'?REJ_GGLER: Esca;)e Survival

Priklad Age 18 20 30 40 50 60 70 80


http://www.4cs.yr.com/
http://bavconsulting.com/
http://www.kantarmedia.com/product/tgi-surveys
http://www.4cs.yr.com/public_ftp/_outgoing/downloads/YGO.pdf
http://www.4cs.yr.com/public_ftp/_outgoing/ValuesInAdvertising/values_in_advertising.ppt

Psychograficka segmentace

Roper Consumer Styles (GfK)

Vychazi z Euro-socio-styles (od 90. let
v evropskych zemich)

Pokryva 38 zemi v 5 kontinentech

Zahrnuje hodnotovou orientaci, zajmy, volny cas,
edii, ...

spotrebni chovani, sledovani m
8 segmentd

eCCoO

Consumer Profile

BASIC

Values -150 -100 =50 0 50 100
OPEN-MINDED RESTIONAL - DEMANDING SETTLED
ADVENTURERS REALISTS / P .
ORGANICS Individuality @
Beauty
Internationalism
A varied life
Exitement
Respecting ancestors
Retribution
Seli-interest
Tradition
Faith
= World Germany ® Spain
m UK = Poland = Russia
USA w Brazil » India
u China m Japan

© GfK AG, Lifestyle Research; Database: Roper Reports Worldwide 2007

Euro-socio-styles (s. 78)

International survey with 24.000 respondents in two waves. Started in 1989; since
then measurement of value changes. Up to 6.000 questions in the basic survey(s)
to identify: value dimensions, lifestyles, a battery of indicators (Key Questions)

Need: to have

materialism, price orientation

Need: to be

postmaterialism, quality orientation

Western Europe
A.ustriat* *
Belgium*
France
Germany

Italy
Netherlands*
Portugal*
Spain

Sweden
Switzerland***
UK.

Eastern Europe
Bulgaria**

Bosnia & Herzegovina**
Croatia*

Czech Republic
Hungary*

Poland

Rumania**

Russia

Serbia & Montenegro**
Slovak Republic**
Ukraine*

North America/Latin America
Argentina, Brazil, Canada, Mexico, USA

Asia
China, India, Indonesia, Japan, Korea, Taiwan, Thailand

Australia
Australia

Middle East/Africa
Egypt, South Africa, Turkey

© Copyright GfK AG, Lifestyle Research 2007

materialism, price orientation

Open-minded
value profiles

The GfK Roper
Consumer Styles
segments are
showing highly
comparable value
orientations in all

countries. :
pleasure
leisure

Means, centered by

country; average

country =0

trend brands
appearance

regional
rationali

quality

' authenticity

postmaterialism, quality orientation

© Copyright GfK AG, Lifestyle Research 2007



http://dirkjanswagerman.nl/static/files/MBI/Module 11/gfk lifestyles.pdf
http://www.gfk-geomarketing.com/en/market_data/market_data_by_theme/roper_consumer_styles.html
http://www.unibg.it/dati/corsi/910008/65214-International Marketing Strategy Bergamo 2014 Print.pdf
http://www.research-results.de/cms/upload/Fachartikel/2006/Ausgabe1/06-01-48-Bild1.jpg
http://www.emu.dk/sites/default/files/ECCO Consumer Profile.pdf

Behavioralni segmentace

S"ateglc Mass Market Mass Affluent Upper Affluent
Vd v Vé Vé Vé . . Segmentation
* Nazadkladé hodnoty zdkaznika (vice viz Targeting) |70 e oo S
Geo-demographic Parameters Financial Parameters
Bank and credit union marketers have traditionally relied on the use of demographic segmentation as a et S Regon — R
means of targeting customers for product and service communication. e T Assats atotherbanks  Equipment Rate
Recent studies, however, provide growing evidence that changes in product delivery, communication channels | e s smdtonne | Fssies - Se
.. . . . Behavioristic Attitude Generational Life Stage
and competition may have made a demographic-based targeting approach much less effective compared to ot oo gty o
other approaches that use additional data sources. Demographics No Longer Effective For Financial Direct| ==& """1 H -wwwm B ,t
Marketin —
Segmentation
_ ) B _ o
Premum | | Retied | General | Young | Students |
7 v v v 7 v/ o 7 7 4 v - S
* Na zakladé potreb a vnimanych pfinosu pro zakaznika
V roce 2008 nejvétsi svétovy prodejce vina Constellation Brands proved| studii s cilem
identifikovat segmenty zakaznikd, ktefi si kupuji vino. Na zakladé potieb a vnimanych prinosa
bylo identifikovano 6 segmentl. Nejvice zakaznikl nalezelo do segmentu Overwhelmed — jsou
zahlceni nabidkou vin, nedokazi se v obchodé rozhodnout — pfilezitost napft. pro Yellow Tail a
vytvoreni modrého ocednu
g e Strategy Canvas of Yellow Tail
Premium Wines . FIND YOUR
m [yellow tall Not sure? Lightly wet the bottom of
_ J;”;"S:i’cﬁ”ﬂ?i‘ﬁi\"-;";;i’;m‘t?;é
m “ g 4 e of these three exampies:
; o ."o _____ oBudget Wines o GENTIFY YR you're in the: you're in the:
T S oo T O resesQ """
== “ g NEUTRAL [ STABILITY
STEP 3 shoe categony shoe category
e [ e TONE Your
ey © e g e A, Yot v, e (3% SHSH adihire S -
andgncions """ R NEUTRAL plus STABILITY plus
communication 0 shoe shoe.
N+
Ié v o Ve Ve 7 ‘to: under -
* Na zakladé zpusobu Ci frekvence uziti e

or

you run: under 25 miles/week

ZpUsob je bézny napt. u sportovniho vybaveni (rekreacni hraé, pokrocily, atp.
Pouziva napt. webovy obchod Roadrunner

men


http://www.cbrands.com/
http://www.processexcellencenetwork.com/innovation/articles/creating-value-on-the-vine-a-yellow-tail-case-stud/
http://www.roadrunnersports.com/
http://www.ncagr.gov/markets/Portals/10/Documents/MarketingTools/ConstellationWinesGenomeHomeandHabits.pdf
http://www.nextbank.org/2013/04/17/demographics-no-longer-effective-for-financial-direct-marketing/
http://thefinanser.co.uk/files/adkit---retail-customer-segmentation-in-worldwide-banking-1.pdf

Doporucené ¢teni: REICHHELD, Frederick F. The one number you need to

grow. Harvard business review, 12/2003
REINARTZ, Werner; KUMAR, VISWANATHAN. The mismanagement of customer
loyalty. Harvard business review, 7/2002

[ ] V 4 Y 4
BEhaVIOra I Nl Segmenta ce TIMOTHY, L. K.; LERZAN, A.; ALEXANDER BUOYE, Bruce Cooii. Customer Loyalty

Isn’t Enough Grow Your Share of Wallet. Harvard Business Review, 12/2011

* Na zakladé prilezitosti Black Friday Sale

— Darky ke dni Sv. Valentyna, charterové lety v dobé dovolenych
Ci velkych oslav, (sportovnich) udalosti

* Na zakladé loajality

— hard-core loyals — kupuiji stale stejnou znacku

— split loyals — jsou vérni nékolika malo znackam

— shifting loyals — pfesouvaji svoji vérnost mezi znackami

— Switchers — nejsou vérni zadné znacce

Committed
to the brand

Brown, George H. (1953) Brand Loyalty-fact of fiction. Trademark Rep. 43

Existuji i dalsi modely zdkaznické loajality, tfeba Aaker, D. A. 1991 Managing Brand Likes the brand \
Equity: Capitalizing on the Value of a Brand Name, The Free Press, New York
Satisfied - with switching \

cnsts
Customer loyalty is an illusion — and brands are learning that / Habitual - with no reason to change \
the hard way

Y, Switcher - price sensitive — indifferent - with no brand

Jak méfime Net Promoter Score lovalty

* Na zakladé role v rozhodovacim procesu — rada roli (segmentace na zakladé role v roding)

The chain of buyers refers to the different players involved directly or indirectly in the buying decision. Generally speaking there are three
groups: purchasers, users, and influencers. Although these three groups may overlap, they often differ. For example, a sick child would be the
h '* e user of a prescribed medicine, their parent, the purchaser, and the doctor, the influencer.
- Normally an industry converges on a single buyer group. The pharmaceutical industry, for example, focuses overwhelmingly on doctors, the
influencers.
When reconstructing market boundaries, challenge conventional definitions of who is the target buyer and look across the chain of buyers.
Different buyer groups often hold different definitions of value. Thus, by shifting the focus to other buyer groups companies can often see
new ways to unlock value. Chain of Buyers v 14718 e



http://www.blueoceanstrategy.com/concepts/glossary/glossary-chain-of-buyers/
https://hbr.org/2003/12/the-one-number-you-need-to-grow
https://hbr.org/2002/07/the-mismanagement-of-customer-loyalty
https://hbr.org/2011/10/customer-loyalty-isnt-enough-grow-your-share-of-wallet
http://www.thedrum.com/opinion/2015/01/16/customer-loyalty-illusion-and-brands-are-learning-hard-way
http://dokosiku.blogspot.cz/2015/04/jak-merime-net-promoter-score.html

fm.vse.cz

Behavioralni segmentace

How Target Figured Out A Teen Girl Was Pregnant Before Her Father Did

Target assigns every customer a Guest ID number, tied to their credit card, name, or email address that becomes a
bucket that stores a history of everything they’ve bought and any demographic information Target has collected
from them or bought from other sources.

Target ran test after test, analyzing the data, and before long some useful patterns emerged. Lotions, for example.
Lots of people buy lotion, but one of Pole’s colleagues noticed that women on the baby registry were buying larger
guantities of unscented lotion around the beginning of their second trimester. Another analyst noted that
sometime in the first 20 weeks, pregnant women loaded up on supplements like calcium, magnesium and zinc.
Many shoppers purchase soap and cotton balls, but when someone suddenly starts buying lots of scent-free soap
and extra-big bags of cotton balls, in addition to hand sanitizers and washcloths, it signals they could be getting
close to their delivery date.

They were able to identify about 25 products that, when analyzed together, allowed him to assign each shopper a
“pregnancy prediction” score. More important, he could also estimate her due date to within a small window, so
Target could send coupons timed to very specific stages of her pregnancy.

Ve skutec€nosti zfejmé neni tak Uplné pravda, Ze by spolecnost Target dokazala s vysokou spolehlivosti predpovédét
(napt.) téhotenstvi. | proto jsou slevové kupdny namixovany — ne snad proto, Ze by bylo divné, kdyby téhotné zené
chodily vyhradné kupdny spojené s produkty pro téhotné, ale protoze je riziko, Ze false positive chyba by mohla
zakaznice rozzlobit a spustit vinu kritiky a stiznosti

How Companies Learn Your Secrets
Big data: are we making a big mistake?
Did Target Really Predict a Teen’s Pregnancy? The Inside Story

Souvislost s BIG DATA, vétsina velkych technologickych spole¢nosti déla bézné (Google), napf. Amazon chce odesilat
zasilky jesté predtim, nez si je zakaznik objedna

Amazon does have an idea that may help it get ahead in the same-day delivery war, using predictive analytics and a
transportation model that would see products basically hovering around potential buyers, either in nearby hubs or
on trucks. WATCH: Amazon Thinks It Can Predict Your Next Order

Amazon said it may consider previous orders, product searches, wish lists, shopping-cart contents, returns and even
how long an Internet user’s cursor hovers over an item. Amazon Wants to Ship Your Package Before You Buy It

v 14-Fij-18
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http://www.forbes.com/sites/kashmirhill/2012/02/16/how-target-figured-out-a-teen-girl-was-pregnant-before-her-father-did/
http://www.nytimes.com/2012/02/19/magazine/shopping-habits.html?pagewanted=all
http://www.ft.com/cms/s/2/21a6e7d8-b479-11e3-a09a-00144feabdc0.html
http://www.kdnuggets.com/2014/05/target-predict-teen-pregnancy-inside-story.html
http://www.theverge.com/2013/10/10/4824014/the-dream-of-the-90s-is-alive-in-america-why-on-demand-delivery
http://www.huffingtonpost.com/shawn-amos/watch-amazon-thinks-it-ca_b_4662393.html
http://blogs.wsj.com/digits/2014/01/17/amazon-wants-to-ship-your-package-before-you-buy-it/
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Segmentace B2B trhu

Odlisnosti oproti B2C trhiim

Méné subjektl na trhu

UZsi vztah dodavatel—-zakaznik
Vice racionalni, profesionalni
Geograficka koncentrace
KratsSi supply chain

Casto neelasticka poptavka
Fluktuace poptavky
Odvozena poptavka

Jiné (a vice) role v rozh. procesu

Group
A
B

c

‘ Description | Type | Description
Major Retail FY/il Major Retail
Industrial Blue Chips m Consolidating Combines
m New Born Subsidiaries
National Service [/ L8 Fliers and Fixers

[o“J Small Subsidiary Specialists
Large Subsidiary Specialists
(i1 Diversifying Services

Mini Money Movers
m Major Money Movers
m Couriers and Carriars
m Motors and Mobiles
m Motors and Movers
m Vehicles and Veg

Primary Extractors

Fleets and Finances

Monumental Monoliths
Broad Brush Base
Farsighted High Fliers
Stable Backbone

RN Wholesale Heavies

AW High tech Highlights

m Metal Manipulators

SAM Machine Makers

Specialist Suppliers

(338 Expert Engineers
(<M Chemistry Class
Research and Development

(3 Printers and Publishers

w

Initiators—Users or others in the organization who request that something be
purchased.

Deciders—People who decide on product requirements or on suppliers.
Influencers—People who influence the buying decision, often by helping define
specifications and providing information for evaluating alternatives. Technical
personnel are particularly important influencers.

Purchaser—People who have formal authority to select the supplier and arrange
the purchase terms. Buyers may help shape product specifications, but they play
their major role in selecting vendors and negotiating. In more complex purchases,
buyers might include high-level managers.

Gatekeepers—People who have the power to prevent sellers or information from
reaching members of the buying center. For example, purchasing agents,
receptionists, and telephone operators may prevent salespersons from contacting
users or deciders.

Users—Those who will use the product or service. In many cases, the users initiate
the buying proposal and help define the product requirements.
(Approvers—People who authorize the proposed actions of deciders or buyers.)

Group | Description
Local Solid Rocks

Heotels and Catering

Health and Social Work

Property Portfolio

Independent Entrepreneurs

Energetic Enterprises

Cottage Industry

| Type |Description

m Small Scale Suppliers
m Repair and Recreation

k8 |oaves and Fishes
m SmallTown Stalwarts
m Painters and Players
m Champion Chains
Inns and Eats

E5P Carers and Careers
m Nurses and Nannies
m Doctors and Therapists
Big Builders

NEYEN Municipal Melting Pot
LN Bricks and Mortar
LN Landlords and Ladders
LCUM FirstYear Survivors
K41
K42
LCXM Fledgling High Fliers

Bits and Bytes
(ELW Professional Professors
[EL. Supply Chain Sophisticates
L47

Existence framework(/systéma,
napfr. Mosaic Commercial (UK, 50
typu ve 13 skupinach)

Business Boosters

Developing Dynamos

Growers and Garages
(L Support Supremos
[E0 New Kick-Offs

m Cottage Industry

v 14-fij-18 Tomas Kincl 37



http://www.experian.co.uk/assets/small-business/commercial-mosaic/broucheres/mosaic-3.pdf
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Segmentace B2B trhu

*  Podobny proces jako u B2C trht (véetné mapovani)
— Zejména profilovani na zakladé geografickych charakteristik

* Region, provincie, stat, kontinent (ale i ¢lenstvi v uniich, asociacich, EU, NAFTA, OECD, ...)

* Typ oblasti (metropolitni, méstskd, venkovska; mésto, obec, vesnice...)
— Demografickych (Firmographics)

* Odveétvi, napf. SIC — Standard Industrial Classification),

e Velikost firmy

e Vlastnictvi nebo forma podnikani

Firmograhics (geografie a demografie/socio-ekonomie)

* Funkce a department decision-makera pouziva 81 % spolecnosti (B2B Market Segmentation)

— Psychografickych
« Zivotni faze v byznysu (start-up, growth, maturity, decline, turn-round)
 Styl fizeni (autokraticky, demokraticky, liberalni, ...)
- ,Postoje”—vztah k riziku, akceptace technologii, orientace na CRM,...

III

., Zivotni styl“ — CSR, postoj k Zivotnimu prostiedi, spoluprace s komunitou, ...
— Behavioralni (preference ceny, kvality, kvality doplrikovych sluzeb, dodani, ...)

* Snahy o podobnou segmentaci jako B2C (napf. B2B BuyerSphere reports)

v 14-Fij-18
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http://www.ons.gov.uk/ons/guide-method/classifications/current-standard-classifications/index.html
http://ec.europa.eu/enterprise/policies/sme/facts-figures-analysis/sme-definition/
http://en.wikipedia.org/wiki/Types_of_business_entity
http://www.baseone.co.uk/documents/BUYERSPHERE_2013.pdf
http://www.circle-research.com/wp-content/uploads/B2B-market-segmentation-research.pdf
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Segmentace B2B trhu

Signode je hlavnim svétovym producentem ochrannych systém( baleni. V roce 1992 provedla analyzu
chovani zakaznik( a identifikovala 4 hlavni segmenty:

1. Programovi zakaznici (6,6 m) — nejsou citlivi ani na cenu ani na Uroven sluzeb, nakup je pro né rutina,
produkt neni pro jejich byznys klicovy

2. Vztahovi zdkaznici (31 m) — netladi pfilis na cenu, vazi si vztahu s bezproblémovym dodavatelem, produkty
Signode jsou pro né stredné dllezité

3. Transakéni zdkaznici (24 m) — neustdle poméruji cenu s ohledem na poskytnutou hodnotu

4. Hledacdi vyhod — (23 m) — kupuiji velké objemy, vysoce citlivi na zménu ceny nebo sluzby, produkt je pro né
klicovy
Nejproblémovéjsi byli hledaci vyhod — nejvyssi tendence k prepinani na jiné produkty a vysoka citlivost na cenu

RANGAN, V.K., Moriarty R.T., and Swartz, G.S. (1992) Segmenting customers in mature industrial markets.
Journal of Marketing 56.4.

Philips Lighting US v roce 1995 zjistila, Ze pro manaZery spolecnosti je pfi nakupu Zarovek dllezita jednak
cena zarovky, jednak jeji vydrz. Cena zZarovky ale neni jedinym nakladem — na konci zivotnosti Zarovky se
objevuji ndklady spojené s jeji likvidaci (obsahuje tézké a toxické kovy). Philips predstavil novou Zarovku
Alto, ktera tyto kovy neobsahuje a podstatné snizuje naklady na likvidaci.

Tyto naklady ale ndkupdi v organizacich nezohledriovali. Philips zacilil komunikaci na CFO (Chief Financial
Officers), ktefi maji prehled o celkovych nakladech organizace a rovnéz dokazi ocenit PR spojené

s pouzivanim environment friendly Zarovek. BEhem kratké doby Alto nahradila 25 % vSech Zarovek

v obchodech, Skolach a uradech po celych USA.

MAUBORGNE, Renee, KIM, W. Chan Creating new market space. Harvard Business Review 1/1999.

MM SIGNODE"

An ITW Company

@
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Spojovani mikrosegmentu

* Na zakladé predchozich postupl muze byt definovano i nékolik desitek tzv. mikro-segment
— Neni v silach firmy vSechny adresovat zvlast a pripravit pro kazdy mikro-segment specifickou
marketingovou strategii
— Radu mikro-segment(i Ize spojit — i kdyZ se zakaznici mohou lisit (napt. demograficky),
s ohledem na strategii marketingového mixu mezi nimi nemusi byt rozdil (napft. uzivaji
produkt podobnym zplsobem, Ziji ve stejné lokalité, sleduji stejna média, ...)

Priklad: z pfedchozi analyzy vyplynulo 5 segmentd A1-A5 (napf. rizné demografické
skupiny). Kazda ocenuje rtizné aspekty produktu jinym zpldsobem. Lze spocitat
velikost rozdilu mezi jednotlivymi segmenty. Priklad pro Al a A2:

Market DBCs Micro-segments and their DBC scores
Al A2 Az Ad A5
Value  £30k  £20k £20k  £20k  £30k

DBC — decisive buying criteria

Local availability - access 40 50 45 30 30
Eco-friendly packaging 30 75 30 20 15 Market DBCs Micro-segments Difference Difference  Square root of
Trusted brand - reliability 20 20 15 40 A5 and DBC scores between scores squared total difference
Price 10 5 10 10 10 Al A2 (AT — AZ) v
Total 100 100 100 100 100
Local availability - access 40 50 -10 100 -
. .. } i R Eco-friendly packaging 30 25 5 25 -
Pro vSechny vzajemné kombinace segmentl pak Trusted brand - reliability 20 20 0 0 -
noos ; . - . Price 10 5 5 25 -
rozdily jsou ndsledujici. Nabizi se otdzka, zda A1 a A3 Total 100 100 - 150 125

popt. A4 a A5 nelze spojit do jednoho segmentu

Hodnoty DBC pro nové segmenty lze spocitat jako vazeny pramér (vaha = hodnota
segmentu) pavodnich hodnot

Micro-segments

Al A2 A3 Ad A5

Micro-segments .
Al o 122 71 245 308 Market DBCs Clusters, micro-segments and
A2 0 0.0 292 3139 weighted average DBC scores
A3 0 30.8 36.7
L1 A2 cLz
jt; 0 3'1 (A1 and A3) (A4 and A5)
Value £50000 £20000 £50000
Local availability - access 42 50 30
Spojeni segmentld ma fadu vyhod — méné strategii, Eco-friendly packaging 30 25 17
L. . . K Rk K Trusted brand - reliability 18 20 43
které je treba pfipravit a implementovat, velikost Price 10 5 10
Total 100 100 100

segmentu nyni mGzZe byt dostatecnad, aby se jeho
zacileni firmeé vyplatilo v 14-fij-18 Tomas Kincl 40
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Spojovani mikrosegmentu

*  Analyza nékolika malo mikro-segmentd nemusi byt narocna a lze ji provadét rucné

* U mnoha mikro-segmentl (a popisnych charakteristik a DBCs) nastupuji statistické metody

— Napt. clusterova (shlukova) analyza — statistickd technika ur¢ena ke sdruzovani prvk{ na

zakladé blizkosti ¢i podobnosti.

Northern Ireland

High o
Age:18-24 ' ;\sx Wik
Income: High f Age: 25-35 2%
Recency: Low 1] Income: High /;
ol ¢ (] Recency: High | 7
t t S P
£ i t ) ¢
' t t R WA
t Receney of visits to YaurWebsit L [
t ecency ot visits to YourWebsite.com ‘-Iigh \ ",
§ 4 [ ha o
Age: 50-65 1 4 ] ™
Income: Low e/ }\ > ?
Recency: Low v/ : t ) B 2 #Q:
/ t Age:36-49
t Income: Low
High Recency: High

Welcome to
NeuroXL software demo!

This demo shows an example of
using NeuroXL Clusterizer in banking
services marketing (clusterization of

customers by banking status and

household characteristics).

England

Ireland

Norway

Sweden

Iceland

Finland

Denmark

Latvia

Russia (Karelia)
Estonia

Poland _—

Portugal —;—
Trinidad & Tobago

cluster A

Japan
Greece

Malaysia —!—!
Philippines

cluster B

Botswana

Ghana (central)

indis (@ujarat) | ———————]
Bangladesh

Zimbabwe z}—i cluster C
swaziland

Uganda 4;

SAS® Training Video Tip:
Profiling Segments with
SAS® Enterprise Miner
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http://www.sas.com/en_us/customers/staples-marketing-automation.html
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http://www.youtube.com/watch?v=Cm0fDWHpbwg
http://www.youtube.com/watch?v=hlGyLZWJ8iE
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Spojovani mikrosegmentu
— Pokud je identifikovdno mnoho mikrosegmentu, lze je slucovat na zdkladé tzv. Decisive
Buying Criteria (DBCs)

* Pripravit seznam prinosU, pro které (rdzni) zdkaznici produkt vyhledavaji

* Soustredit se na parametry aktivni kvality (satisfaktory, excitement factors, delighters),
vynechat zakladni faktory (dissatisfaktory, basic needs, napfr. Zze auto jezdi)

* Vybrat dva nejdllezitéjsi/nejc¢astéji se vyskytujici, vynést do grafu, kazdy faktor na

jednu osu

 |dentifikace hlavnich zakaznickych skupin dle faktor( ovliviiujicich nakupni rozhodnuti

20% 80%
Level of support
(less demanding)

Low High (want lots
of support)

70% 30%
Breadth of product .
range Low 80% (high support High (buy a broad
(buy a narrow range I requirements) range)

but big quantities) |

(narrow 70%

product
range required)

et Prima donnas
56% | 24%] (expect to have their
every whim catered for)

30% (broad product
range required)

@ Dictators

{know their power as
large volume users)

Drag Queens

Easily satisfied
(paper is not

key to their business
— just want reliable

supply) 20% (low support requirement)

Priklad: Vyrobce papiru do kopirek

Zakaznici povazuji za nejdllezitéjsi:

1. Uroven podpory (v€asné dodani, spolehlivost, jednoduchost
objednavky)

2. Sitku produktového portfolia

3. Environmentalni problematiku (recyklovany papir)

4. ..

Dva hlavni faktory zobrazit na osach
(80 % zakaznik( chce velkou miru podpory, 70 % zdkaznikd kupuje
predevsim velké mnoZstvi stejného produktu)

Zobrazit do schématu -> 4 hlavni segmenty (Ize pojmenovat libovolné)

Segment Drag Queens je pomeérneé rozsahly, Ize dale rozdélit na
podsegmenty (na zakladé dalSich dulezitych kritérii)
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fm.vse.cz Profilovani zakaznickych segmentu piva Flying Dog

(USA), 53 respondent s cilem odhalit, co vede

pivare k volbé znacky, ldentifikace Ctyr skupin
Decisive Buying Criteria?

Spojovani mikrosegmentu

EPICURES

Prefer specialty beers

Epicures are characterized by their ardor and appreciation for beer and how
it's made. Not surprisingly, they have an affinity for microbrews and local

CHAMELEONS
Eclectic tastes
What sets Chameleons apart from the other segments is their versatility.
Their tastes span from PBR to Three Philosophers, confounding beer

breweries. novices and connoisseurs alike. Most interestingly, their drinking
Refined taste decisions are largely based on their mood.

Known for their zealous pursuit of beer that is worthy, they are a tough crowd Beer discovery

to impress. Armed with a discriminating palate and a mouthful of opinions, Because of their spontaneous nature, they are prone to discovering new
they will gladly let you know what they think about their latest beer discovery beers. In fact, 88% of this group reported frequently trying new beers.

or mishap. Price responsive

Beer personality This segment is just as fickle when it comes to pricing. They might have
They exhibit a strong preference for quirky beers with an interesting one brand in mind as they enter the store, but if the price doesn't agree
background story. To others, it may seem like they purposefully choose with their wallet, they're just as happy with their second choice.

obscure brands. Epicures don't care; they're looking for beer brands with Favorite brands: Any and everything, from Yuengling and Guinness to
personality. Smithwicks and Dogfish Head

Favorite brands: Rogue, Harpoon, Victory, Ommegang, Duvel, Chimay, Fat Fun fact: Relative to the other segments, Chameleons are more inclined
Tire, and Kronenberg to drink late-night.

Fun fact: Compared to the other segments, Epicures are more likely to be "There are many different choices for many different moods."

older and male (71% are male).
"My favorite beer? Kronenberg in a bottle or Warsteiner on tap. If it's
available. These usually aren't."

HEDONISTS

Drink for pleasure

Hedonists drink for the sheer joy of drinking. They are more concerned
with the effects of alcohol than the taste of the beer. This may explain
their unrivaled appreciation for drinking games.

BEER SNOBS

Developed tastes

' This segment prefers to drink premium, recognizable brands. They bring their
own beer to the party and they don't like settling for less.

High expectations

Sometimes viewed as hard to please, this segment has strong preferences Brand loyal . -
when it comes to how their beverages are served. Blue Moon must be served Perhaps because they'V|ew beer as a meaps toan end,.they aren't likely
with an orange slice. And don't even bother opening a bottle of Modelo to deliberate over which brand to buy in the grocery aisle. They tend to
Especial if you haven't got a lime. stick to one or two favorite brands.

Image conscious Value-f:Iriven ' '
Compared with other segments, Beer Snobs tend to define themselves by the Hedonists seek a balance between price and taste, and price almost
beer they drink. always wins. When it comes to the flavor of beer, they rate good beer in
Favorite brands: Newcastle, Blue Moon, Sam Adams, Bass, Dos Equis, Modelo, terms of its imperceptible aftertaste.

and Stella Artois Favorite brands: Bud Light, Miller Lite, Coors Light, PBR, Busch, and
Fun fact: Beer Snobs are more likely than other segments to allow their Natural Light

friends to influence which new beers they try. Fun fact: Hedonists are most likely to enter into a love/hate relationship
"I'd choose any Mexican beer over American because of the flavor and use of with beer. They hate the taste, but they love the results.

alime." "I'm a cheap bastard and I'm usually only drinking to get drunk."

Kelly Foss, Beer Drinkers Segmentation v 14-ij-18 Tomas Kincl 43
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Spojovani mikrosegmentu
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Kelly Foss, Beer Drinkers Segmentation

RECOMMENDATION - EPICURES

Brand Personality

This segment would appreciate the passionate irreverence Flying Dog puts
into making its craft beers. The brand's profane attitude and non-conformist
outlook would resonate with our target.

Non-trad Approach

Epicures would respond well to Flying Dog's artistic, engaging branding. They
prefer brands that fly under the radar with non-traditional communications.
Community Focus

Our target would relish the opportunity to take part in the beer creation
process. And they would respect a brand that invites opinions and builds a
sense of community among its fans.

Market Position

The brand's provocative nature is reflected in names of their brews, such as
the Doggie Style Classic Pale Ale and the In-Heat Wheat Hefeweizen. This
attitude is mirrored in the design of their labels and the recipes themselves.
Advertising

Flying Dog almost exclusively practices nontraditional advertising. According to
their Marketing Director, the brand is perhaps best known for their "Good
beer. No shit." debacle. They made headlines for printing the aforementioned
inscription on the caps of their Road Dog Scottish Porter. "Purposeful in the
pursuit of making bold, yet highly drinkable craft beers and provocative and
irreverent in the way we view and communicate with the world around us."
Open Source Beer

Flying Dog recently gained recognition for pioneering the idea of creating a
collaborative beer in the states. They solicited suggestions from homebrewers
on their blog to craft a Doppelbock beer, which they named Collaborator. The
recipe and label are shared on their website.

v 14-fij-18 Tomas Kincl
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Provedeni

& PokroGilé

Segmentace - shrnuti e T eE [

Rozméry a hmotnost
Rozhran(
élka privodriho

* Vysledny segment musi byt o

Zobrazit 1 poloZku

— Identifikovatelny (identifiable) — segment lze rozlisit na zakladé

ovedeni: Pro leviley X ® zruzic

(néjakych) segmentacnich kritérii o e e

Razer DeathAdder Left Hand
0dpi, 3G senzor, odezva

Podil zdkaznik( z hlediska pohlavi je u Coca-Coly 50/50 — neni tedy nutné diferencovat podle pohlavi
(neplati pro Diet Coke)

— Dostatec¢né velky/méritelny (substantial) — Ize zjistit jeho velikost,

kupni silu, atp., velikost segmentu musi byt dostatecna
Mys pro levaky? Odhady jsou 3-5 % populace

— Dosazitelny (accessible) — Ize jej oslovit (marketingova komunikace)
a obslouzit (prodejni mista, distribu¢ni kanaly), dosazitelnost musi
reflektovat i moznost firmy

vvvvvv

Jindfichohradecka Agrola si nemuze dovolit oslovit masy spotrebitelll — mimo moznosti firmy

— Stabilni (stable) — musi existovat dostatec¢né dlouho, aby
se s nim dalo pracovat

— Odlisitelny (differentiable) — navenek dostate¢né odlisny od
ostatnich, uvnitf jsou vlastnosti homogenni

— Postihnutelny (actionable) — firma ma produkty, kterymi lze
segment oslovit

Doporucené ¢teni: GAVETT, Gretchen What You Need to Know About Segmentation
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Targeting

* Vyhodnoceni potencidlu segmentu a rozhodnuti

fm.vse.cz

o zacileni na konkrétni segment

Faktory ovliviaujici potencial segmentu

Proddavat vSem znamena neprodavat nikomu

Market segmentation Target marketing Market positioning
¢ |dentify bases for ¢ Develop measures of * Develop positioning for
segmenting the market L market altractiveness | target segments

* Develop segment profiles

¢ Select target segments ¢ Develop a marketing mix

for each segment

Total market

sqz-m 'P\"'. ' 27//\3
E | (TI &'Am‘ L ‘ L -
Ko ‘ N
3

* Velikost segmentu (jednotky, hodnota), tempo '

rastu, citlivost na cenu; dalsi vlastnosti produktu
(doplrikové sluzby), cykliénost, sezdnnost, vyjed-

“Dividing up the total
market into segments”

“Selecting the most
profitable segment/s to
focus on”

“Creating an image or

position for the brand

vis-a-vis competitors
brands”

navaci sila subjektt v dodavatelském retézci (upstream i downstream)

vyrobni kapacity

Konkurencni firmy a jejich podil, stupen koncentrace, vertikalni/horizontalni integrace,...
Marze, Uspory z rozsahu, zkusenostni efekt, bariéry vstupu/odchodu z trhu, vyuziti

Spolecenské trendy, regulace a zakony, zajmové skupiny, komunity, ...

Nelze vyhodnotit vSechny faktory, obvykle se vybira nékolik (cca 5) nejdulezitéjsich.
Nasleduje ohodnoceni a vazeni faktor( —> prioritizace segmentd ~_

e

Attractiveness Weight Segment 1 Segment 2 Segment 3
factors

Score Total Score Total Score Total
Growth 25 b 1.5 5 1.25 10 25
Profitability 25 9 2.25 4 1.0 8 2.0
Size 15 6 0.9 5 0.75 8 1.2
Vulnerability 15 5 0.75 6 0.9 6 0.9
Competition 10 8 0.8 8 0.8 4 0.4
Cyclicality 10 2. 0.25 3 0.3 25 025
Total 100 6.45 5.0 7.25

Superconsumers—the top 10% of highly engaged consumers who can drive 50% of
category profit—will continue to increase in importance and determine which brands win
and which don’t. Why Marketing Needs More Introverts.

Companies that listen to their super-consumers and use their insights to refine their
message ultimately grow sales and margins across all segments. These companies aren’t
trying to convert light users into heavy users. Rather, they’re figuring out what it is the
super-consumers like so much and then offering it to them. Tap into Your Super-Consumers
Super Consumers are a key group to unlocking profitable growth in your category.In any
category, they are the subset of consumers who drive the most value and are the most
heavily engaged in the category. Across the more than 200 categories analyzed, they are
the approximately 10% of households that drive 30% of sales, 40% of category growth and

50+% of category profit. Super Consumers. Who They Are, Why They Matter
v 14-ij-18
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https://hbr.org/2009/11/surprising-insights-from-super
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Targeting - nastroje
* K porovnani segmentl Ize vyuzit podobnych nastrojl jako u portfolio analyzy (BCG, GE,
directional policy matrix)

— Atraktivita trhu je nahrazena atraktivitou segmentu, konkurenceschopnost vychazi z DBCs
(opét ohodnocené a vazené)

- Lze Zahrnout i Vy,VOj \Y) bUdOUCI,Ch IeteCh Refative company competitiveness

Reiative segment {market) share Relative company competitivenass High Low
(ratio of company share to share _
of largest compatitar) . O Present positicn High
High Low High Medium Low
Forecast position >
“Star” "Question mark’ Size _ Siza in 3 years Nk o £
High Growth -JD
Segment growth ot Investibuiid i
High Cash qenerated  + ++ | Cash generated + Pricing Share
Cash used — —— | Cash usad — Segment diversity Posi_tion_ ) .
Segment (market) growth 0 — Competitive sructure Profitatélity ! O
{annual rate in constant Segment profitability | Medium Margin Medium
maoney relative to, for Technical role Technical
N i Strengths/weaknesses
axampla, GNP growth) . , L Social g
P g Cash cow Dog Enviranmant Image Manage
Legal People o change
low |Cashgenerated +++ | Cash generated  + Human Low "‘\ ez
Cash used — | Coshused -
T b segment Low Mairtair
attractivenass aintzin

Investigromw Salectivity'earnings Harvest/divest
80% | | Bubble size:
N:r’:?:a'" | | Number of households in the market segment
2 . GILA urban corridor |
70% |
§§ | | \_/ 15 million 3 million 0.5 million
e 18 s Sun | 5 Price fighters
§ ! ! o DR
2 | | accordngtothe WoridBanks @) 40-140 ") Range buyers
; South Afrce | | Ease of Doing Business Index s $
ig - istamic nations | . 5 4 Delivery buyers
E Coteaivore | Growth rate of market segment from 1995-2010 = i .
| S 5 Quality fanatics
Nigeria | Hc'Jseholasmma'h'e!segmemas\o(a households o L. .
aox Berin | ol amio = Traditionalists
comdroon £ 3
_________ ____:_._.J“___T__________________ :‘E
. 30% Eastern Africa @ crone c
§ Mauri | s 1]
| Gzeeth I
i sl [ E 2
SE 20% | | 3
=§ [ | | ¢ . Ethiopla
£ Madagascar Rwanda
E | | Angola
& 10% | | Mazambicue 1
§£ | | Liberia
, | M | 1 2 3 4 5
moabwe
| | P
Py 7 | = | o = o Competitive Advantage
| r . .
shrinking/stagnating | crawing expioding Market Segmentation in B2B Markets
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Segment factors Competition

Size (money, units or both) .
Growth rate per year .
Sensitivity to price, service featuresand °
external factors .
Cyclicality .
Seasonality .

Bargaining power of upstream suppliers
Bargaining power of downstream
suppliers

Types of competitors

Degree of concentration
Changes in type and mix

Entries and exits

Changes in share

Substitution by new technology
Degrees and types of integration

Financial and economic factors Technological factors

Contribution margins .
Leveraging factors, such as economies .
of scale and experience .
Barriers to entry or exit (financial and .
non-financial) .

Capacity utilization

Maturity and volatility

Complexity

Differentiation

Patents and copyrights
Manufacturing process technology
required

Social attitudes and trends

Laws and government agency
regulations

Influence with pressure groups and
government representatives

Human factors, such as unionization
and community acceptance

McDonald, M., & Dunbar, |. (2004). Market segmentation: How to do it, how to profit
from it. Butterworth-Heinemann.

Based on research of UK Times 1000 companies, the
three most important criteria for selecting target
markets were profitability, market growth, and market
size. Likely customer satisfaction, sales volume,
likelihood of sustainable competitive advantage, ease of
access of business, opportunities in the industry, product
differentiation, and competitive rivalry rounded out the
top ten criteria.

A decade later, profitability was the number one market
selection criterion followed by four frequently cited
drivers — market growth, market size, likely customer
satisfaction and sales volume.

Brotspies, H., & Weinstein, A. (2017). Rethinking
business segmentation: a conceptual model and
strategic insights. Journal of Strategic Marketing, 1-13.

v 14-fij-18 Tomas Kincl
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Targeting — rozhodnuti o zacilenych segmentech

Rozhodnuti o zacilenych segmentech — Product-by-segment matrix (metoda souradnicovych

siti)
The @aMaiNg : cafesi :
{t\/()RLD b . zipear ..o
~\ Market Muitiple
— “ y Coverage Segments Individuals
B W § Segments as Segments
facts about the world's biggest brand &
vk s b ABaEé IIIIIIIIIIIIIII|III|III|IIII
Jbo%%45°brundsi'ié§hﬂ tg |IIIIIIIIII‘IIIIIII|III|III|IIII
3,00 lequge midmsmean Customization
MassMarket  \! & lee —
u 2. R v 2
E sandp | WOERS % Kl me @P]I‘I](I]\H. FAP
@ e suds samas [
wase [l < BANANA REPUBLIC
V poslednich letech (a predevsim online) velky rozmach é ‘—J Google 0
. s , . v . User A NYC Source Version A
behavioralniho targetingu (nékdy ale nefunguje)
N
Ptipadova studie: Coca-Cola's New Vending Machine (A) Pricing to Capture Value f% l‘
User B Paris PC Source Version B

Pomoc pfi zacileni nabizi i segmentacni frameworky/systémy (napt. PRIZM)

IndividuaIni marketing je naroény — v 2012 Lego zrusilo svoji sluzbu DESIGN byME — zdkaznik si mohl

postavit vlastni model v pocitacdovém programu Lego Digital Designer a pak si objednat i skutecnou
stavebnici. Vlastni stavebnice byla oblibend, objevovaly se problémy s kvalitou a produkt byl pfilis narocny
a doplnit svoji stavebnici.

The original Design byMe vision was for a unique customization service, where consumers could design
whatever they imagined, display it and get the model sent to them in their own LEGO box. Design byMe as
a concept attracts several million people each year to build a huge range of amazing creations using the

’Ill

(z hlediska firemnich proces(). Porad si ale zle objednat libovolny ,,di

LEGO Digital Designer (LDD) software. Despite this success, the overall Design byMe experience has

struggled to live up to the quality standards for a LEGO service. Design byME to close in January v 14-¥ij-18
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http://conversionxl.com/how-to-use-personalized-content-and-behavioral-targeting-for-improved-conversions/
http://www.slideshare.net/dcpaola72/personalisation-behavioral-targeting-and-online-mkt-optimisation
http://www.vfc.com/brands
http://www.zipcar.com/
http://www.buildabear.com/shopping/
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Targeting na zakladé hodnoty zakaznika/segmentu — RFM

*  RFM (Recency-Frequency-Monetary) — budouci hodnota zdkaznika zalozena na

— Recency — kdy naposledy nakoupil (datum posledniho nakupu — pokud nakoupil nedavno,
pravdépodobné koupi brzy znovu)

— Frequency — jak casto nakupuje (pocet transakci za sledovani obdobi — pokud nakupuje Castéji,
pravdépodobné koupi brzy znovu)

— Monetary — kolik (u nas) utraci (celkové/priimérné nakupy zakaznika nebo celkova/pramérna
marze — pokud nakupuje za vice, pravdépodobné znovu koupi za vice)

— Stavi na behavioralni segmentaci (nakupni chovani), uplatnéni Paretova pravidla (80 % zisku
generuje 20 % zakaznik()

Nejprve se provede hodnoceni jednotlivych parametr( Pak se pocitda RFM, lze vytvorit
RFM (hodnoty se odvijeji od potfeb hodnotitele matici pozic pro vSechny kombinace
Customer Information
Recency Recency (Days since Frequency Frequency (number  Monetary Monetary
Ranking last purchase) Ranking of purchases) Ranking (amount spent) Recency
5 70 days 5 iosathanEines 5 shorethan 4600 RFM Cell Score (Days since last Frequency Monetary
purchase)
4 71 - 140 days 4 5-7 times 4 $3000 - $3999
3 141 - 210 days 3 3-4 times 3 $2000 - $2999 45 days 10 times $4500
2 211-280 days 2 2 times 2 $1000 - $1999 123 days 9 times $950
1 281 - 365 days 1 once 1 less than $1000 156 days 2 times $3600
250 days 4 times $1650
350 days once $500

Canvass All-in-one Marketing Software Marketing data analytics
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Targeting na zakladé hodnoty zakaznika/segmentu — RFM

— Puavodné se RFM pouZivalo v direct mail kampanich

* Rozhodnuti koho ze zakaznické databaze oslovit, predpovédét
kolik zdkaznik( zareaguje

515
514
513
512

* Optimalizace nabidek a slev s ohledem na predchozi chovani

Just purchased - >

zakaznika 511
* Jaké aktivity vedou k aktivizaci zdkaznik( s vysokym RFM ;ﬁ
— Jednoduché - popularni s

315
314
313
312

— RFM ma radu omezeni

Recency

* Predpovida chovani v budoucnu jen na kratké obdobi 311
(zména v delSim obdobi, diskontovani hodnoty?) -
* Koeficienty RFM mohou mit jen omezenou vypovidaci §§1
schopnost o chovani zakaznika L
* Nezahrnuje ndklady na ziskani zakaznika (marketing) ﬁg
* Nemusi fungovat ve vsech odveétvich -

Engaged Subscribers RFM Breakout
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332
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232
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Frequency

441

345
344
343
342
341

245
243
242
241
145
143

142
141

453
452
451

355
354
353
352
351
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-
¥
0f

6+ —>

— RFD — Recency, Frequency, Duration; RFE — Recency, Frequency, Engagement; RFM-I — Recency,
Frequency, Monetary Value — Interactions; RFMTC — Recency, Frequency, Monetary Value,

Time, Churn rate

Doporucené ¢teni: GUPTA, Sunil et al., 2006. Modeling Customer Lifetime Value. Journal of Service Research, 9(2),

str. 139-155

FADER, Peter S., Bruce G. S. HARDIE a Lee Ka LOK, 2005a. RFM and CLV: Using Iso-Value Curves for Customer Base

Analysis. Journal of Marketing Research, 42(4), str. 415-430.

MUTYALA, Sridhar, 2015. Using RFM to Identify Your Best Customers. http://www.eightleaves.com/2011/01/using-

rfm-to-identify-your-best-customers
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Targeting na zakladé hodnoty zakaznika/segmentu — SoW

*  Share of Wallet

— Poméruje jakou ¢ast vydajll zakaznik vydava za produkty ve vztahu
k produktové kategorii (,,jakou ¢ast penézenky utraci na nase produkty®)

* Muaze se tykat produktu, produktové kategorie, vydajl v jednom
obchodé, atp.

INDIA'S SHARE-OF-WALLET IS SHIFTING FROM BASIC NECESSITIES TO
DISCRETIONARY ITEMS Il Necessities

* Muze zahrnoval i sledovani T b <oendng

Share of average household consumption

v v s 7 Vd %, thousand, Indian rupees, 2000
zmen ve spotfebnim chovani T 2 w
s T ‘00/0—';3_4_.1:“ U —- 9 13 Health care
Za kazn I ku i ) B 3] - 9 Education and recreation
. . 74 :2_—4—- \ 1 19 6 Communication
— Lze zahrnout i ,velikost W N\ o |t
s f— ransportation
této penézenky — wallet matrix N |
11 Personal products and services

——3—— Household products
Housing and utilities

Apparel

III . BT 1995 2005E 2015F 2025F
Note: Figures are rounded to the nearest integer and may not add up to 100%. Eme: Th;[bi": °f§{°];'o[l“g‘8;;“ e of
Share Of Wa“et Source: Mckinsey Global Institute onsuniar Maviat (We ” )
D Cené Cteni: TIMOTHY, L. K.; LERZAN, A.; ALEXANDER
Share of Wallet oporucene cteni: , L. K.; , A,
BUOYE, Bruce Cooii. Customer Loyalty Isn’t Enough Grow

Food, beverages, and tobacco

Small Medium Large Your Share of Wallet. Harvard Business Review, 12/2011
Wallet Wallet Wallet
Size Size Size

— Omezenad perspektiva (Casto nizkd korelace mezi loajalitou a SoW) - ———
Wallet Allocation Rule (pracuje s loajalitou, pry vysoka korelace s SoW)

— Nutno doplnit dalSimi pohledy na hodnotu zakaznika

Establish the number of brands (or

stores or firms) customers use in the
product category you want to analyze.
Let’s say that Stuart, Mary, and Joe all

buy Acme, Mega, and Brand X detergent.

Survey customers and obtain

satisfaction or other loyalty scores
for each brand; convert the scores into
ranks. In the case of a tie, take the aver-
age—for instance, if two teams tie for
first place, assign each a rank of 1.5.

The chart below shows the ranks of

the three detergents according to the
satisfaction scores provided by Stuart,
Mary, and Joe.

ACME MEGA BRAND X
STUART 3 1 2
MARY 3 2 g
JOE 3 1 2

To arrive at a brand’s share of wal-

let for a given customer, plug the
brand’s rank and the number of brands
into the Wallet Allocation Rule formula:

SHARE OF WALLET=

a- RANK %€ 2 )
NUMBER OF BRANDS +1' * {\NUMBER OF BRANDS

Stuart’s share of wallet for Acme
detergent:

A
3%l 3

= (1-0.75) % 0.67
=0.25 x 0.67
= 0.1675, ROUNDED TO 17%

Repeat the calculation for each cus-
tomer and brand. To obtain a brand's
overall share of wallet, take the average
of all customers’ share-of-wallet scares.

ACME MECA BRAND X
STUART @ 50 6 11
MARY 17% 33% 50"
JOE 17% 50% 33%
BRAND SHARE 17% a4 39%

OF WALLET

v 14-fij-18 Tomas Kincl
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Targeting na zakladé hodnoty zakaznika/segmentu — CLV

* Rozhodnuti o zameéreni na akvizici nebo retenci zakazniki — Customer Lifetime Value
— Srovnava naklady na akvizici a udrzeni zakaznika Yeard: CLV=+$100

Year3: CLV=-875

s jeho prfinosem po dobu Zivotnosti produktu Year2: CLV = 5250

o—Yearl ClV =-35425 |

— Lze jej pocitat nominalné ¢i diskontovat (Cista
soucasna hodnota — prijmy v budoucnu maji jinou T 1 517_5. Ty e T 4
hodnotu nezZ v soucasnosti) ey W] ey ] e g § g

($600) $25) ($25) LS?- ($25

— Souvisi se vztahovym marketingem (rozvoj od 1980s)

n

] CLV — Customer Lifetime Value
CLV = {GC* Y [+'/(1 + d) GC — (oéekdvand) roéni hruba marze na zdkaznika/jednotku
=0 n — oCekavana doba (v letech), kdy bude zakaznik produkt kupovat
i i 0.5 r — mira retence — podil zakaznik(, ktefi opakované nakupuji produkt
— (M Z /(L + d) I d — diskontni mira, tj. procentni sazba, kterou se diskontuji budouci vynosy
M — naklady na promotion (udrzeni zakaznika) na jeden rok (0,5 vyjadiuje

pouze zakladni modeI odhad, Ze vSechny naklady na promotion jsou vyCerpany v poloviné Zivotnosti)

Predpoklada ndkup jednou rocné, naklady na zdkaznika a mira
retence jsou konstantni, stejné jako piinos zakaznika Nastroje pro vypocet CLV, napt. How Valuable Are Your Customers?

— Rozsitené modely pocitaji i napfr. s nakupem vicekrat rocné (pulroc¢ni predplatné), jednou za
nékolik let (leasing auta), popf. Ze naklady na zdkaznika a jeho prinos se rok od roku méni
(obvykle s-kfivka). Dale i modely s (viceméné) kontinudlnim cash-flow (FMCG jako cigarety,
kava) nebo s proménlivou retenci zakazniku

— Casté problémy pfi stanovovani CLV

* Stanoveni ndkladl na akvizici u budoucich zakaznikd — jak rozdélit naklady na kampan
mezi zakazniky (nemusi byt rovhomérné)

* Nezahrnuti nakladd na akvizici u soucasnych zdkaznik( (PCV — past customer value)
« Zakaznik, ktery hodné utraci nemusi byt hodnotnéjsi (vyssi ndklady na ziskani).s Tomé& Kincl 55


https://hbr.org/2014/07/how-valuable-are-your-customers/

Targeting na zakladé hodnoty zdkaznika/segmentu — CLV

— Pokrocilé modely mohou slozit jako podklad k tvorbé dynamickych cen (dynamic pricing) —
snaha odhadnout vliv zmény v cené (a nakladech na retenci) na retenci zakaznika

— Madze slouzit i k porovnavani zakaznik( (napf. velky odbératel nakupuje jen jednou rocné a
chce vyznamnou slevu x drobny odbératel nakupuijici ¢astéji) a k rozhodnuti o jejich zacileni
(stanoveni maximalnich naklad( na akvizici) — podklady k targetingu

CALCULATING

Lifetime Value

A CASE STUDY » One way to analyze acquisition strategy and estimate marketing
costsis to calculate the Lifetime Value (“LTV") of a customer. Roughly
defined, LTV is the projected revenue that a customer will generate
during their lifetime. In this graphic we'll briefly cover how to calculate
LTV and how to use LTV to help solidify your marketing budget.

Special thanks to @avinash.

Case Study: Starbucks

> Despite the shaky economy, Starbucks is opening new stores around the world. In 2012, Starbucks
expects to open 600 new locations internationally, about 25 percent of which will be in China. It's no
secret that Starbucks’ acquisition strategy is closely scrutinized and routinely copied. Using rough
sales figures from 2004, we're able to estimate the LTV of an average Starbucks customer. The sales
data from Starbucks may not reflect current marketing trends, and is only provided to illustrate the
steps necessary to calculate LTV.

Step 1: Average Your Variables

CUSTOMER EX! AVG. ACROSS § CUSTOMERS (IN USD)

Py W W W e 590 - (s)

CUSTOMER 1 CUSTOMEK 2 CUSTOMER 3 CUSTOMER 4 CUSTOMER §

3.50 8.50 5 6.50 6

NDITURES PER VISIT

NUMBER OF VISITS PER WEEK (THE “PURCHASE CYCLE”)

s e A R . 4.2 ~(©)

CUSTOMER 1 CUSTOMER 2 CUSTOMER 3 CUSTOMER 4 CUSTOMER §

4 3

AVG. ACROSS § CUSTOMERS

AVG. ACROSS § CUSTOMERS (IN USD)

-24.30- @

AVG. CUSTOMER VALUE PER WEEK (EXPENDITURES X VISITS, IN USD)

CUSTOMER I CUSTOMER 3 CUSTOMER 4 CUSTOMER §

14 25.50 25 39 18

Step 2: Calculate Lifetime Value (LTV)

AVERAGE LTV

CON:

& $14,099

j | TheRate of Discount. The ‘rate of discount” is the interest rate By calculating the LTV of an average customer, Starbcks can now begin o estimate

used in discounted cash flow analysis to determine the present

The Average Customer Lifespan (how long someone
remains a customer). In the case of Starbucks, the

the maximum acquisition cost of a new customer. Using our estimate (an average of
average customer lifespan is 20 years.

value of future cash flows. Usually this number falls between 8%

S inlne) several LTV equation results), Starbucks must spend less than $14,099 to acquire new

customers. If Starbucks spends more than $14,099 per acquisition over the course of an
Customer ion Rate. The ge of
who, over a given period of time, repurchase, when compared
to an equal and preceding period of time. Starbucks: 75%

average customer lifespan (20 years), there’s a chance that they could be losing money.
Avg. Gross Margin per Customer Lifespan. Starbucks has
aprofit margin of 21.3% (see constant “p"). If the average
customer spends $25,272 (see the “Simple LTV Equation”
results below) during their time as a customer (“t”), Starbucks

fit M il Cust e bucks: 21.3%.
B |lErontMargi per CustomerStaroucis: 21:3% has gross margin per customer lifespan of $5382.94.

Breaking Down LTV Further

iNT KINDS OF CU

LTV WILL BE DIFFERENT FOR DIFFE| 'OMERS

DIFFERENT WAYS TO CALCULATE

LTV

Step 2in this graphic is intended to help you determine LTV as a total average (an average of all your customers). To do this, companies
will typically average the data from randomly chosen customers (as shown in Step 1 above). Sometimes it's helpful to break down the
average further and perform separate LTV calculations for different kinds of customers. Try and segment your customer base by total

Companies like Starbucks will typically use several different equations to calculate the LTV. We've included

3 common LTV equations below. Companies will typically use these equations (separate or in combination) to

help determine their marketing budgets, and, ultimately, the cost of acquisition. purchases over a long time period, and it will help you determine the LTV of a “good” customer versus an “average” one. This type of
| analysis will help you determine how much more you should pay in order to acquire a “good" customer. See chart below.

! ! l

TRADITIONAL LTV EQUATION  INVES

m<1+ri-r>

SIMPLE LTV EQUATION CUSTOM LTV EQUATION ING IN “GOOD” CUSTOMERS il $2,000
Companies should be worried about the lasting impact of “buying cheap
customers.” How likely are these customers to buy another product,

52(a) x t (52 x s x ¢ x p)

or hang around for a few years? Sometimes it pays to invest in “good”
customers. “Good” customers might cost more to acquire, but they'll
likely be more profitable as well.

Let's say that the LTV of an “average” customer is $8,000, and the LTV of
a*good” customer is $10,000. By subtracting the two LTVs, you can see
that you might expect to pay $2,000 more to acquire “good” customers.

EQUATION FIL UATION FIL

EQUATION FILLED

LTV OF AN LTV OF A
AVERAGE CUSTOMER GOOD CUSTOMER

$8,000 $10,000

Doporucené cteni: BERGER, Paul D.; NASR, Nada I.
Customer lifetime value: Marketing models and
applications.

Journal of interactive marketing, 1998, 12.1: 17-30.
JAIN, Dipak; SINGH, Siddhartha S. Customer lifetime
value research in marketing: A review and future
directions.

Journal of interactive marketing, 2002, 16.2: 34-46.

52(24.30) x 20 20(52 x 5.90 x 4.2 x 0.213)

5382.94 Ol
’ 1+01-075

CALCULATED LTV CALCULATED LTV CALCULATED LTV

$25,272 $5,489 $11,535

! ! !
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Targeting na zakladé hodnoty zakaznika/segmentu — NPS

Net Promoter Score

— Predpoklad, ze velmi spokojeny zakaznik utrati vice, nakupuje Castéji a stava se Sifitelem
pozitivniho Word-of-Mouth, je aktivni a poskytuje zpétnou vazbu pro zlepseni

— Snaha transformovat zakazniky do promotér

— Jednoducha a oblibend metrika od 2003

Doporucené ¢teni: REICHHELD, Frederick F. The One Number You Need to Grow.

Harvard business review, 12/2003

— Vyzkumy potvrzuji vztah mezi rlstem spolecnosti

a podilem promotér

3-year growth (1999-2002)

Airlines
10%
Southwest
5 -
American
Alaska
0 Northwest Airlines
Continental
5 'IaA'\!metrica
es! EVenUe:
TWA $10B
(2002)
United
-10 T T T
=10 1] 10 20 30 40 50 60%

— Casto nespravné vnimano

net promoters

* Jen pro vyrazné zakaznicky orientované spolecnosti
* Vyzkumy zkoumaly vztah s trzbami, nikoliv ziskem

* Naklady na promotéry mohou byt neimeérné vysoké
(promotéri se nemusi vyplatit)

* Hranice 6-7 a 8-9 mUze byt v rGdznych kulturach

vhimana rtzné (cultural bias)

Doporucené ¢teni: REICHHELD, Frederick F. BENDLE, Neil T.; BAGGA, Charan K. The
Metrics That Marketers Muddle. MIT Sloan Management Review, 2016, 57.3: 73.

Detractors Promoters

2888484 l
T S TR N B P [ TR (S 9 ] 50
Net Promoter Score [f= 8 % Detractors

Conny’s example looked purely at revenue generated by the
individual themselves, and clearly showed that Promoters
spend more than Detractors and so it makes good business
sense to improve your NPS. Looking at expenditure on
LEGO, over the same time period customer spend was as

follows: "

. Promoters spent 208 Euros z

*  Fence Sitters spent 165 Euros :"*“f =

. Detractors spent 136 Euros Agees

So, for LEGO, a Promoter will spend 53% more on their
product than a Detractor. He considered not just direct
spend that the individual makes on the product, but the
total contribution they make to the brand — including from
recommending others (or indeed otherwise). When looked
at like this, the average lifetime value for the network
providers was as follows:

. Each Promoter brings an additional $693 in revenue

*  Each Detractor is responsible for $1,495 in lost revenue
So the difference between a Promoter and a Detractor was
almost $2,200.

THE NET PROMOTER SCORE AND THE VALUE ~OF
PROMOTERS
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profitability

fm.vse.cz

Doporucené ¢teni: RAAI, Erik M., Maarten J.A. VERNOOIJ a Sander van TRIEST, 2003. The
implementation of customer profitability analysis: A case study. Industrial Marketing

Management, 32(7), str. 573-584

Targeting na zdkladé ziskovosti zakaznickych segmentu

* Ne vSechny segmenty jsou stejné ziskové (Paretovo pravidlo)

* Analyza z hlediska rozlozeni ziskovosti mezi jednotlivymi segmenty - Stobachoffova krivka

— Serazeni segmentU dle ziskovosti (od nejziskovéjsich;osa X)

— Zobrazeni kumulativniho zisku (zobrazuje prinos jednotlivych segment; osa Y)

140%
I
120% /
100 / Areald 02
Cumulative
fraction of total 0 |
customer base ."l

AreaC

Oy P a0 B0% B 100%

Cumulative fraction of total customer base
{customer in order of profitability)

Zobrazend situace ukazuje stav, kdy ziskové segmenty
(reprezentuji necelych 60 % vSech zakaznik() ,dotuji”
neziskové.

Otézka zda neziskové segmenty prestat obsluhovat — mUze

vV

rozsahu; skupiny ne2|skovych zédkaznik(

influencery téch ziskovych, atp.)

mohou byt

Low Subsidizing High subsidizing

Zadna | Vysoky podil
. , High % of profitable High % of profitable . ,
SkU plna neni customers. Little or no customers. Significant ZlSkOVYCh
V\'/razné subsidizing subsidizing of a small number 74 kaznllklj
of customers. i . ’
ziskovéjsi, nez (Many profitable existuje ale
jind, vSichni mala skupina
zakaznici jsou velmi
ziskovi. ztratovych.
Optimalni Prostor pro
stav zlepseni
Maly pocet Low number of profitable Low number of profitable Mah’/ poéet
Vysoce customers. Unprofitable customers with some highly
1 k ’ h High Dependence customers are not highly unprofitable customers. vysoce
ZIS OVyC (Few Profitable unprofitable. H /
. "o . ziskovych
Zakazr"ku’ Customers) ) .
viv: zakaznika,
vetsina v 22 g q
. "o nektefi jsou i
zakaznikl je Wsoce
(lehce v e,
. . ztratovi.
ztratova). Y
. . Hodné
Riskantni stav . ,
riskantni stav
RozloZeni ziskovych zakaznik(i reprezentuje Stobachoffiv

index — 0, vSichni zdkaznici jsou ziskovi. Pokud se index blizi 1,
- vysoka zdvislost na nékolika malo ziskovych zakaznicich
(volba diferencované strategie)
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MCWILLIAMS, G. Analyzing Customers, Best Buy Decides Not All Are Welcome.
fm.vse.cz GOHIER, P. Best Buy isolates its 'demons’.

Targeting

‘B
BESY

*  Existuje néco jako ,Spatny” zakaznik?

. Best Buy — americky retézec se spotrebni elektronikou (pfes 1 400 prodejnich mist v USA), v TOP10 americkych
retailerq

. V 2002 provedena segmentace — skupina 20 % zakaznikl predstavuje vétsSinu zisku spolecnosti (angels), zaroven ale
pétina zdkaznikl (tj. 100 mio) predstavuje tzv. démony — zakaznici, ktefi hledaji jen nejvyssi slevy, akce, kupony,
Casto vraci zbozi, protoze se jim prestane libit a pak ho znovu koupi, kdyz je v akci.

. Andélé se naproti tomu zajimaji o nové technologie, portable zarizeni, chtéji nové filmy a hry a necekaji, az se objevi
ve slevé — celkem osm segment(, napf. ,Barrys” single muzi s vysokym pfijmem, ,Jills“ matky z pfedmétsti, ,Buzzes”
technologicti nadsenci, ,,Rays”, mladi muzi s rodinou a omezenym rozpoctem, ,Charlies and Helens” — prazdné
hnizdo s prostredky k zabavé

Embracing the Angels — Redesign obchodU a sluzeb, loyalty programy, predstaveni Geek Squad, zména sortimentu,
vice zbozi na skladé ihned k dispozici, trénink zaméstnancl

Ditching the Demons — poplatek za vraceni zbozi, zruSeni promotion akci, na které tito zakaznici reagovali nejcastéji

(2009) Best Buy's consumer preference rating reached 35 percent

last month up from 31 percent year over year, while Wal-Mart, 28
reached 20 percent from 18 percent. \/\f\, W o
Trailing Best Buy and Wal-Mart, Target Gaining in Electronics Sales

Rust trzeb

Dnes uzZ je ale zase vsechno jinak — Why Best Buy is Going out of
Business...Gradually, Survey: Best Buy And Walmart Are Most .

Popular Stores For Showrooming vooRoom o mE e E e E :1314Fi;018 ! 12T°m§§Kin; o



http://www.cbsnews.com/news/trailing-best-buy-and-wal-mart-target-gaining-in-electronics-sales/
http://www.forbes.com/sites/larrydownes/2012/01/02/why-best-buy-is-going-out-of-business-gradually/
http://consumerist.com/2013/06/04/survey-best-buy-and-walmart-are-most-popular-stores-for-showrooming/
http://online.wsj.com/news/articles/SB109986994931767086
http://www.macleans.ca/business/companies/article.jsp?

Priklad: Wild Things Target Analysis

Targeting — segmentacni frameworky/systémy

*  PRIZM Target Segment Index (TCl)

L

Identify the Best
Consumer Segments

Amazon.com Purchasers by PRIZM Segment

Segment 50

Segment 66

““I‘ Lol .
H H
H

Index of 100 = LS. average (11.6%) §

[Etite Suburbs ] second City Society || TowniSiCountry I Urban Upscale The Affluentials
Create the Top 01 Upper Crust 10 Second City Elite 05 Country Squires 04 Young Digerati 08 Executive Suites
Target Groups 02 Blue Blood Estates 12 Brite Lites, Li' City 09 Big Fish, Small Pond 07 Money & Brains 15 Pools & Patios

03 Movers & Shakers 13 Upward Bound 11 God's Country 16 Bohemian Mix 17 Beltway Boomers.
I.ifntyh Types 06 Winner's Circle 20 Fast-Track Families 24 Up-and-Comers 18 Kids & Cul-de-Sacs
Who They Are 23 Greenbelt Sports 29 American Dreams 19 Home Sweet Home

25 Country Casuals

Size = 13% of purchasers Size = 8% of purchasers Size =20% of purchasers  Size = 12% of purchasers Size = 11% of purchasers

Index = 256 Index = 196 Index: 188 Index: 166 Index: 143
Consumer Insights Wealthiest suburbanites Affluent couples with children  Prosperous boomers Upseale citydwell Comfortable suburb
What They're Like Post-graduate degrees College degrees College degrees Ethnically diverse Mastly couples

Executive jobs Management jobs Telecommuting pros Early tech adopters College degrees

Large homes Digital technology Exercise equipment Enjoy the arts White-collar jobs

Expensive clothes Casual dining restaurants SUVs and boats Shop exclusive retailers Computer equipment

Arts fans Upscale malls Consumer electronics Drive luxury imports Health foods

Business media Conservative media Family media Travel abroad Big-box retailers
Marketing Strategy Publisher websites Museum websites Stock trading websites Product placement infilms  Travel websites
Howto Reach Them NPR Turner Classic movies Search engine sites MV Mowie advertisements

pEs Architectural Digest Meet the Press Vanity Fair Smithsonian

Theater playbills Dow Jones Radio Mew Age radio stations Foreign language radio ‘Computer store tie-ins

Subway tie-ins Cruise ship tie-ins Consumer elec. tie-ins Wireless phone tie-ing Flyers at health clubs

Deploy Enterprise-

! Targeted marketing
Wide Strategies

Call center seripting
Customer insights Product development

Customer service offers Site location analysis

4

Mpaij,
Measure Effectiveness v&""a = o
and Adjust Strategy agq =L
a ®
-3 =}
a
‘ROR
2
-4;% U &5«
e Isnlpy *

Messaging, tone and positioning
Customer relationship management

Media strategy and buying

1 Shop at Wal-Mart Versus Order from walmart.com, by PRIZM Segment

4 Indexof 100 =US. average
@ (65.% for Wal-Mart 2.7% for walmart.com)

o
BRI e Ny R Y Gl EARRN BN AR PAVTIRRRSSIYRFUDRRURRERESPZ2S

PRIZM Segments

@ Shop at Wal-Mart, 3 mo Order from walmart.com, 1yr

Shop at Wal-Mart Order from walmart.com

Propensity to Shop at Wal-Mart
- High

Abave Average
W +osens
[ sotow awerage
] tow

Propensity to Order from Walmart.com
[

| .

[ moderate
D Below Average
] tew

Consumer segmentation shows that the best customers for a retailer’s brick-and-mortar stores may be very different from its best online shoppers.
According to the bar chart displaying Nielsen PRIZM segments, Wal-Mart's most loyal fans are found in midscale and working-class exurban segments
like New Homesteaders (32) and Big Sky Families (33), and the company should prospect for new customers in the dark blue areas in the map on the
left. To expand the customer base for walmart.com, however, the company should focus on younger, metro segments like Young Digerati (04) and
Fast-Track Families (20) in the dark orange markets in the right map. And to increase the most loyal customers—who shop at both Wal-Mart and
walmart.com—the company should design cross-channel marketing and merchandising initiatives to segments like Mayberry-ville (37) and

Shotguns & Pickups (51). Sources: Nielsen PRIZM, Mediamark Research & Intelligence.
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http://www.nielsen.com/content/dam/corporate/us/en/newswire/uploads/2009/06/segmentation-and-customer-loyalty-white-paper.pdf
http://www.claritas.com/claritas/pdf/prizmta.pdf
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TESCO

Targeting -~

* Segmentace na zakladé vlastnich dat — zavedeni ClubCard — snaha vytvofit ,,DNA profile“ na
zakladé nakupniho chovani zakaznika. Celkem 40 rGznych dimenzi

Na zakladé sebranych dat kazdy vlastnik Clubcard dostava
Ctvrtletné specialni a individualizovanou nabidku (celkem 4 mil variant -
jen v UK)

Analyza chovani zakaznikd umoznuje odhalit reakci na jednotlivé akce, _ _ . aw’X
cenovou elasticitu, atp. Tesco dokonce na zdkladé dat vybird lokality [ EE M2 e |
pro nové obchody et

Sest rliznych typd obchodu (Tesco Extra, Tesco Superstores, Tesco Metro, Tesco Express, One
Stop, and Tesco Homeplus

Profilace vlastnich privatnich znacek
(Finest, Mid-range, Value)

Doplrikové sluzby (mobilni operator,
bankovni sluzby, ISP, ...) TQO TESCO Bank

NarUst trzniho podilu v UK az na 30 %, druhy nejvétsi retailer celosvétové (po Walmartu),
nardst KPls

Pecliva segmentace je cestou i pro FMCG a masovy trh
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http://www.tescoplc.com/index.asp?pageid=30

Vysoka skola
F 6 ekonomicka v Praze
Fakulta managementu
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Positioning
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Positioning

*  Posledni stupen procesu segmentace-targeting-...

* Vychazi z konkurenéni vyhody spolecnosti (tj. unikatni vlastnost nebo kombinace vlastnosti,
které spolecnosti umoznuji uspéch oproti konkurenci)

*  Zpusob, jakym je produkt vymezen v myslich zakaznikt vici konkurenénim produktiim

— Zdkaznici jsou zavaleni mnozstvim informaci, nemohou pfi kazdém kupnim rozhodnuti
zvazovat vSechny dostupné alternativy — usporadavaiji si neustale v mysli produkty do
urcitych kategorii a vymezuji je vuci sobe.

— Rozdily mezi produkty mohou, ale nemusi vychazet z fyzickych rozdilt, jde i o pocity a dojmy,
jaké v zakaznicich vyvolavaji

. . . v
— Nositelem pozice je znacka T R Capron®
The Ritz-Carlton is a place where the genuine care and comfort of our
* Odpovida na otazku jak firma obsluhuje své zakazniky guest is our highest mission. ,
We pledge to provide the finest personal service and facilities for our
- —-1 . . . .
= T guestf, who will alway's enjoy a. warm, relaxed yef’t re.*f/ned amb./ance.
L\ s gc\)\b L The Ritz-Carlton experience enlivens the senses, instills well-being, and
— o5 " i i
— Co\@\ TR PAGET %& fulfills even the unexpressed wishes and needs of our guests.
A o PATEK PHILIPPE (,&
; ; ; PRPRCHE,
' mcaleany \ = S ﬁ,)_-
) ; _
; 4 A TREER
5 AT RS \(XS LR <. . Domain Luxury Sports Cars Luxury Sports Cars
= e AP A Cortier >
& AUDENARS PIGUET O ol @ Family
; g Mot 3 AN 3 SanClecta Al oS 7 Design Family
= e % v —— 1 m i Innovation Engineering
E | Mo "F/,:"‘ a‘ ORI Craftsmanship Performance
X 3 S 3 Racing Racing
y \ & BOUCHERON -~ Performance
r“(: . e ~"-A"":W OMEGA‘ ’ ki Values Performance and Tradition Performance and Modernity
A HERMES CHANEL Uniqueness Exclusivity
ecinse Jmencen 7 X Assets Classic Design Modern Design
%O — ﬁ" 4 X s ¢ i A Tailored Width and Depth
X fazatrs e O . Gentleman Playboy
), LONGINES/ . »‘P e £ ((pse\ Eeisanainy James Bond Bud Fox (Wall Street 1)

|ACCESS|BLE LUXURY l Reflection Timeless elegance Power

Proc Patek Phillipe prodava nejlevnéjsi hodinky za 10 tis USD (a nejdrazsi pres milion USD) v 14-Fij-18 Tomas Kincl 63


http://auto.idnes.cz/kolik-vydela-automobilka-0hk-/automoto.aspx?c=A130418_225630_automoto_fdv
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Positioning

*  Optimalné top-of-mind awareness — kdyz se rekne... zakaznikovi se vybavi...

* Déje se vidy at uz s nebo bez podpory marketingu
*  Positioning mlze vychazet z rady aspektu

— Podstata produktu ¢i produktové rady

— Kvalita ¢i vykon produktu

— Cena

— Distribucni sit, distribuce

— Marketingova komunikace

— Profil zdkaznikl, zpUsob uziti

— Zakaznicka zkusenost, word-of-mouth, buzz

« Zdakladem je ale vidy konkurenéni vyhoda(y) spole¢nosti

Walmart — save money, live better

Konkurencni vyhoda vychazi z rozsahlé sité velkych ( 2 ! Z! i ! )
skladovych center a vlastni nakladni dopravy, coz
y pravy Audi

umoziuje dosahnout nizsich cen nez u konkurence

*  Vytvoreni Unigue Selling Proposition

Audi — Vorsprung durch Technik

V 80. letech snaha zaclenit se mezi némecké
prémiové znacky BMW a MB. Dlraz na technické
inovace a jizdni vlastnosti. Pfedstaveni technologie
Quattro (1986)

Honda v Japonsku

— Nemusi byt jen jedna (i kdyZ zakaznici si ¢asto pamatuiji jen @ Sportovni, pro mladé, hi-tech

nejvyraznéjsi)
— Mize se liSit pro rlizné segmenty

mcofl Honda v USA
Usporné, denni uziti

v 14-Fij-18

Zdrava snidané
Spolehlivy viz
BéZeckda obuv
Luxusni hodinky
Usporné osvétlenf

MuUze byt ale i lokalni

Ceské pivo
Nejlepsi burger v Jindfichové Hradci

Tomas Kincl
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http://www.youtube.com/watch?v=79R2L4aws00

Positioning — Unique Selling Proposition

’I‘\?

AQL V2

limuzina? V Indii ano.

fm.vse.cz Renault Fluence — positioning jako

USP musi byt

Vyznamna — existuje dostatecné vysoka hodnota pro zakaznika
Odlisitelna — je dostatecné odlisna od konkurence

Nadrazend(? Superior) — zdkaznik nemUze dosahnout stejného nebo lepsiho benefitu jinym
zpUsobem

Srozumitelna — podstatu lze vyjadrit prostfednictvim marketingového sdéleni
Nenapodobitelnd — konkurence nemuze snadno okopirovat

Dostupna — zakaznici si mohou za USP dovolit pfiplatit

Vydélecna — spolecnost dokaze z USP profitovat

Volkswagen Loses A Staggering
$6.25 Million On Each Bugatti They

4C positioningu Sell

n

|| A

g;
£
37

Clarity — nesmi dochazet k dezinterpretaci, dava smysl
Compelling — spociva USP v né€em, o co se zakaznici zajimaji?
Credible — divéryhodné, uvéritelné

Contrasting — odliSujici od konkurence

> S T

- (¢ P NANO UKLID PLZEN
¥ - -

é Bottled water has become liquid gold

Wal-Mart's Ongoing Fashion
Struggle

Dell Streak vs Samsting Note -
The Perils of Poor Product
K ¢emu jsou nano &astice? Positigning

N el ) : Jak funguje nano
Uklid a &isténi pomoci nanotechnologie

— Perrier a Evian neproddva vodu, ale
Zivotni styl, Limitované edice Evian
navrhuje JP Gaultier

evan
2008
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http://jalopnik.com/volkswagen-loses-a-staggering-6-25-million-on-each-bug-1426504241
http://www.youtube.com/watch?v=OqXhFobwKs4
http://ibnlive.in.com/news/renault-launches-fluence-luxury-sedan-in-india/153853-19.html
http://www.youtube.com/watch?v=O7GI3OXiZ5A
https://www.youtube.com/watch?v=N8JDQ-Zv2-Y
http://www.forbes.com/2010/06/10/wal-mart-fashion-retail-markets-retailwire-braintrust.html
http://onproductmanagement.net/2012/06/20/poor-product-positioning/
http://www.bbc.co.uk/news/business-11813975
http://ifitshipitshere.blogspot.cz/2013/10/elie-saab-designs-lacy-limited-edition.html
http://jalopnik.com/volkswagen-loses-a-staggering-6-25-million-on-each-bug-1426504241

Positioning strategie — Customer Value Proposition

Positioning vychazi z value proposition

Jaka je pravda?
Lze udrzet dlouhodobé?

Muze byt problém v dobé krize

!.
‘_é Starbucks slashes jobs and stores

s

Customer Value Proposition (CVP)

* Target customer

= Job to be done to solve an
important problem or fulfill an
important need for the target
customer

KEY RESOURCES
needed to deliver the
customer value proposition
profitably. Might include:

* People

= Technology, products
= Equipment

* Information

= Channels

= Partnerships,
alliances

* Brand

HYUNDAI

» Offering, which satisfies the
problem or fulfills the need.
This is defined not only by what
is sold but also by how it's sold.

e

ok
}\” T Rz-Capimon®
x O
ROLEX

R

More
for less

More for
the same

More
for more

0 Price

More The same
Mnohem slozitéjsSi problematika — co je vlastné CVP?
Doporucené ¢teni: PAYNE, A., FROW, P., & EGGERT, A. (2017). The customer value proposition: evolution,
development, and application in marketing. Journal of the Academy of Marketing Science, 1-23.
Souvisi Uzce s business modelem
Doporucené ¢teni: JOHNSON, Mark W.; CHRISTENSEN, Clayton M.; KAGERMANN, Henning. Reinventing your bus
model. Harvard business review, 12/2008
Tyka se i B2B trha!
Doporucené ¢teni: ANDERSON, James C.; NARUS, James A.; VAN ROSSUM, Wouter. Customer value propositions
business markets. Harvard business review, 3/2006 v 14-ij-18 66

More

PROFIT FORMULA

* Revenue model How much
money can be made: price x
volume. Volume can be thought of
in terms of marksat size, purchase
frequency, ancillary sales, etc.

Cost structure How costs are
gllocated: includes cost of key
assets, direct costs, indirect costs,
economies of scale.

The same

for less (BEST

BUY

Margin model How much each
transaction should net to achieve
desired profit levels.

The same

Benefits

Resource velocity How quickly
resources need to be used to sup-
port target volume. Includes lead
times, throughput, inventory turns,
asset utilization, and so on.

Less for
much less

o BNl RYANAIR

v

KEY PROCESSES, aswellas Less

rules, metrics, and norms, that
make the profitable delivery of the
customer value proposition repest-
able and scalable. Might include:
Processes: design, product
development, sourcing, manu-
facturing, marketing, hiring and
training, IT

Less

Rules and metrics: margin re- |
quirements for investment, credit
terms, lead times, supplier terms

Norms: opportunity size needed
for investment, approach to
customers and channels

Tomas Kincl



http://auto.idnes.cz/lexus-ls-400-se-zacal-prodavat-pred-25-lety-fcs-/automoto.aspx?c=A140124_181349_automoto_hig
http://news.bbc.co.uk/2/hi/business/7857316.stm
https://hbr.org/2008/12/reinventing-your-business-model
https://hbr.org/2006/03/customer-value-propositions-in-business-markets

fm.vse.cz

Positioning Statement

*  Shrnuti positioningu — positioning statement

@ Engineered like no other car in the world

Mercedes-Benz

=9 Wharton The only business school that trains managers who are global,
weemees - cross-functional, good leaders, and leveraged by technology

soﬁ— The short-haul, no-frills, and low-priced airline

AIRLINES
AVIS We are only Number 2, but we try harder 4 Steps To Building A Compelling Value Proposition
How to distinguish yourself from the competition to be sure you have a
di d | . preferred place in your target customer's mind
We are Ladies and Gentlemen serving You know who you are. But do your customers? Are you who you were
i RTz-CaRTon® Ladies and Gentlemen last year? If not, have you communicated how you've changed?

Many emerging growth companies struggle with how to position their
companies and communicate what they stand for. If you don't do it
right, the market doesn't know whether to buy from you, whether you
have the knowhow it seeks, or whether you'll follow through and meet
its needs.

Positioning is the process of distinguishing yourself from competitors in
specific ways in order to be the preferred provider for certain market
segments. It's the act of designing your company's offer and image so it
occupies a distinct and valued place in the targeted customer's mind.
The main benefit of clear positioning is that it controls how the market
perceives you and helps make your products and/or services more
attractive. The Power of Positioning
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http://www.forbes.com/sites/michaelskok/2013/06/14/4-steps-to-building-a-compelling-value-proposition/
http://www.bloomberg.com/bw/stories/2008-06-02/the-power-of-positioningbusinessweek-business-news-stock-market-and-financial-advice
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Positioning strategie — dalsi pristupy k positioningu

* Reverse positioning

Becherovka byla

zpocatku prodavana
jako |ék s mystifikaci,
ze ji vymyslel lékarnik.
Lék se totiz z
obchodniho hlediska
prodaval mnohem
Iépe neZ likér.

Breakaway positioning

Stealth Positioning

Doporucené c¢teni: MOON, Youngme. Break free from the product life cycle. Harvard Business Review, 5/2005
MORSE, Gardiner When Customers Will (Willingly) Pay More for Less

Odstranéni nékterych vlastnosti (jejichz nepritomnost naopak zdkaznik muize ocenit)

IKEA — obsluha v obchodech, montaz, doprava; Starbucks — decaf, banky —zruseni pobocek
a online bankovnictvi

Most players in a category continually augment their value proposition because they assume customers can never be fully
satisfied. Reverse positioners, however, assume that although customers do want something more than the baseline product, they
don’t necessarily want an endless parade of new features. Such firms make the heretical decision to step off the augmentation
treadmill, shedding product attributes the rest of the industry considers sacred. Once a product is returned to its baseline state,
reverse positioners supplement the stripped-down product with one or more carefully selected attributes that would typically be

found only in a highly augmented product. This unconventional combination of attributes allows the product to assume a new
competitive position within the category and move backwards from maturity into a growth position on the life cycle curve.

Produkt obsadi unikatni pozici v segmentu, mize se dostat az na pomeazi jiné kategorie
SWATCH — levné hodinky jako modni doplnék; The Simpsons — kreslené filmy pro dospélé

With reverse positioning, a product establishes a unique position in its category but retains its clear category membership. With
breakaway positioning, a product escapes its category by deliberately associating with a different one. Marketers leverage the new
category’s conventions to change both how products are consumed and with whom they compete. When a breakaway product
succeeds in leaping out of its category and into a new one, it can redefine its competition.

swatche:
Zakryti pravé podstaty produktu a pfifazeni do jiné kategorie
Sony AIBO — jako domaci robot nespolehlivy, nespolehlivost — roztomily domaci mazlicek
Companies that use stealth positioning adopt a covert approach. They conceal the true nature of their products by affiliating them ““
with a different category. This is a powerful strategy for marketers when a category is in some way tainted. Consumers may feel S -§~
intimidated by products in the category (as can be the case with new technologies); they may be skeptical of the products because ‘_;U 7!

previous offerings have failed to live up to expectations; or they may have personal objections to products or companies in the

category. By using stealth positioning, companies can, in effect, sneak products into the market and gain acceptance that might &
otherwise prove elusive. In Japan, robot dogs are for life - and death
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https://hbr.org/2005/05/break-free-from-the-product-life-cycle
https://hbr.org/2015/02/when-customers-will-willingly-pay-more-for-less
http://www.msn.com/en-us/news/offbeat/in-japan-robot-dogs-are-for-life-and-death/ar-BBhWsaB
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Positioning a marketingovy vyzkum

«  Zjistovani nazord, pocitl, postoji vuci produktu

*  MuUze souviset s

— Uzivanim produktu — spokojenost (jak resi problém spotrebitele),
hierarchie potreb (jakou potrebu uspokojuje), motivace (ddvody

vedouci k uzivani)

— Uzitkem z produktu — o¢ekavani, kdo (co) rozhoduje o koupi,

vlastnosti a uzitek
— Image produktu

*  Sémanticky diferencial, pozi¢ni (perceptualni) mapy, C-D mapy, ...
*  Sémanticky diferencial v marketingu

Doporucené ¢teni: HAUSER, John R., CLAUSING, Don. The House
of Quality. Harvard Business Review 5/1988

Zjistovani, jaké charakteristiky zakaznici nejvice ocenuji a jak je
hodnoti s ohledem na konkurenéni vyrobky je nedilnou soucasti
navrhu produktu i vSech internich procesu.

EXHIBIT X
House of quality
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— Soubor vyznamnych kritérii (zjisténych vyzkumem trhu), pocet obvykle 10-25

— Vyjadreni prostrednictvim bipolarnich adjektiv
— Analyza na drovni polozek — polaritni profil
— Globalni hodnoceni v sémantickém prostoru

Pozitivni hodnoceni

v 4y , . lahodné chuti
Doporucené ¢teni: MINDAK, William A., 1961.

Fitting the Semantic Differential to the Marketing pﬁ;z:g
Problem. Journal of Marketing 25(4), p. 28-33 '
v , VT ., . ciré
Jak pouzivat sémanticky diferencidl v marketingu
bez vané

dostupné v lahvich

+2

+1

zakalené

nedostupné v lahvich

Nezridka alternativni skaly (nejen bipolarni adjektiva)

Foret, M., Stavkova, J. Marketingovy vyzkum- Jak poznavat

své zakazniky. 1.vyd. Praha: Grada Publishing, a.s., 2003.

Cleans pots and pans - Have to scrub to get
without scrubbing . . . _ pots and pans clean
Detfinitely Probably Probably Do Definitely
Agree Agree Mot Agree Do Not
Negativni hodnoceni S Agree
Rinses off easily 4 3 2 1
- Absolutely Mostly  Semewhat Somewhat Mastly
nechutné True True True Ealse False
nepénive A modern praduct () [ T ) )
Tue - NotTre
Sprays on easily 10 9 8 7 ] 5 4 3 2 1
silné aromatické My kind of product | -
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https://hbr.org/1988/05/the-house-of-quality
http://www.jstor.org/stable/1248988

Analyza soucasného—budouciho stavu

Je toto sémanticky diferencial?

A Diwvéryhodnest
/7] Plesvédiivost

7 Pokrytisité

Vztah k zakaznikovi
s
v

N -
-~ Trendovost

Zibava .

Uspénost ~Inovace

Perspektiva

Potenciondlni zdkaznik == Stavajici zakaznik

Sémanticky diferencidl # Likertova Skala

prace. Ekonomicka fakulta JCU. 2010

Appearance of Facilities
Customer Satisfaction
Promptness in Delivering Service
Quality of Service Offerings
Understands Customer’s Needs
Credibility of Midas

Midas's Keeping of Promises
Midas Services Assortment
Prices/Rates/Charges of Sewvices
Service Personnel’s Competence
Employees’ Personal Social Skills
Midas’s Operating Hours

Convenience of Midas's Locations

Very Professional
Totally Dissatisfied
Unacceptably Slow
Truly Terrible
Really Understands
Extremely Credible
Very Trustworthy
Truly Full Service
Much Too High
Very Competent
Very Rude
Extremely Flexible
Very Easy to Get to

L= R~ - VN~ - - U~ - S~ Y- - - - - Y
" ?

Firestone Car Care

e, ® ° k ° V 4 V4 k @ Present O Future
Positioning a marketingovy vyzkum — OO # OO
speedy () ) 9 O ) methodical
Better Value O—O—O—O—@ Better Quality
Strategy Canvas of Yellow Tail Vyzkum Constellation Brands - 8 O : O 8
- vyznamny segment zékaznik, — S - -
' v . . , , uthful ature
) ] ktefi jsou zmateni nabidkou vin, sme @ O @)
Eremuin Wiges [yell il i hobni si _ it @—0O—O—O—O tom
yellow tai nejsou schopni si vybrat o o
v v . Excitin Mellow
Prilezitost pro Yellow Tail — memmz @—O O svenmros
3 L. zfetelné oznaceni, bez dlrazu na —— D roasea
-— * .°, " o ’ v . v ’ ressive O onservative
2 § gty s odriidu, vybér mezi &ervenym- o 2 © -y 8 o
ki 3 ’ bilym. Lze vydefinovat i zcela wd O—O—O0—O0—@  1ane
° nové dimenze produktu — Blue oo D O coutous
High Touch ‘ \ O o High Tech
Ocean Strategy
io Leavy, B. (2005). Value pioneering-how to
Price ,3:2?53‘:&;', :’:.kz"': AR, Ty comiony tae diaking Seiection Adventire swim in your own ocean. Strategy &
and distinctions j
o mvine Leadership, 33(3).
—— _ . v oo (. .
Nezévaznus}f___-150-"---.____r:;;::i:;::‘ Analyza tranC}':I nlk' hlled,arfl pOtenCIaIU ; ©XHIBIT 12.6 Midas Auto Systems’ Performance Profile Compared with
Spolecensks S rorice natrh Fackenbergova, L. Vnimani a hodnoceni Two Competitors’
zodpovédnost Pt v , v . . /
/ KN znacky vybrané spolecnosti . Diplomova
Individudini pfistup o Kualitasluzeb Cost of RepairfMaintenance Work Extremely High Very Low, Almost Free

Very Unprofessional
Truly Satisfied
Impressively Quick
Truly Exceptional
Doesn't Have a Clue
Extremely Unreliable
Very Deceitful

Only Basic Services
Great Rates

Totally Incompetent
Very Friendly
Extremely Limited
Too Difficult to Get to

Sears Auto Center

Lze pocitat z vysledkU (Likertovych $kal nebo bipolarnich
adjektiv v sémantickém diferencidlu) pramér?
Likertova Skdla je povaZovana za ordinalni, bipolarni adjektiva
v sémantickém diferencidlu za intervalovou proménnou
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The color blue makes me feel... The color blue makes me feel sad.

Sad 9] O 0O ® O 9] O Happy N/A  Strongly Disagree Disagree  Neither Agree or Disagree  Agree Strongly Agree
e 0 O O O O


http://www.ncagr.gov/markets/Portals/10/Documents/MarketingTools/ConstellationWinesGenomeHomeandHabits.pdf
http://www.cbrands.com/
http://www.blueoceanstrategy.com/book/
http://graycatenterprises.com/brand-positioning-the-semantic-differential/
http://answers.mheducation.com/business/marketing/marketing-research/advanced-measurement-designs-survey-research
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Positioning a marketingovy vyzkum

*  Pozi¢ni (perceptualni) mapy

— Zaznamenani pozice ve dvou(vice)dimenzionalnim prostoru.

— Na osach klicové vlastnosti produktu (vyzkum trhu,
|ze zacit vlastnostmi, které nejlépe vzajemné dife-
rencuji produkty), jednim byva ¢asto cena (price—

—benefit mapa)
— Velikost bodu (muze byt)trzni podil

Price

ULTRA-

— PREMIUM

SAMSUNG A%90 PREMIUM

SAMSUNG haoo  PRICEY

MID-
RANGE

Expected-
price line

L ]
IPHONE [Jung)

FALM TRED 700p
L

v .
MOTOROLA RAZR Vie PHONE [Sept |

MOTOROLA VIZE

HOKIA NED
[ ] ®——0TOROLA O

LG WX9800
MOTOROLA L2

L] ®——— MOTOROLA SLVA LT

hd

LG CEIn0— MOTOROLA V1SS MOTOROLA V3ED

A 4

Primary benefit: advanced functionality
Cara vyjadFuje ocekavanou cenu u vys$dich segmentd.
Nemusi byt linedrni. Produkty mohou leZzet nad/pod ni.
Co kdyZ v prémiovych segmentech dojde ke snizeni cen?

| decided to conduct a three-year historical analysis of the 1,700
restaurants in the city on which Zagat, the restaurant guide, had
data. The primary driver of variations in food prices wasn’t
restaurants’ locations or the type of cuisine, as one might
expect. It was a composite factor | called “customer
experience” —the extent to which the decor, the taste of the
food, and the service satisfied customers. That explained 73% of
the variation in prices, whereas cuisine accounted for a mere
3.5% and location just 2.5%. Other features, such as outdoor
tables and dancing, were each responsible for only 1% of the
differences in price. Mapping Your Competitive Position

Doporucené ¢teni: D’AVENI, Richard. A. Mapping Your Competitive Position.
Harvard Business Review 11/2007

If customers don’t know what they’re paying for, and managers don’t know what
they’re charging for, it's almost impossible for companies to identify their
competitive positions. Whenever I've asked senior executives to map the positions
of their company’s brands and those of key rivals, we end up confused and
dismayed. Different executives place their firm’s offerings in different spots on a
price-benefit map; few know the primary benefit their product offers; and they all
overestimate the benefits of their own offerings while underestimating those of
rivals. The lack of understanding about competitive positions is palpable in
industries such as consumer electronics, where the number of features makes
comparisons complicated; in markets like computer hardware, where technologies
and strategies change all the time; and when products, such as insurance policies,
are intangible. Mapping Your Competitive Position
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Positioning a marketingovy vyzkum

*  Pozi¢ni (perceptualni) mapy

— MzZe zaznamendvat i vyvoj v ¢ase

1493 base
price
A
PRICEY HIGH-END
Audi AG 4+ Chiysler Imperial *
[ PRICEY Low. £ S Audi90 Infiniti J30- Expected-
r N BMVW 3+ Vaolvo 800 ++ rice line
S o620 — P
i Mercedes 190* ! e
N Jeo2i0t MIDDL /" fewaLegend - Manda 929--
RS . lewsES300+ Saab%000-
Acura Vigor +5 Saab 900 ++ hy Volvo 900 _.*
Mercury Sable -- Subamlegacy+ | EEITCN ... ----- -
Buick c‘."" - Marda G626 + BARGAIN MIDRANGE
Buick Skylark-  Mitsubishi Galant ++ Buick Regal +
Ford Topaz ++ Nissan Altima Ford Taurus ++
Honda Accord  Oldsmobile Achiova - Hyundai Sonata +
Mitsubishi Diarmante -
e R Nissan Waxima £
“‘-.‘ Olds Cutlass Ciera -
" Chevralet Corsica/Beretta + Plymouth Acclaim -- %\ Olds Cutlass Supreme
‘.. Dodge Calt+ Pontiac Sunbird -~/ Toyota Camry ++

Primary benefit: 1563 platform
Many experts criticized BMW for repositioning the 3
Series. The map indicated there was an opportunity at
the pricey low end—and history tells us that BMW
capitalized on it.

1993 -> 1999

—

V 1993 byly nékteré
segmenty na US trhu
méné kompetitivni
(¢arkované okraje) —
vyrobci brzy rozpoznali a
trh se zahustil

Aeura CL++
Auddi Al 44
BV 342
Chrysler Sebring --
Infinit G20
Mazda Millenia +

Nissan Altima +

Chavy Malibu ++
Daewoo Leganra
Dodee Stratus -

Mercury Mystique -

Plymouth Breeze --

PRICEY HIGH-END

Pricey
midrange?

FPREMIUM

MIDDLE S

Chrysler Cirrus
Toyota Camry +
VW Passat +

Buick Century ++

Buick Regal ++
Ford Taurus
Mercury Sable -
Ford Contour - Olds Intrigue ++
Honda Accord + 0lds Cutlass Suprema +

Hyundai Sonata ++
Suban Legacy -

MAudi A6+ Lexus ES 300 -~
Infiniti 130 Saab9-5+¢

Acura Vigor +4+
IMitsubishi Diamanta =
Nissan Maxima +
Volvo 70+

BARGAIN MIORANGE

Saab 93+

Bargain
high-end?

Primary benefit: 1963 platform

v 14-Fij-18
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Expected-
price line

KEY
+ = annual unit sales rose
3% t0 10%
++ = annual unit sales rose
more than 10%
= annual unit sales fell
3% to 10%

- = annual unit sales fell
more than 10%
bold = more than 100,000
units sold in year
* = model withdrawn
from market in year
::_:n = segments of lower
- competitive intensity
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Positioning a marketingovy vyzkum

*  Multidimenzionalni skalovani

— lze vyndset i vice atributl a analyzovat vzajemnou korelaci vnimanych prinost pro zakaznika
(odhalovat skryté faktory, které zakazniky ovliviauiji)

0

Dunkin’ Donuts

Starbucks
u

Preference

-
e
20 -15 10 10 NextDoorCafe 15
— Y « Carib T
™\ Caribou +
~ .
Seattle’s Best n *,
= A Intelligentsia \\

2

10

i
McDonald’s

# Attributes
mBrands

Preference Line

More for Less

—— —
. e P . ..
. Dunkin’ Donuts Ve - A "
4 - b - \
’ ‘ § Starbucks -
+ Grab & Go ,/ \
\ ]
1 . I' .
~ : .
— 1 High End _,
\ 4
-‘\ M Brands
Unappealing A ~ NextDoor Cafe .*
Environment N .. m.. ~ Apr g
20 15 o . . ~5 - 10 15 Environment
- ~ U
/ . / Argo “
. L n \
\ , Caribou ]
M
( LOW En d Seattle’s Best, " l
I . Intelligentsia r
. :"" N i 7
McDondNs o’ “*—..—" Comfortable
N~ = Atmosphere

Less for More

Budovani mapy zacind vynesenim atributu, ktery nejlépe rozliSuje mezi produkty (napf. ktera proménna vysvétluje
nejvétsi ¢ast rozptylu v souboru).
Nasledné se vynaseji dalsi atributy, které rovnéz , dobre” pfispivaji k rozlisSeni mezi produkty (tj. dalsi proménna, ktera
vysvétluje zbytek rozptylu).
Uhel mezi vektory vyjadiuje vzajemnou korelaci mezi hodnocenim atributti, thel < 90 ° znamend pozitivni korelaci,

90 ° vyjadruje nezavislost, vétsi nez 90 ° negativni zavislost)
Délka vektoru vyjadfuje ,,schopnost rozliSovat mezi produkty”

Statistické metody jako Principal Coordinates Analysis, Factor analysis, discriminant analysis, cluster analysis, logit

analysis.

Doporucené ¢teni: An Introduction to Brand/Perceptual Mapping

Brand Positioning through Multidimensional Scaling
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https://andrewswritingsamples.wordpress.com/marketing/perceptual-mapping/
http://www.marketingdoctor.com/includes/intro_brand-perceptual_mapping.pdf
http://www.sosbilko.net/journal_IJSS/arhieves/2011_2/faruk_anil_konuk.pdf

Positioning a marketingovy vyzkum

Beer Market Soft Drinks Perceptual Map
Good value for
. money v
Perceptual Mapping .
- —— h Popular High Milk
g Popular Mo w ?aﬁfrﬂ Energy
. Heavy with Men L 4
— PAR R "o High Added RN _w Nourishing
1d Milwaukee Budweiser . Sugar o =" =¥ Healthfulness
. Beck’s o .— AN - e
3 e e ) .==""" Fresh Up®
Meister Brau Special e Heineken Fizzy ¥ —mm el SN
- Occasions 4
SN Blue Collar Dining Out Premium —_— Lernonade.l’_ g ..\T-‘“".._\_ New product
- Cola® ) ‘Ifepﬁir:m o | 0% & (flavored milk)
Budget Sk Premium E"é”r‘;‘d; Pacton’ | qStr;:-rv; #  Filing
L 27 o flaver N
e Michelob Fanta® /" 'y Q\ “
Highin ™ J N
Popular Artificial ,R&Teshing prynk by . "
Pale Color ® Light with Preservalives ; Hot\Wdather 'y "
° Women ¥ . ..
Ona old A Exing Purchase o
Budget  \filwaukee Light Light s Sweet
nght Less Filling . R Modsm
Source: Statisiics in Iarker Beeparch by Chisck Chakrapani
Component Plot
1,0
Appealstomen
o
Powerful
o
i “outhful
Brand || Sporty ” ‘Youthful || Safe ” GoodDeal ” Appealstowomen || FuelEfficient ” Powerful ” Slow || Expensive H Appealstomen 05 =
Buick 30 30 50 50 40 40 90 60 40 90 Sporty FuelEfficient
Chevrolet &0 90 40 70 0 &0 90 60 30 100 o~ P SErEs e
Chrysler 40 30 50 80 100 60 60 80 40 50 £ GoocDeal
Ford 30 70 80 100 70 80 90 60 20 80 b
Honda 50 30 100 a0 100 100 70 60 10 ey, a oo
Hyundai 30 70 60 a0 90 90 60 70 20 60 E
Mazda 70 100 90 30 90 90 60 60 30 70 ©
Pantiac 70 50 30 60 60 50 80 60 30 90 O
Satum 50 80 60 60 100 50 60 80 30 60 05 Appealstowomen
Toyota 50 80 100 100 100 100 70 60 10 80 e
Statistické okénko — statistické baliky jako SPSS rovnéz umoznuji o
(Analyze->Dimension Reduction->Factor->Loading Plots... 10
A0 05 00 05 10

Component 1



http://lilt.ilstu.edu/staylor/mkt230_shared/bittebourg_marketing_report.html
https://www.dropbox.com/s/h9mfsk39oc1djld/perceptual map.sav?dl=0
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*  Kritika perceptualnich map a multidimenzionalniho skalovani

— Chybi propojeni mezi trzni pozici a navrhem strategie/srovnanim ,vykonnosti znacky”
Doporucené ¢teni: DAWAR, Niraj, BAGGA, Charan, K. A Better Way to Map Brand Strategy. Harvard Business Review 6/2015
*  C-D mapy - posuzovani znacky podle toho

* zda reprezentuji svoji kategorii (centrality) — top-of-the-mind (McDonald’s nebo Coca-Cola) a
* jak ,vystupuji z davu (distinctiveness) — diferencuji se (napfr. Tesla nebo Mini v automobilech)
— Lze dosahnout obojiho, nebo se jedna o trade-off?

— Tvorba mapy zacina (geografickou) definici trhu a zacilenych segmentu. Pak probiha Setfeni
zdkaznické sSetfeni vnimani znackv(ek), skala 0-10

Trini niky é Odlisuji se od mainstreamu, ale
Jasné vymezené a odlisené & zakaznici o nich maji vysoké
znacky (Tesla, Mini) ® povédomi
Nizké prodeje, ale vysoka cena ® Nizsi objemy prodej(, ale
Casto nositelé zasadnich inovaci UNCONVENTIONAL ASPIRATIQNAL vysoké ceny a marze (BMW,
© ® Mercedes)

@ @

@

e .

z ®

12}

PERIPHE‘L MAINSTREAM

Vétsinou funguiji jako levnéjsi ® Prvni, co se vybavi zakaznikovi,
alternativy, nevybocuji z fady & populdrni, mainstreamova
(Kia, Hyundai, Mitsubishi) volba, ¢asto nizsi cena (Ford,
Dokazi si ukousnout ¢ast trhu Chevrolet), vysoké trini podily,
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e Strategie znacky musi odpovidat pozici na C-D mapé

Business model postaveny na
ziskovosti za nizkych objem(,
trzni niky

Snaha posunout se smérem k
aspirujicim znackdm (a nepfijit

CARS SALES VOLUME

i e Unconventional Aspirational
o unikdtnost, Tesla — zvysit Porsche’ P
objem prodejl) nebo smérem &+ .BMW

: P Jagual  vercedes
k mainstreamu (s tim, jak se
vyviji trh a pozadavky Tesla .Lexus
zakaznikl, nebezpetim je ale *  Mini_ AUd'..
eroze hodnoty a nizsi ceny) Smart Volvo, o Cadillac .

Fiat_  Infiniti VW oyota

® o
Acura Chevy
Lincolne .Honda
Ford

Sciong Subaru O
lesan
Mazda @ t Dodge

Mltsublshl Chrysler
Buick

Hyundal

Vétsinou trzni nasledovnici,
zdkaznici je kupuji jako
substituty k mainstreamu,
low-cost strategie (Kia,
Hyundai).

Strategie bud posunout se k
nekonvenénim (pfidavani
specifickych a odliSujicich
vlastnosti) nebo k
mainstreamovym (masivni
marketing)

Peripheral Mainstream
Notes Brands are at the parent level. Cars are passenger only.

Velikost bodu vyjadfuje objem prodejli nebo cenu

Mapping Brand Strategy
An Introduction to C-D Maps

CARS PRICE
Porsche BMW
Jaguar
Mercedes
Tesla Lexus
‘ Mini Audi
e O vowo 85 . itac
Smart ot Infiniti
lat o VW Toyota
~ Acura Chevy-
Lincoln 0 Honda
Scion Subaru { Ford

\
Mazda AI 752'322“
Mitsubishi \ Chrysler
‘ Buick

Kia Hyundai

Vyssi objemy prodeje i marze,
Casto predstavuji inovace v
oboru (Mercedes a autonomni
systémy, bezpecnost, Lexus a
experimenty s pohonem)
Musi branit svoji pozici vici
vyzyvatellm pfichazejicim
nekonvencnich a
mainstreamovych kvadrant(

Vysoké objemy prodej(, ale
nepfrilis vysoké ceny, averze k
riziku, vyzkousené technologie,
kvalitni inZenyring, uspokojeni
vétSinovych preferenci.
Nebezpedi pfichazi z
nekonvencniho (pokud se
preference zdkaznik( vyvijeji -
Tesla) a periferniho segmentu
(umi to samé, ale levnéji — Kia)

*  C-D mapovani mlze odhalit nesoulad mezi positioningem a strategii (napfr. zvySeni ceny
u mainstreamové znacky), sledovani konkurence, fizeni portfolia (Toyota, Lexus)

*  Podobné aspekty se objevuiji i v prizkumech brand equity Young and Rubicam’s BrandAsset Valuator,
nebo Millward Brown’s Brand Pyramid (Brand Z7)
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http://young-rubicam.de/tools-wissen/tools/brandasset-valuator/?lang=en
http://www.millwardbrown.com/docs/default-source/insight-documents/knowledge-points/MillwardBrown_KnowledgePoint_UncertainTimes.pdf
https://www.youtube.com/watch?v=MWrAhsp0gsw
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Positioning

*  Dunkin’ Donuts: Positioning for the Average Joe

— Dunkin’ Donuts a Starbucks jsou velké (nad)narodni retézce

orientujici se na prodej kavy

— Velmi odliSny positioning a cileni na odliSné segmenty

— Starbucks cili na profesionaly, intelektualy, ,, cofee snoby“, nabizi
Lthird place” (prace, domov, Starbucks), moderni hudba, wireless,
pohovky, vybizi k traveni volného ¢asu. Tomu odpovidaji i nazvy

(tall, grande, venti, panini, ...)

—  Dunkin” Donuts cili vice na ,,blue collar” tfidu (,,kdybych chtél sedét na
gauci, zGstal bych doma“), jednodussi nazvy (small, medium, large,
stuffed melt), méné madni, spis grab&go. Cili na ,,Average Joe“

— Ackoliv oba prodavaji kavu, oba obchody mohou byt vedle sebe a presto

si nekonkurovat. Cili na jinou zakaznickou skupinu

— Vroce 2009 Dunkin’ Donuts rostl 0 2,5 % a otviral nové pobocky, Starbucks
se hure vyrovnaval s krizi, ktera dopadla na jeho zdkazniky tizZivéji (propad

0 6 % a zavirani pobocek). 2010 uz zase narust

Venti
$2.05

Grande

Brewed $1.65 $1.95

leed $2.00 $2.35 $2.70

Average amount spent per visit:
$6.36 %

Avaerage time per ordar:

2 minutes, 55 seconds

;:.a.—; 2.35 ~“,’

Average amount spent per visit:
$5.92

Average time per order:

2 minutes, 4 seconds

“)DUNKIN’
DONUTS

Positioning R
Starbucks Primo
Stumptown °
7 Nespresso
o Starbucks
15th Ave 2
Local Cafés

° Peets Coffee

INDEPENDANT CHAIN
Seattle’s Best
)

Neigh DunkinoDonuts
Comer Stores McDonalds
o

LOW-END
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http://ycharts.com/analysis/story/starbucks_brews_up_16_revenue_growth

