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BRAND EQUITY AND BRAND PERCEPTION

HODNOTA A VNIMANI ZNA CKY



Summary

Brand equity and brand perception

This diploma thesis deals with the subject of bragdity and brand perception of the
given company STROJIRNA-TABOR s.r.0., operatingtba agricultural machinery,

technological device and construction markets; frammarketing point of view it

operates on a “Business to Business” market (BZBg theoretical part of the thesis
presents basic knowledge of brand management, ddcas the explanation of brand
concept, brand equity and its valuation methodsthim practical part, the gained
knowledge is applied into the research of the andwand equity. The brand equity of
STROJIRNA-TABOR is examined from two perspectivie®e marketing perspective,

dealing with brand strength and brand perceptiahthe financial perspective, dealing
with the financial value of the brand. In the lasit of the thesis, on the basis of the

results, recommendations are suggested for thesfdevelopment of the brand.
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Souhrn

Hodnota a vnimani znacky

Tato diplomova prace se zabyva hodnotou a vnimariaky vybrané spoknosti
STROJIRNA-TABOR s.r.o0. isobici na trhu zedadglskych strofi, technologickych
zaizeni a konstrukci z marketingoveé perspektivy nasjBess to Business” trhu (B2B).
V teoretické ¢asti jsou zpracovany zakladni poznatky z oblassinbr managementu
zantiené na pochopeni celkoveho konceptuckypaspolu s hodnotou ztiky a metod
jejiho ohodnoceni. Ziskané znalosti jsou potéaphny v praktick&asti zangiené na
vyzkum hodnoty zvolené ztly. Hodnota znéky STROJIRNA-TABOR je zkoumana
ze dvou zéakladnich pohléda sice z marketingového pohledu zabyvajicihoilse &
vnimanim zn&ky a z finagniho pohledu snaziciho séfadit zn&ce finargni hodnotu.
Na zaklad vysledki vyzkumu jsou nasle@nnavrhnuta dopokieni pro budouci vyvoj

znaky.

Kliéova slova

Znxka, hodnota zrnky, sila znéky, financni hodnota, nehmotné aktivum, vnimani

znaky, strategie znky, B2B trh, zakaznik, konkurent
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1. INTRODUCTION

Since the 1980s brand management has become artamggart of everyday business.
People now trust in particular brands, developimngng loyalties in their buying habits

and believing in their brand’s superiority. A brantdhy often represent a promise of
quality of service or goods. Nowadays brands areetseen everywhere, not only on
the consumer market (B2C - business to consuméralso on the industrial market
(B2B - business to business), where the risk ofimigavith unknown companies is

becoming more and more of a concern. Brand managemnethe B2B market has had
slower development with different characteristlmst brand significance on this market

has been gaining on the B2C market recently.

Despite the existence of some brands for over supemot until the last twenty years
has ‘brand’, as an intangible asset begun to biaesl and bought, the same as other
tangible assets of a company. Brand valuationmte to impute part of the total
company’s value to brand equity. However the isdugrand valuation meets with a lot
of difficulties. Diversity of brand identities, Jaty of brand valuation methods
providing different results and the disunity of awoting principles lead to
disagreements as to whether a brand should bedexton the balance sheet. Therefore
brand valuation is not an exact science and thgatiah methods are still in the process
of development. Moreover financial and marketingaarargue over the explanation of
the term ‘brand equity’. Thus brand equity is usuabnsidered from both sides; brand
value, from a financial point of view and brandesth, from a marketing point of
view. Both aspects are measurable and togethetledreznd equity.

This diploma thesis will study a brand operatingaoB2B market. Its brand equity will
be examined from a marketing as well as financaahtpof view. The structure of the
paper is divided into six main chapters. The futsapter provides a brief introduction of
the topic. The second chapter formulates goalshef thesis and it specifies the

procedure of brand equity valuation, with its mekblogical tools to be used, for a



chosen brand. The third chapter outlines a liteeatwerview, presenting a theoretical
background of the topic. The fourth chapter intrmekithe chosen brand and the market
it operates on. The fifth chapter deals with mangand financial valuation methods,
which are found to be the most suitable ones ferésearch. On the basis of the results,
chapter six proposes recommendations which wouwdd te the strengthening of the
brand. The final chapter summarizes the overaleaseh and its importance. In

addition, the thesis is concluded with bibliogramgl appendices.



2. OBJECTIVES AND METHODOLOGY

2.1. Objectives
The major objective of this thesis is to find outawis the brand equity of the chosen
company, STROJIRNA-TABOR s.r.0., in terms of maikgtand financial perspective
and on the basis of these results, make recommensdbr brand enhancement.

This paper proposes to explain the concept of adharand equity and the importance
of a brand within a business strategy, on a B2Gi(@ss to consumer) market as well
as on a B2B (business to business) market. Furtirernthe diploma thesis aspires to
outline how to evaluate brand equity in terms anlol perception, brand strength and
financial value of a brand.

The aim of the research is to implement the evaloaprocedure on the chosen

company’s brand, operating on the B2B market aed ttecide on the future strategic

direction of the brand. It should be emphasized the research is focused on such a

brand identity that refers to the whole company.

2.2. Methodology
The data of the chosen company and its busineseoament will be gathered through
a structured interview with the CEO - a shareholofethe company (see supplement
No. 1). Information about the company’s history dtsdoortfolio will be gathered from
the company’s web pages. Information collected ftbenstructured interview will give
the necessary data to begin the research intoibiegcthe brand identity with regards
to the company and its characteristics, the mavkath the firm operates in, its
customers, competitors and suppliers. This wiltbeplemented by general knowledge

about the market.

The brand equity is determined in two ways, markgtevaluation and financial

evaluation.
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2.2.1. Marketing evaluation
This qualitative evaluationwill use aBrand Equity System by David Aaker (see
chapter 3.5.1.1.) using external and internal gomsaires aimed at the company’s
customers, employees and the shareholder (see epugapis No. 4, 5, 6). This will
compare the shareholder's expectations and opirobtise company’s brand with the
statements and opinions presented by the custoametsemployees. The sample of
customers, current and previous from the majorcaditiral technology market, will
consist of fifty respondents and the sample oflsteimployees will consist of sixteen
respondents.
The questionnaires will be constructed in complkamgth the Brand Equity System,
adapted for STROJIRNA-TABOR. This research will centrate on the first eight
parts of Aaker’'s system, avoiding the last two péecause it is concerned with market
behaviour. This is a different evaluation approt@m the questionnaire technique and
it doesn’t really consider the brand identity as tihole company. Instead of market
behaviour the research will concentrates on thpgrrnancial approach.

Hence the marketing research focuses on measuog rhajor brand assets (see
chapter 3.3.): Brand Loyalty, Perceived Quality@ystomers, Set of Associations and
Brand Awareness. Each dimension contains severastoelating to the particular asset
and together they create the Brand Equity System.

A measure of brand loyalty . Customer’s satisfaction / loyalty

. Price advantage

A measure of perceived quality / . Perceived quality

leading position . Leading position / Popularity

A measure of associations / . Perceived value

differentiation . Brand personality

. Associations connected with an organization

0 N o g A WN P

A measure of brand awareness . Brand awareness / cognition

Table 2.2: An extract from Brand Equity Ten System (Aakdéd02, pp 62)

11



In the case of STROJIRNA-TABOR, Brand personalitynot discussed, therefore this
subject is not used within ‘A measure of assoamtibdifferentiation’.

The statements and questions in the questionnamesstructured into four major
categories according to the brand assets. Eachargteontains several questions. The
questionnaires aimed at customers and employefes sliightly, but the overall content
remains the same, focused on the four major pdrtsrand equity. The employees’
questionnaire is broader because it is focusedhenetnployees themselves and the

customers also. A similar questionnaire is aimetth@ishareholder.

Most of the statements and questions are evalwat¢ide scale of 0 to MWhere:

» 0 = the worst / the least / absolutely not / alsdy negative view of the
company

» 10 = the best / the most / absolutely yes / abslylyvositive view of the
company

» 0— 4 = abating negative feelings

» The medial rate 5 = rather neutral attitude tow&ngscompany / on average / do
not know / the same as the direct competitors @tcthmpany

» 6— 10 =increase in positive feelings

Respondents can use whole numbers from 0 to 1fheS$mestions or statements must
be answered also verbally. In any one question ri@e one answer can be given, the
order of these answers is not important, just it tally of the same stated opinions of
all respondents. More detailed descriptions comepéet understanding of the overall
brand perception

After gathering the data, a statistical methodechllarithmetic mean’, supported by
‘standard deviation’ and ‘mode’ (see Supplement owill be used to get the average
value for each set of questions, in customers’ theth in employees’ questionnaires.
Eventually, from the average values of particulaesiions, belonging to the certain

category of brand asset, the arithmetic mean o eategory will be calculated and

12



rounded off to the one decimal number. The averagalt of each category will be
classified on a scale of brand strength, to deteemnawhat thepower of the company’s

brandis from each asset category.

The scale of brand strength
»= Value from 8.5 to 10 - very strong brand
»= Value from 7 to 8.4 - strong brand
= Value from 5.5 to 6.9 - relatively (rather) stram@nd
= Value from 4.5 to 5.4 - boundary-line between sgrand weak brand
»= Value from 3 to 4.4 - relatively (rather) weak hdan
» Value from 1.5 to 2.9 - weak brand

= Value from 0 to 1.4 - very weak brand

In general, the qualitative evaluation will outlileand perception and evaluate the
power of the company’s brand, according to the allescale of brand strength from
each group and category. From the results it shioaldlear what parts of brand equity

are strong and what parts need to be strengthened.

2.2.2. Financial evaluation

On the other hand, thguantitative evaluatiof brand equity will try to put &inancial
value on the company’s brand, by applying one of thartial methods (see chapter
3.5.2.). The method is chosen on the basis of tmepany’s brand identity, meaning
that the method must be focused on the brand asganisation. It is chosen on the
basis of the company’s business characteristicereftre it is recommended to use
organization-based evaluation using the Price/Earmigs approach,which provides
only an approximate range of values for the comijsafyand. It focuses on an
estimation of intangible assets’ value. The apprate company’s brand value is then
derived from the firm’s intangible assets’ struetuFor this type of evaluation it is

necessary to have access to the financial stateneérihe enterprise, namely Income

13



Statements and Balance Sheets, and find out thegesd°rice/Earnings ratio for the
industry which the firm operates in.

The calculation will contain four major steps, whiwill be conducted according to the
computational formulas of the given method:

Calculation of a Value of a company

Calculation of Net Asset Value

Calculation of Intangible assets

A

Deriving the value of Company’s brand from Intangibssets

The result will give a range of values for the eatrcompany’s brand. Because of the

instability of the variables required for the caétion, a_sensitivity analysiwill have to

be undertaken. This will show possible changeb@range of values.

2.3. Conclusion
Firstly, from Aril 2008 to October 2008 researcHlWwe carried out into the theory of
brand and brand equity related to brand managerS8ebsequently, the research will be
undertaken from October 2008 to January 2009. Qnheerequired data is gathered
processing of the results shall take place, andll§inconclusions will be drawn
including recommendations for future brand perfaroea
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3. LITERATURE OVERVIEW

3.1. Brand definition
One of the first definitions of brand, as statedTime Oxford American Dictionary,
dating back to 1980 is “Brand is a trade mark, goofla particular make, a mark of
identification made with a hot iron, the iron usied a piece of burning of charred
wood.” (Clifton and Simmons, 2003, pp 13)

In comparison to the previous definition there isrenmodern one, saying that “a brand
is a distinguishing name and/or symbol (such axga,ltrademark, or package design)
intended to identify the goods or services of eithree seller or a group of sellers, and
to differentiate those goods or services from thafseompetitors. A brand thus signals
to the customer the source of the product and giotboth the customer and the
producer from competitors who would attempt to tevproducts that appear to be
identical.” (Aaker, 1991, pp 7)

3.1.1. Spectrum of brand interpretations by Chernatony
In general we understand brands as complex enttieseived in company plans with
the results ultimately residing in the consumerisndn There exists a variety of ways
how brands can be interpreted. Chernatony provideslear division of brand

interpretations into three categories:

» Input perspective
This can be seen as stressing branding as a partisay of managers directing
resources to influence customers. This perspeativeains name and logo, legal
instrument, product or services, company, shorthamsk reducer, positioning,

personality, cluster of values, vision and identity

15



» Output perspective
This could be explained as the consumer’s inteapicet and consideration of the way
brands enable consumers to achieve more. It cosicamage and relationship
marketing.

» Time perspective
This can be understood as recognising their ewrlaty nature, evolving to meet
changing environmental situations. It mainly focisa evolving entity.
(Chernatony, 2006)

The most common brand interpretation is the Inpetspective with its four
fundamental brand identities, where the brand neitogp becomes immediate across
culture and customs. These identities are presditedost of the authors of marketing

research:

3.1.1.1. Brand as a name, logo (Trademark)
The most specific brand perspective focuses onllyegeotectable visual and verbal
elementsA brand namas used to identify a company, product or servioceg spelled
and spoken way and which may or may not be regidtasa trademark Companies
protect their brand names against misuse, imitatrmhother forms of copying, through
the use of trademarka. name is the main brand element, but logo desigm @lays an
essential role in brand building; it is the entriew to the brand.A logo is a
recognisable and distinctive graphic design, stgdiname, unique symbol or other
device which identifies an organisation. Generai§sy to remember symbols, speed
recognition and favourably influences the braneéc@n decision. Design differentiates
and induces visual emotion and imagination. Firstlyvisual perception, the brain
acknowledges and remembers shapes, then coloulaathg content.(Wheeler, 2003;
Chernatony, 2006)

16



3.1.1.2. Brand as a product/service (Branded produc t)
From this perspective a brand name and logo isdete by intellectual property rights,
product design rights, packaging, and copyrightassociated colours, smells, sounds
and advertising. Branded products usually havengtrassociations with product
attributes, product range, quality, use, targetrsused country of origin which can
enhance customer’s enjoyment. In turn this leadeg@nhancement of brand value and
brand identity.(Haigh and Knowles, 2004; Aaker, 2003)

3.1.1.3. Brand as an organization (Branded business )
It is very often that a brand becomes synonymouk thie name of a company and its
reputation. This is the broadest brand identityl. tAbse characteristics stated in the
above definitions are combined with a firm’s cutuhuman capital, processes, and now
also protection of the environment, social resgaligi and continuous innovation.
Branded business and branded products are oftemddidetogether. However the
attributes of the organisation have stronger charistics and they resist competition
better. For the competitor it is more difficult tmitate the whole range of products
covered by an organisation’s standards. The mastamn associations connected with
an organisation are: perceived quality by customarerest in customers, market
position and success, innovation, society oriemtatnd local or global dimension.
(Haigh and Knowles 2004; Aaker, 2003)
In this case, the importance adrporate brandwvhich differs from classic line branding,
is also emphasised. “It enables coherent relatipesimong stakeholders to be built up;
it signals expectations to staff about desired foohbehaviour through a set of values
that bond an organisation together about which we say that internally brand
management is becoming culture management. Cogpbrands stand for something
that is unique to each corporatioi@hernatony, 2006, pp 31)
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3.1.1.4. Brand as a person (Branded personality)

Brand as a person, is more interesting than theiqare perspectives. A brand can be
perceived to have certain personality traits: moitigr competence, impressiveness,
credibility, entertainment, activity, youth, intett, informality and sense of humour.
These can create a perfectly friendly relationdig@pween a customer and a brand. The
brand gives to the customer a space for self-egfesthrough a brand a customer can
say something about his or her personality too. eédeer brand personality can
communicate attributes of a product and createtiimmal enjoyment connected with
their purchase (e.g. a concert ticket of famougesin(Aaker, 2003)

3.1.2. Brand Attributes Overview
The best brand identities are characterised byiceideals, regardless of the size of a
company or the nature of a business. These idealessential for the responsible
creative process no matter what case of brand ifgeist to proceed: launching an
entrepreneurial venture, creating a new productsewice, repositioning a brand,
working on a merger, creating a retail presencgisir strengthening a brand position.
Certain qualities of brand identity are the indicatthat make brands great. All these
qualities need to be relevant. They are most e¥kecivhen they help advance the
company’s brandWheeler, 2003; Clifton and Simmons, 2003)
The essential attributes of the brand identitiesdafined in the following table 3.1.3.

ATTRIBUTE DESCRIPTION

“A compelling vision by an effective, articulatenda passionate leader is

enterprises, products or services into tangibleesgions and make the visi
real.” (Wheeler, 2003, pp 18)

he

foundation and the inspiration for the best bramdsther words great leadgrs
Vision know how to articulate their vision clearly and hdwavtranslate new idegs,

n

The best brands stand for something — a big ide&ragegic position, a defing
set of values, a voice that stands apart. Measitgmnveyed through a symb

Meaning 1 5 word, or an action. But it needs to be explaisedimunicated and nurture

bd
pl,
d;

meaning evolves over time.
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Authenticity

Brand identity must be an authentic expression rofoeganization havin
clarity about its market, positioning, value progios, and competitiv
difference. Companies must know themselves; cor targeted messagg
look, feel and logo.

N o)

S,

Differentiation

Brands always compete with each other within theisiness category whi¢
means they have to differ somehow, starting withdieation of a brand mark.

Flexibility

Flexibility of a company’s system, influencing aahd, regards the internal
well as external design; from fresh and relevantkettng communication ar
strategies to employees departments and factu&l. wor

as

Sustainability

“It is the ability to have longevity in an enviroemt in constant flux
characterized by future unpredictable permutatioBsand -credibility ig
communicated in part by a trade mark that doesluctiuate with the econom
or changing business trends.” (Wheeler, 2003, pp 26

y

Commitment

Organisations need to actively manage their assetisiding the brand asse
and their marketing tools. They have to keep moviwgh ongoing
management and monitor the standards which beilbtand. It enhances trug

18]
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Coherence

Coherence refers to building brand equity througetition, persistence, a
frequency to create the familiar and pleasant rigekvith a brand for
customer. Coherence ensures that all the piecdsdggther naturally.

nd

Value

Creating value is usually a company’s goal. Buildibrand awareneg
increasing recognition, communicating uniquenest guality, and expressir

a competitive difference create measurable rewiilish command a premiun).

g

Table 3.1.3: Characteristic of brand identities (Wheeler, 2003

3.2. Brand management and new trend of co-branding

3.2.1. Brand Management

Brand management is part of a marketing disciptiealing with brand issues. It is a

comprehensive strategic system of analytical, prapynbudgetary and realisation

activities. This science dates back as far as 1@ing a period of strong wholesales in
the USA. In this period brands such as Coca-Coéanéken, Avon, Lipton, Gillette and

Heinz were established. The brand management stdibilised in the 1950s and in

the 1990s it was clear that a brand had becomesat,dike any other and influenced

the whole value of a comparn(Kotler and Keller, 2007)

It has to be understood that nowadays successinbdbmnanagement isceamplex task

From a marketing point of view, the task of a brahore than just identification and

differentiation, it should invoke awareness abdwt whole image of a product or firm,
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value added. Brand management triesstqoport andprotect existing brands, develop
new ones, place them on the market, sustain theexaalded and create communication
brand strategies

The whole concept of brand building strategies @mist elements such as intensifying
brand influence upon customers, expansion of a doremn other product/service
portfolios or globally to other countries, regubati of cost and competition,
responsibility in terms of quality or environmentasues and continuous innovation.
We shouldn’t forget to treat the brand as an inmesit, not a cost and also honour our
stakeholders and employees, creating an image eofmtole company(Clifton and
Simons, 2003; Heskov4, 2007)

For brand management it is very important to dgstish the type of a market where a
brand is situated. There exist two basic types h&f iarket,B2C (Business to
Consumerg and B2B (Business to Businegsmarkets. In B2C a brand is aimed at
consumers, therefore it deals withnsumer behaviouwhile in B2B a brand is targeted
at other companies, thus taking into accawstomer behaviouiThey also differ in the
number of consumers/customers and ability of globanding. Therefore brand
strategies in these markets differ as well. In BR@& the consumer who makes a
purchase decision whereas in B2B the purchasesiedban the decision process of the
whole management or CEO (Chief Executive Officef)aocompany. Brands are
generally more dominant in B2C; they influence eomer's needs and desires more
effectively. Generally, brand names provide a gui@eto customers in both markets;

they both contribute to the creation of brand gquikotler and Pfoertsch, 2006)

3.2.2. Brand management in B2B
Brand management in B2B market is a relatively wésgipline. It has been developed
from industrial marketing and it represents a nemd of relationships among suppliers
and customers. Suppliers try to enhance the paputzrtheir firms on the market by
using brands. Quality, flexibility, business retetships and risk play an important role
on the B2B market. These are the main factors enfting customers’ decisions.
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Basically, this market is more compldxour basic brand strategiesre used on B2B
market. The first strategy focuses oarporate brands, using a brand for a whole
product or service range to create a global integranage of a company. The second
strategy is focused on dividing products or sewicgo categories anasing a brand

in each category separately

The third strategy is based on usanfprand for the main product or service where a
producer sells a number of main products or sesvasel each of them is placed in a
market under specific brands. The last strategypdsed ona combination of a
company’s brand name and branded products This strategy is used when it is
important to indicate a company, as well as to dlesca product or a service. The
choice of the strategy depends on preferences nageas, companies’ attitude towards

creation of an image and market characteri@ithova and Tesar, 2003)

3.2.2. Co-Branding

Co-branding, in other wordbrand bundling is a new and popular trend of firms
cooperating together for mutual benefit, which hggpeared recently in brand
management. It combines products or services offiomewith product or services of
another or more firms. Two or more brands are pbitegether and they are sold
together. These joint brands have to have their brand identity and positive image.
There has to be a logical connection between trerrdate marketing activity. The
main advantageare seen in opening new possibilities by gainieg rustomers and
distribution channels, borrowing new skills andatieg enhanced value. On the other
hand, the main disadvantagethe possible loss of positioning control ofanpany’s
own brand when it is strongly connected to anottier,same as own brand value. This
type of co-branding is callecktail co-branding Co-branding can have other forms
including joint-venture co-branding(the combination of various branded products
within a company’s portfolio) multiple-sponsor co-brandingsponsoring purposely
chosen brands)pr ingredient co-brandingthe combination of several brands within

one product, e.g. branded shoes containing Gorexleggrial).(Keller, 2007)
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3.3. Brand equity
For brand comprehension it is essential to be famwith the termbrand equity Brand
equity is a key concept of brand evaluation.
“In the twenty-first century, branding will be thanly unique differentiator between

companies. Brand equity is now a key asg€lifton and Simmons, 2003, pp. 18)

“Brand equity is defined as a set of brand assadsliabilities of a brand, its name and
symbol that add to, or subtract from the value jgled by a product or service to a firm
and/or to that firm’s customer. For asset or liib8 to underline brand equity they
must be linked to the name and/or symbol of thadbfgAaker, 1991, pp. 15)

These assets and liabilities are divided into Segaties: Brand Loyalty, Name
Awareness, Perceived Quality, Brand Associationd,@ther Proprietary Brand Assets.
(Aaker, 1991)

Brand Perceived Name Brand Other
Loyalty Quality Awareness Associations Proprietary
Brand Assets

hirandiequity;
neme/symbel

Providing Value to Customer by Providing Value to Firm by
Enhancing Customer’s: > Enhancing:
- Interpretation/Processing of - Efficiency and Effectiveness of
Information Marketing Programs
- Confidence in the Purchase Decision - Brand Loyalty
- Use Satisfaction - Price/Margins
- Brand Extensions
- Trade Leverage
- Competitive Advantage

Figure 3.3: Figure of Brand Equity (Aaker, 1991, pp 17)
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This figure shows that brand equity creates vatudbth the customer and the firm.

From the customer’s point of view brand equity assets provide information about

product (firm) and brand. They have mainly an tdeation purpose which simplifies
the purchasing decision, they allow the customepuochase with confidence and
provide a variety of choices. In other words theweér the risk within the buying
process for customers. The risk comes in the fofnrigk utility, physical risk
endangering health, financial risk when the prodig#sn’t have the value of the paid
price, time risk when the product can fail and abdsk or psychological risk when the
product can influences one’s state of mind. They a0 enhance a consumer’s
satisfaction with the user experience. The mainoitgmce of brand equity for
customers is embodies in the possibility to chahge perception and experience with
a product (firm); especially brands with a stroggigy, anchor themselves deeply in the
hearts and minds of customeisaker, 1991; Keller, 2007)

From the firm’s point of view, according to the above figure, brand equity [go=sed

to enhance programs to attract new customers apte® old ones with the help of
promotion. Secondly, it can enhance brand loyalkyctv is important at the point of
purchase, to respond when competitors innovate abtdin product advantages.
Thirdly, it can allow higher margins, by permittingremium pricing and reduce
marketing promotion costs. However, some customemnsalso feel used by over-priced
brands. Each customer can perceive this differeRthyarthly, brand equity can provide
a platform for growth through brand extensionsleasier to enter to new market areas
with well known brand names. Fifthly, it can progideverage in the distribution
channel. A strong brand gains primary shelf placgmand cooperation in
implementing marketing programs. Lastly, brand ggassets provide a competitive

advantage which creates barriers for competitdesker, 1991)

If we want to create brand equity that providestladise values to both customers and

the firm, we have to invest in the creation of lat@quity assets over time.
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3.3.1. Loyalty
Generally, gaining new customers is expensive figriand of business. It is easier and
less expensive keeping existing, satisfied custenf@ompetitors won't tend to spend
revenue on winning over other company’'s alreadyallogustomers. The higher the
loyalty the grater the trade leverage, on conditltat customers expect the brand to be
always available. Brand loyalty is a key aspectrnfi@asuring the amount of purchases
or sales. We can enhance brand loyalty partly bntaiaing a fair relationship with the
customer. A company needs to satisfy the custormenach as possible, treat them
fairly. Brand loyalty can also be enhanced by afffar regular customers, customer
clubs or database marketing which focuses on awasegment of customers who are
informed about news, special offers or provide a&xfor them. The difference between
customer satisfactiormnd customer loyaltyis that satisfaction can be just once-off,
whereas loyalty is expressed by repeated, long-tausiness, due to the customer’s

general satisfaction with the business relationgkhigker, 1991; Haigh, 2002)

The following three categories represent custoreergption and reactions to the brand.

3.3.2. Awareness of the Brand Name and Logo

Brand awareness or in other words, a familiar bramd always have an advantage
over unknown brands, as a recognised brand wikhlhsbe selected over an unknown
one. Customers are comfortable with familiar bramdgch maintain a reasonably
reliable quality. Brand awareness may be achieedugh the use of a number of
methods including Logo creation, advertising, direnarketing, publicity, event

sponsorship, a slogan or jingle, using advertisings and others. Logo (symbol) and
name are the key differentiating characteristics @f brand because some
products/service’s attributes provided by varioompanies differ only slightly from

each other, thus usually an original name and lvgamore memorable and stick out in
customers’ awareness. The name and logo usualbtecithe strongest associations;
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therefore we should be careful with choosing tlghtriname and also careful with
changes.

Nameis the most specific characteristic; it is theibad a brand concept.ogo should
be clear (readable also in black and white and small size), memorable, unique and
corresponding to the business purpdSkgan in other words a motto or a phrase
expressing the aims or nature of an organisatiervaluable when it is created in
memorable, interesting, specific, funny and catelays and linked to the brand.

Brand name and symbol can be recognised, recaltegpeaceived as dominant.
Dominance occurs when a customer is able to inglicatly one brand within a
particular market. However at the same time this @& dangerous, as people
sometimes come to associate that brand name vathame of the actual product (e.g.
Aspirin, Windsurfer, and Walkman(Aaker, 1991)

3.3.3. Perceived Quality by Customers
The definition of perceived quality by customer8eis in different types of industries.
Perceived quality is the main impulse for businéggause it creates a firm’s value. If
the statement about good quality products is nbtstamtiated we cannot influence
perceived quality. Understanding what quality mefanghe target customers is the first
step in creating high perceived quality. The secsteg is figuring out how to advertise
this quality to these target customers. Mostly pleeceived quality is influenced by
previous experience of certain purchase. Perceiuedity provides good positioning
and differentiation from other products and it aiothe producer to charge a premium
price and also allows for brand extension.
We have to differ between perceived quality in pidd and perceived quality in
servicesProduct quality is usually perceived througserformancejnvolving primary
operating characteristics, a manufacturing-orientiesv of quality and the secondary
elements which try to reduce the percentage ofctiefédnother quality element is
reliability, considering the consistency of performance fromclpases. Then it is

durability, reflecting economic life of the product ams@rviceability, reflecting the
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ability to service the product. And finallit and finishreferring to the appearance or
feel of quality. Sometimes price can also be aityalie, for someone a high price
might mean high quality.

Service quality is focused orcompetencef the service, referring to the performance
dimension in product quality, and tkengiblesdimension is similar to fit and finish in
product quality.Reliability depends on a specific service person, custometagr
involved, but successful services rely upon a stetided facility and operating system.
The other dimensions relate to the personal interfaetween the service firm and the
customerresponsiveness, empathy, credibility, trustwogkgiand courtesy.

(Aaker, 1991)

3.3.4. A set of Association
A brand is often highlighted by specific associasiolinked to it in a customer’s
memory. They can be connected with a symbol, naamel use of context or
personality. If associations are organised in samaningful way, it is indicated as an
image of a brand. These associations connected imdlye, reflect brand perception
which may create positive attitudes or feelingstfar brand. They also support brand
extension and reason to buy. Associations to adbrean vary between product
attributes, customer, competitor, use, relativeggrcountry or geographic area, person,
personality and organisation. There exists a rarigeays to select, maintain and create
associations with a brand. A set of associationsa igood tool for influencing
positioning and thereby also competition which vdolde weakened by strong
associations. They may also be useful in providihgrmation for brand planning — on
a basis of strongest associations can be createdhaenrtising program(Aaker, 1991;
Haigh, 2002)

3.3.5. Other Proprietary Brand Assets

This category is represented pgtents, trademarks, and channel relationshipey

define and protect a brand in several walsademark protects brand equity from
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competitors who would use the same or similar ndogm, slogan, package or URL. In
the Czech Republic the Intellectual and Industiaperty Office (Wad paimyslového
vlastnictvi) deals with legal brand protection aadistration. After a brand is registered
in this Office, it is listed in the database ofdganarks and has the right to use the
symbol® for 10 years after such time it has to be rereqgste

Another form of protection is gatent; the legitimate protection of inventions,
preventing competitors from copying the technigaéafications or special production
process. We consider patents that would directfijuence a customer’s choice. A
patent is valid for a period of 20 years, on caoditof paying an annual maintenance
fee. The owner of a patent has exclusive rights dyvand can grant the licence or sell
the patent. Another assetdsstribution channel which can be controlled on a basis of
brand performance history. These brand assets anth Whe most if they protect form
disrupting customer’s loyalty by competitors

(Aaker, 1991; Heskova, 2007§&tl pamyslového vlastnictvi, 2009)

By evaluating these five assets of brand equitynetgBrand Loyalty, Awareness of a
Brand name and Logo, Perceived Quality, Brand Assions and Other Proprietary
Brand Assetgif available), we can estimate thgower of a brand or in otherwords
brand strength. If all the assets are continuously developednadrstrength will grow,
making the brand more competitive. Brand strengtixipressed in terms of customer’s
preference in B2B and consumer’s preference in Bitket. Moreover brand strength
relates to the strength of brand knowledge and atvemvareness, and strength of
functional brand attributes. Significant power Isline brand to push itself to the
forefront in customers’ choice and positively irghce customers’ behavioywalser,
2001)

In conclusion, in order for assets to be relevémty must be tied to the brand to

contribute to brand equity.
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However there exists a belief that brand “equitys a financial term rather than
another synonym for perception, image, quality &sdence of a brand. To get an
accurate result of brand equity we need to use etarg measurements as well as
financial onesThat is why it is going to be generally accepteat thbrand is part of a

balance sheet and it is considered as an intangibiet (Haigh, 2002)

3.4. Brand as an intangible asset
In general tangible assets were accepted as thegoaice of business value up to now,
considering the fact that the market was awaratahigibles but could not specify their
values. Brands, technology, patents and employees subsumed in the overall asset
value. Nowadays in most companies the value isré@rirom intangibles, but today’s
businesses are still more focused on return ofsimvent, assets and equity which
excludes intangibles. It is known that in late 1€8the recognition of the value of
acquired brands on the balance sheet speeded remog internally generated brands
as valuable financial assets of a company. Creafoascounting standards agreed that
acquired brands should be always identified, evaluate and rega@eadn asset of a
company, whilenternally generated brands should not appear on the balance sheet.
Presently, there exist some methods which try eduate internally generated brands,
but without any definite statements from profesalsr(Clifton and Simmons, 2003)
“The principal stipulations of accounting standaads that acquired goodwill needs to
be capitalised on the balance sheet and amortadding to its useful life. However,
intangibles assets such as brands that can cldimitenife do not have to be subjected
to amortisation. Instead, companies need to perfanmual impairment tests which
mean revision of possible decreasing value to awolrating of intangible assets.”
(Clifton and Simmons, 2003, pp. 32)

The generally accepted vision of ‘goodwill’, is pelved as a complex of identifiable
and separable assets relating to a company as ke.wo to now goodwill has been

perceived as just exceeded differences betweenadbeisition price of tangible asset
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and its previous value. However accounting appresitt goodwill differ in each state,
therefore in lots of countries the perception abdwill still remains as it used to be. For
instance, in Czech accounting the term goodwillnitagsed till the year 2003, instead
the term ‘depreciation reserves’ was used. Accgrdotoday’s general approach to
goodwill, it is believed that it is useful to idégtfour categories of intangible assets:
(Haigh, 2002; M&kova and Mé&k, 2006)

1. Knowledge intangiblesepresented by human capital, patents, softwaoges,
specific know-how, product research and development

2. Business process intangibleacludes innovative business models, flexible
manufacturing techniques, supply chain configuretio

3. Market position intangiblesrepresented by retail listing and contracts,
distribution rights, licences such as landing slpt®duction or import quotas,
government permits and authorisations, raw matsaatcing contracts

4. Brand and relationship intangiblesncludes trademark, trade names and
symbols, domain names, design rights, packagiagetdress, copyrights over
associated colours, smells, sounds, descriptogstypes, advertising visuals,
written copy, additionally: associated goodwill €tlgeneral predisposition of

individuals to do business with one brand rathantaAnother brand)

The relative importance of these four categorigsesady industry. For example for a
pharmacy, the most important are the knowledgetgséer retailing the business
process assets are key, for airlines the marketigurosissets are most important and for
consumer-packaged goods, media, luxury items dmtdogy the brand assets are the
top priority. However a brand could also be relatedll four categories, thus we need

to choose appropriate brand valuation methods gfH&002)
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3.4.1. Reasons for valuation
It is not usual that firms would invest in the peges of brand valuation. A brand is
mostly evaluated in certain particular situatiomather than evaluating for pure

accounting evidence or taxation needs.

The following reasons for evaluation are mosthented towards brand as a trademark:
(Haigh, 2002)
» Non-monetary investment to company’s capital —ease of the capital by
intangible asset.
» Sale of a company, bankrupt estate or liquidation.
» Establishment of new companies by consolidationalgamation, merger or
transfer of assets to a partner.
» Knowledge of value of intangible assets as entfgrimation for business
dealings.
» Law suit in a case of collusion or unfair competiti

» Bank security loans, brand as a security element.

There are also recently stated, increasing reasoresvaluation of intangible assets in
general:

» Internal marketing of a company.

» Redistributing of budget sources in marketing area.

» Revision of portfolio.

All these reasons for evaluation have mostly idmatiion purpose of a company, its

legal protection of intellectual property and silgnaf quality. This facilitates sale and

serves as a source of competitive advantage. I€Eamsider brand from the financial

point of view we should focus on strategies whiead to increasing of brand share on
the market and thereby increasing a company’s v@eeerally investment in the brand
value pays off, even though it is very difficult tomply the relationship between

economic output and intangible assétigh, 2002)
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3.5. Brand valuation methods for estimation of bran d equity
A number of brand valuation models have been deeelpbut none of them have
definite conclusions yet; they are still in the ggss of development. We more or less
talk about estimation rather than precise evalnatiBrand valuation is not an exact
science. Moreover, each brand is individual and difficult to compare with another
brand (firm) on the same basis. The system of braldation is based on research
providing useful information about brands for maikg purposes. Brand is influenced
by many factors in a business, therefore it is irngrd to focus on its evaluation partly
from a qualitative angle and partly from a finahciengle. Hence, the most basic

approach of brand valuation is divided into twoegatries:

» Marketing-based approaches of brand equity eviahst
» Financially driven approaches of brand equity exaduns

3.5.1. Marketing-based approaches
Marketing-based approaches are so-called reseasddpsoft or qualitative approaches
which are focused on brand perception and estimatfgpower of a brand. There are
numerous brand equity models using mainly custaoesumer research to identify the
relative performance of brands. The core of eadearh is to evaluate four basic
dimensions of brand equity, namdiyand loyalty, brand awareness, perceived quality
and associations to a brand@hese dimensions survey: brand cognition, brandtite
and uniqueness, familiarity, preference, expeatatigatisfaction with a brand, loyal
customers and many others. In short they measgteroers’ behaviour and attitudes to
a brand, thus the purchase behaviour. Purchaseibahavill affect the financial value
of the brand in question. However the researchéapproaches do not put a financial
value on brands, they only measure the overall donaerception and power. These
researches do not provide a clear link between etiak indicators and the financial
performance of a bran(Clifton and Simmons, 2003)
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“A brand can perform strongly according to markegtindicators but still fail to create
financial and shareholder valuéClifton and Simmons, 2003, pp 35)
However these marketing indicators are still cruf@ators to understanding customer’s

behaviour, upon which the success of the brandrakpe

3.5.1.1. Non-specific methods

These methods were constructed by authors of nagkisteory. The chosen example is
presented by David Aaker with his Brand Equity 8gst which is considered as the
most commonly used qualitative, brand valuatioriesys(Clifton and Simmons, 2003)
Others to be mentioned are:

- Kapferer — Brand equity Model

- Keller — Brand equity Approach

- Sullivan and Simon — Capital Market-oriented Brafaduation

BRAND EQUITY SYSTEM BY DAVID AAKER
In this flexible method Aaker established ten aspet brand performance, falling into

five dimensions of brand assets. He argues thdt damension represents a part of

brand power. The dimensions and aspects are defirtbd following table 3.5.1.1.

A measure of brand loyalty . Customer’s satisfaction / loyalty

. Price advantage

A measure of perceived quality / . Perceived quality

leading position . Leading position / Popularity

A measure of associations / . Perceived value

differentiation . Brand personality

. Associations connected with an organization

A measure of brand awareness . Brand awareness / cognition

Ol o N O O »h W N P

A measure of market behaviour . Market share

=
o

. Market price and distribution

Table 3.5.1.1. Brand Equity Ten (Aaker, 2003, pp 62)
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The first eight aspects are generally measured &gnshof questionnaires and the last
two require research into market behaviour. Mabedtaviour is a special section which
differs from the rest; it tries to put a financidlue on a brand. With regard to the
questionnaires, Aaker provides model questionsetaided in the measuring of each
category.

The overall model has to be conformed to each bnadigidually and should include
information about the observed brand. Not everyndnaould be measured by all five
dimensions equally with using the same providedstiors. Therefore it is important to

use this model carefully and avoid the aspectsateatrrelevant for the observed brand.
(Aaker, 2003)

1. Customer satisfaction / loyalty
Level of satisfaction is a direct measurement at@mer’s loyalty. Additionally, brand
loyalty can be measured in terms of level of tristect questions about brand loyalty
allow dividing of the market into: loyal customersustomers who search for
advantageous prices and those in between. Bramdtyois especially important in
services.(Haigh, 2002; Aaker, 2003)

2. Price advantage
The measurement of price advantage is defined weiitrence to direct competitors.
Ideally the direct competitors should be specifiddwever this is also a disadvantage
of this method because it doesn’t generally comditke dynamics of a market in terms
of new appearing competition threats on the mairRasically, if customers are loyal
they should be willing to pay the additional pricea firm and not prefer competitive
companies for their lower price@aker, 2003)

3. Perceived quality
This is an essential aspect of brand equity bec#udeectly influences return on
investment. Perceived quality can be applied tfediht segments. This method tries to

determine the level of perceived quality, whetherbelongs to the best quality,
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acceptable quality or low quality. Certain percdigiality should be measured in terms
of comparison with the perceived quality of comipeti brands(Aaker, 2003)

4. Leading position / popularity
This measurement serves as an additional facetroejwed quality because perceived
quality can sometimes miss market dynamics, fomgta competitive innovations.
This measurement has three dimensions. Firstig,dbnnected with quality. Secondly,
it can capture customers’ preferences. People warfituy the same things that are
currently popular on the market. Thirdly, it carpttae innovation and technological
development within certain categories of produdisading position is the most
important aspect in brand valuation by ‘Interbrarttie global branding consultancy.
The agency Young and Rubicam extended the catejdeading positionby another
factor calledrespectfocusing not only on qualityAaker, 2003)

5. Perceived value
The following measures of associations are usedrdey to the three views on brand
interpretation: as a product (perceived value)a gerson (branded personality) and as
an organization (associations connected with amrorgtion). As for theperceived
valug every brand should create an offer of its valdaich contains customers as well
as supplier’s utility; otherwise it would be defefess against competitors. This section
measures whether a brand has a sufficient valugsfprice and whether a brand stands
for chosen target criterions (characters). Howeher question is if perceived value
creates a different concept than perceived qudbgyceived quality is usually taken in
relation to competitors’ perceived quality whergesceived value refers only to the
surveyed brand. Generally the quality is a moreviaht measure than valu@aker,
2003; Haigh, 2002)

6. Brand personality
Some brands provide, through their personalitygranection with emotional enjoyment

and self-realisation, but also provide a basisafoelationship with a customer. It mostly
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refers tobrand as a persomandbrand as a producin a commercial world where the
brand can say something about its user. This measunainly important on a market
with minimal differences in utility (e.g. Pepsi a@bca-cola) and marketing tools are

used allot. Not all brands are based on personghitier, 2003)

7. Associations connected with an organization
The power of a brand is often connected with theleslcompany, rather than with the
product itself. The disadvantage of these assoastiis usually connected with
difficulties in changing the image of an organisati rather than of a product. It
measures how strong the associations are, the déwelst and admiration and whether
a brand is perceived as being different from otheands. We can also measure

associations by free associations which people matresir minds(Aaker, 2003)

8. Brand awareness
This awareness is a basis for loyalty and salas;dtmeasure of brand individuality. It
measures an efficiency of marketing activity enlvagpcbrand awareness. Brand
cognition reflects an existence of a brand in ausits mind and enhances the impact
of a brand on the market. Brand awareness can bsured in terms of identification
(recognition), memory (recall), dominance and krexige about a brand. The
importance of brand name awareness is not enoughould be known with its symbol
too. So brand awareness of visual images is alsvaiet. However this fact could be

considered more as an associat{btaigh, 2002; Aaker, 2003)

9. Market share
This measurement could be an indicator of satisfaaif customers with a brand. If the
market share of a brand is decreasing it meanshitaeid valuation by customers is
decreasing. We have to differ between the amoudttla® value expression of market
share. The difficulties are seen in specificatibproducts and competition. Moreover a
brand value reacts on short-term price strategieompetitors which should also be
eliminated.(Haigh, 2002; Aaker, 2003)
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10. Market price and distribution
Brand strengths can be measured by the volume dfstribution. This is more immune
against short-term price strategies. In the caggraduct market price, the brand value
is measured by a relative price, for which a brargbld, divided by its amount of items
purchased. Relative price is the average price bfamd per month divided by the
average price of all brands on the market. Thisedision could also be measured by the
percentage of retailers selling a certain brand tned percentage of people having
access to that brand. This measurement is quifeutifto apply onbrand as an
organization (Haigh, 2002; Aaker, 2003)

This model tries to evaluate brand strength ansl litased mostly on customers’ brand
perception. We have to decide about relevanceaf demension. Aaker points out that
the basic dimensions (awareness, loyalty, quahlisociations) should have equal
attention. As for market behaviour, sometimes nas included in the model because it
could be difficult to apply to a brand. Aaker doéstate any precise way of brand
strength measurement; but he recommends usingiguastres based on the scale of O
to 10 where O is the worst for the surveyed obgxt 10 is the best. Eventually this
scale would contain several levels of brand stiengsulting from the value scale logic
and from the brand strengths division, but theiurmaries remain less precisely
specified (see Supplement No. 3). Through the Giskeeoarithmetic average the strong
aspects are then decided upon in each dimensiorvieadrersa(Aaker, 2003; Aaker,
1991)

3.5.1.2. Tracking methods
Tracking methods of brand valuation are specifiokidgs and they are usually
conducted by advertising, auditing and researcim@ge. They are based on a chosen
sample of consumers, or customers of a client ey serve to measure their brand
perception. These case studies are usually madeetsure for a clien{(Clifton and
Simmons, 2003)
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a) Young &Rubicam — Brand Asset Valuator
b) Millward Brown — Brand Dynamic§"

c) Total Research — EquiTrenY

d) Interbrand — World’s Most Valuable Brands

a) BRAND ASSET VALUATOR BY YOUNG & RUBICAM

This agency uses the BAV — Brand Asset Valuatot seaves to evaluate the current

performance of a brand, identify the problems avaluate the future brand potential,
health of a brand and possible defence against ettoys through suitable marketing
mix. BAV is a matrix containing four basic categi

1. Differentiation — perceived difference of a brandtbe market

2. Relevance — suitability for consumers

3. Esteem - veneration of a brand for quality and faoiy

4. Knowledge — understanding of a product/service/ampis a peak of success
These elements are used to measure brand vitakitybeand structure which are in a
mutual relationship. The BAV identifies weak orastg brands and their positions
within a brand life-cycle(Haigh, 2002)

BrandAsset™ Valuator
Brand Value

' l

i

Differentiation

Figure 3.5.1.2.a) Brand Asset Valuator scheme (Laboy, 2005, pp 5)

BAYV provides a diagnostic framework of buildingfluencing and sustaining of power

of a brand.
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b) BRAND DYNAMICS ™ BY MILLWARD BROWN
This system measures consumer’s perception of beguoaty; it sympathises with a

brand which differs from other aspects, contribgitio financial brand equity (e.g.
distribution channels, level of productivity, trawarks, patents). It analysis the strong
and weak points of a brand and the results leadr&begic decisions. Brand Dynamics
uses two basic components. The first is the vatmecbnsumers, which measures the
selling value of the brand for each respondent. 3éwond is the brand pyramid that
systematically identifies factors stimulating theadd value for consumers. Both
components use a system of specific questions aemedndom users of a certain
category.
The brand value taking into account the consumeased on four components:

1. a predisposition of a consumer to a brand

2. asize of a brand

3. asort of consumer

4. arelative price of a brand
By relation of all components the model predicts gnobability of the purchase of a
brand by each consuméHaigh, 2002)
The brand dynamics consists of five building blqoalkepresenting categories from low
customer loyalty to high customer loyalty. It explwhy some customers are more

valuable than others and it tries to move custdnoen lower to higher loyalty.

BrandDynamics™

Bonding High Loyalty
Performance
Low Lovyalty

Figure 3.5.1.2.b) Brand Pyramid by Brand Dynamics (Laboy, 2005, pp 5)
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Nowadays this model is used mainly for the purpokeénerger or as a basis for a
marketing budget.

c) EQUITREND ™ BY TOTAL RESEARCH
This model provides a contrast to the model by n¢p& Rubicam; it is more modest.

Its model utilises twenty four scales, measurirendrindividuality. They are based on a
small series of simple but effective questions reigg three basic dimensions:
1. knowledge about a brand — it examines if resporsdbave deeper knowledge
about a brand and their own attitudes to a bratiebrahen just an awareness
2. perceived quality — the most important factor diie divide quality in a range of
unique to unacceptable quality
3. consumers’ loyalty — it focuses on opinions of thasnsumers most frequently
purchasing certain brand
These three aspects are discussed in more deteitsdering age, gender and other
information about consumers. This segmentation shédp brand owners to identify
reasons why some people appreciate certain bramdisvay they don’t like other
brands. It also shows which approaches should lbsechto increase brand equity.
(Aaker, 2003; Haigh, 2002; Laboy, 2005)

d) WORLD’'S MOST VALUABLE BRANDS BY INTERBRAND
Interbrand uses quite a different approach. Itdake form of a multi-scoring model,

combining marketing and financial approaches. Bragdity consists of marketing
factors as well as financial value factors of andraoriented on th&rand Earnings
Approach It includes a set of factors regarding busines$st consumer behaviour and
market environment.

Firstly the true economic profit of a company ha®¢ determined, the so-called EVA -
Economic Value Added, the formula invented by ©&tgtewart & Co(Abratt and Bick,
2003)
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Calculation of EVA formula:
Net Sales
- Operating expenses
= Operating Profit (EBIT)
- Taxes
= Net Operating Profit after Tax (NOPAT)
- Capital charges for the opportunity cost of capital invested (Invested capital * Cost of capital)
= Economic Value Added (EVA)

If EVA is positive, the value of the company hasreased. If EVA is negative, a

decrease in the value occurrgt¥atikova and M#k, 2005)

If the EVA is positive the profit brand earningg aletermined by using brand index.

This index is based on seven fact@pgdiratt and Bick, 2003)

1.

o o ko

Market (10%) — whether the market is stable or gngwand if it has strong
barriers to entry

Stability (15%) — a brand that has been establistoeda long time that
constantly commands customer loyalty

Leadership (25%) — a brand that leads the sectmtwhcompetes in

Trend (10%) — gives an indication where a brandoesing

Support (10%) — the support that a brand has redddy marketing tools
Internationalisation/Geography (25%) - the strength a brand in the
international area

Protection (5%) — the ability of a company to pobie brand

All brands to be measured by this method havelfd following criteria:

there must be substantial publicly available finahdata

the brand must have at least one-third of revermugside of its country-of-
origin

the brand must be a market-facing brand

the economic value added (EVA) must be positive

the brand must not have a purely B2B (businessusinkss) single audience

with no wider public profile and awareness
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(Interbrand, 2009,
source http://www.interbrand.com/best_global_brands_metthogly.aspx?langid=1000

The following table3.5.1.2.d) shows the first ten best global brand2008, evaluated
by Interbrand and provides comparison with the R&4&7:

2008 | 2007 Brand Country Sector 2008 Brand Change in

Rank | Rank of Origin Value ($m) Brand Value
1 L | (Peafly | usA | Beverages 66,667 2%
2 3. | E===| usA Computer 59,031 3%

=1 Services
Computer o
3 2 Microsoft USA Software 59,007 1%
4, 4. :::: USA Diversified 53,086 3%
. Consumer 0
5. 5. MNOKLA | Finland Electronics 35,942 7%
6. 6. & TOYOTA Japan Automotive 34,05 6%
- ) Computer o
7. 7. (lntel USA Hardware 31,261 1%
Y
8. 8. f _! \ USA Restaurants 31,049 6%

9. | o %fsﬂgp USA Media 29,251 0%

10. | 20. G(}:_‘JS[E USA Internet 25,59 43%

Services

Table 3.5.1.2.d) The first ten best global brands in 2008 by Intand
(Interbrand, 2009, sourchttp://www.interbrand.com/best_global_brands.3spx

From the table 3.5.1.2.d) we can see that Coca+@tdined its status from the last year
as the world’s most valuable brand and got stromyef% in comparison with the
previous year. IBM rose to second position, gettatgad of Microsoft which didn’t
maintain its position from the year before. Gergrédur of the top ten places are
occupied by companies from the computer industhe most significant mover was

Google with a jump from twentieth to tenth positidine rest of the brands in top ten
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remained in their previous positions and all ofnthencreased their growth except

Disney.

The majority of the world’s most valuable brandsédndeen around for more than fifty

years so they have also social value and they raag & political significance as well.

3.5.1.3. Comparison of the methods
Each stated method has some advantages and ditggk&nParticular measures use a
variety of factors for brand valuation. For easywudalisation the following table
3.5.1.3.e) provides comparison between applied doraquity measures. Selected
methods are the most recommended ones to be usbdafad equity valuation. David
Aaker is often being compared with another markgpirofessional Kevin Lane Keller.

Recommended/Applied Brand Equity Measures
Aaker Millward Brown Y&R EquiTrend | Interbrand

Associations X X
Awareness/ presence X

Bonding

Differentiation X X X

Distribution coverage

Esteem X

International X

Knowledge X
Leadership X XX
Legal protection X
Market share X X
Market trend

Marketing support
Perceived quality X XX
Perceived value

Performance X
Personality X X
Price premium XX X

Relevance X X

Salience/ advantage X X
User satisfaction/ loyalty X XX XX
Stability X

Table 3.5.1.3.e)Comparison of Brand Equity Measures (ReynoldsRimdips, 2005, pp 172)
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The following table figure 3.5.1.2.fJemonstrates two brands evaluated with different
techniques. The two brand evaluations were madateybrand and Millward Brown.
We can see how the brand values differ by applying different methods. However
brand evaluation by Interbrand is still perceivesdthe most reliable and generally

accepted method.

Diverpent estimates of brand value

2007 Brand Interbrand Millward
Value Brown
Coca-Cola $65bn $44bn
GE $52bn $62bn
Intel $31bn $19bn
Marlboro $21bn $39bn
Google $17bn $66bN
L'Oreal $7bn $12bn
BP $dbn $6bn
Starbucks $3bn $6bn

Table 3.5.1.3.f) Divergent estimates of brand value (Knowles, 2@pB825)

3.5.2. Financially driven approaches

Nowadays a wide range of alternative financial aatn methods exists, but bringing

significantly different results. The large numbédrnoodels causes confusion amongst
marketers and each method has its advantages sadventages. There is no general
agreement on an evaluation method so far becau=e iexthe method seems to be

theoretically correct, it is not empirically veable on the market. There is also a major
problem consists in separation of brand equity frattmer intangibles. Therefore the

valuation is not an exact science.

Moreover, we have to be careful whether we casdysperceived a brand as a

trademark, branded product or branded business,tttreuappropriate method has to be

chosen. The purpose of valuation has to also beidered. It is the recognised
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technical valuationthat focuses on trademarks and the valuation lwcted for
balance sheets, tax planning, securitisation, $icgn and acquisition. Special
procedures requested by law, determine how to ateak trademark in many countries.
While commercial valuationis used for the purpose of creating brand architec
portfolio brand management and marketing stratébis valuation focuses mostly on a
branded busines@daigh and Knowles, 2004; Abratt and Bick, 2003)

3.5.2.1. Cost-based valuation
A brand could be evaluated in terms of what it ¢costreate or what it might cost to re-
create. The disadvantage of this method is thavaluates mostly what it was rather
than what it will be and it doesn’t provide infortimen on how cost effectively the brand
was expanded. It doesn’t consider an economic valugpen market and if cost were
spent effectively.

a) HISTORICAL-CREATION COST
Such valuation might be meaningful in the contdx aew brand over a short period of

time. Basically it considers accumulated costs eapd on the brand to date. The cost
could be advertising expenditure in building braa@areness and loyalty and

summarise the total amount invest@rrier, 1997)

b) CURRENT RE-CREATION COST

This is a valuation of cost involved in re-creatiagbrand, the cost that would be

incurred to replace the asset if it is destroyelis Tmethod serves more for tangible

assets because there is no such thing as a stamsidardrand(Perrier, 1997; Abratt and
Bick, 2003)

3.5.2.2. Market-based valuation
“This approach is based on assumption that theee esther comparable market
transactions or comparable company transactionaldation may, therefore, be based

on disposal of comparable individual brands or Bjebranded divisions or whole
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companies where adequate information is made pylali@ilable.”(Perrier, 1997, pp 27)

In practice it is usually very scarce to find tleen® or similar brand to compare with.
Another approach to market-based valuation is basetthe amount for which a brand
can be sold. “The open market valuation is the ésgjivalue that a “willing buyer and
willing seller” is prepared to pay for the assefhis valuation basis should be used
when one wishes to sell the brand. Modern finantiabry states that one should sell
off assets if the value that a buyer is willingpay exceeds the discounted benefits of
the brand.(Abratt, Bick, 2003, pp 4)

3.5.2.3. Income-based valuation (Economic Use)
This approach is the most recommended one. It taesvaluate future net earnings

regarding the brand in its current use. It alsteot$ the future potential of a brand.

a) ROYALTY RELIEF METHOD
It is based on the assumption that a company wbhakk to pay for the use of a

trademark if they had to license it. In the cas®whing the trademark, the company
doesn’t have to pay the license fee (the royaltg)reherefore such ownership of the
intangible assets relieves the company from payRegrier, 1997)

First the underlining base for calculation has ¢odetermined (percentage of turnover,
net sales or other base or number of units), aed tketermine the appropriate royalty
rate according to databases, publishing internakiooyalty rates for specific industries

and also for specific products. The royalty rateubsequently determined according to
the qualitative aspects. And finally determine avgh rate, expected life and discount
rate for the brandAbratt, Bick, 2003)

The royalty relief is also usually expressed as@gntage of sales of branded product.

The disadvantage of this method is that it focymesly on trademarks.

b) DISCOUNTED CASH FLOW ANALYSIS AND FUTURE EARNING S

This method deals with economic value. It trieglétermine what value a brand has for

its owner in its current use. It is based on togaglue of the brand that will generate
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anticipated cash flow in the future, which is cdltee net present value to brand equity.
If we consider a brand as a product, then firstigranded products have to be
eliminated for purposes of estimating only brantieadded. Then expected cash flow
value is identified, arising at different timestire future and this identifies a discount
rate taking account of the risks inherent in thedpsted cash flow. The risk is estimated
by application of BrandBet¥ Analysis, whichis a study of the strength, risk and future
potential of a brand relative to its competit@sandBetaguantifies the strength and
performance of the brand, which is rated on a geafeto 10; it provides an indication

of the risk attached to future earnings of the trarhe final brand ratings are expressed
as an index score from 0-100. Brand ratings ina@afedboth quantitative and

qualitative data(Perrier, 1997; Haigh, 2002)

DCF =3 ——
Where DCF is the discounted cash flow,
C is the cash flow inflow attributed
to the brand,
r i5 the discount rate or risk factor, and should
be calculated using the brand's beta, and
¢ is the number of discounting periods.

Figure 3.5.1.2.b) The calculation of Discounted Cash Flow (Labd30Z2, pp 3)

This model contains market analysis, financial wsia] brand analysis and risk
analysis. However this method suffers from theidiffy in determination of cash flow
attributable to a brand and therefore difficultetermine BVA-brand value added. This
aspect can be eliminated if we consider a brarall@sanded business (organisation). In
this case the cash flow would be calculated forwhele company and the final brand
value would be taken out according to the compafgancial characteristics. Another
very similar approach to Discounted Cash flow favleole organisation is Discounted
Future EVA (economic value added). However both el®dontain forecasted future

cash flow / earnings that may be in some casessgilpie to apply.
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c) PRICE PREMIUM
The assumption of this approach is that a brandedugt should sell for a premium

over a generic product - unbranded products idedtibnly by product category.
Discounted future sales premium is therefore theevaf the brand. The problem of this
method appears when the branded product doeseasiea price premium, the benefits
arise on the cost or market share dimensi@isatt, Bick, 2003; Aaker, 1991)

3.5.2.3. Organization-based valuation
Other approach recommended by accountants is dpfidiea brand as a branded
business. It is based on an estimation of a vafuee @dmpany, then the value of the
company’s net assets and finally deriving intangjidgsets. A brand value is then taken
out from the intangibles on a basis of the busimbssacteristics. The calculated result
IS not a precise number, just estimation or possinhge of values.
There is an alternative example of deriving therenir brand value when the methods

stated above cannot be used from some reason.

PRICE/EARNINGS APPROACH

1) Calculation of a Value of a company — using P/Erapph

Formula:Current company’s profit after tax (PAT) multiplie d by an average

Price/Earnings ratio for an industy (P/E)

The value of the company is adjusted for marketidiy and the status of private
company if needed.

“P/E is a ratio between the share price and earningshaee. It serves to determine the
multiple of earnings per share; it measures howeerspe a stock is over a 12 months

period.” P/E is known as an investment indicai@usinessDictionary, 2007, source:

http://www.businessdictionary.com/definition/prieasnings-P-E-multiple.htl

PAT represents the profit/or loss earned by a compdigy deduction of corporation
taxation, but before the deduction of dividendsnanity interests and extraordinary
items.(Atrill, 2007)
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2) Calculation of Net Asset Value — “book” value of@mpany

Formula:Total Assets less Total Liabilities

Net Asset Value represents a lower line of the camgjs value. It is the floor value of
the company.

“Total Assetsare the sum of current and long-term assets owgedperson, company,
or other entity listed on the Balance SheéWebFinance, 2009, source:

http://www.investorwords.com/5975/total _assetslhtm

“Total Liabilities, listed on the Balance Sheet, include all the €hirLiabilities, Long

Term Debt, and any other miscellaneous liabilitrescompany may have.”

(SpireFrame, 2008 sourdetp://www.spireframe.com/docs/financial_stateméstal liabilities.aspk

In the Czech accounting, total liabilities compradk passive belonging to the part of

Outside Sources.

3) Calculation of Intangible Asset

Formula:The value of the company less Net Asset Value

Intangible assets are usually not listed in theaBed sheet but evaluated separately. It is

the value of these intangible assets that complb&esverall value of the company.

This method is usually used when forecasting tharéuearnings is not possible, but on
the other side it indicates only the current braaldie and it doesn’t consider the future
company development. The disadvantage of this proeeis that the value of
intangibles assets differs every year accordintyéqrofit, changing P/E ratio and other
unstable factors.

(Atrill, 2007; Cada, 2007; Mék and Maikovéa, 2005)

3.5. Overall procedure of brand analysis

The overall process of brand analysis contains rabeu of phases starting withe

determination of brand identity the possible gain of a competitive advantage
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The figure stated below illustrates how to proceedrand analysis. First of all it has to
be decided upon whether a brand is interpretedtelamark, product, organisation or
person and the business environment which the biraaes in should be taken into
consideration. Secondly, the evaluation of branditggegarding the specific brand

identity is made. In order to unify various views lorand equity, the evaluation should
be undertaken from the marketing as well as froefiteancial perspective. The results
are then discussed from a brand strategy pointief;vthis comprises positioning,

communication, differentiation and innovation. Atlese steps lead to the competitive

advantage of the brand on the market.

BRAND IDENTITY

|
Brand as a trademark | Brand as a product | [Brand as an organization | Bfand as a person |

O

EVALUATION OF BRAND EQUITY

[Marketing evaluation | [Financial evaluation

O

STRATEGIC IMPLETION OF BRAND IDENTITY

.

Positioning | /> — > Dpifferentiation | = Ifn_ovation |

COMPETITIVE ADVANTAGE

Figure 3.6: Overall Procedure of Brand Analysis (Aaker, 1991)
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3.6.1. Positioning
Brand positioning contains aspects of brand comoation, differentiation and
innovation, thus these aspects can deduced fromtigmasg. Brand positioning is a part
of brand identity, which has to be actively diffietiated and communicated to the target
customers to demonstrate competitive advantageitidtisg is closely related to
associations created by customers. Each companydskaow its target customers,
their needs, expectations and trends. Eventuallgormpany should segment them
according to these needs, various business resdiijos) or distribution and geographic
location. Different segments might perceive a brafifflerently. Positioning takes
advantage of changes in demographic, technologyketiag cycles and gaps in the
market to find new ways of appealing to the pubfositioning takes into account a
marketing mixconsisting of product, price, place and promotitwese four dimensions
affect sales. Price refers to the price stratedggePrefers to the distribution strategy,
Product refers to the association strategy and &tiom refers to the communication
strategy(Aaker, 2003; Wheeler, 2003)
“Positioning means owning a credible and profitaplesition’ in the customer’s mind;
either by getting there first, or by adopting aipos relative to the competition, or by
re-positioning the competition(Clifton and Simmons, 2003, pp 79)

3.6.2. Communication
Marketing communication tools try to inform abouwaid, persuade of purchase or co-
operation and remind customers about a brand. Coneation is any form of
promotion communicating directly or indirectly arfidcusing on B2C (business to
customer) market or B2B (business to business) ehailhe new and popular trend in
brand communication is relationship marketing, ewiey customer’s loyalty. It
promotes a closer relationship with the customieicah appear in sales promotion,
advertising with direct reactions or personal sgll{Keller, 2007)
Following figure 3.6.2. provides an overview of pration tools used in B2C and B2B

markets:
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MEDIA SUFPORT SALE PROMOTION FOR BUSIMESSMEN

T Furchase discounts and advantegous agreements
Radio Competitions and incentives for businessmen
Mewspapers Training programmes

Magazines

ADVERTISING WITH DIRECT REACTIONS
Letters

Telephones

Broadcast media, Print Media

Connection with computers

OM-LIME ADVERTISIMG
\Wah sites
Interactive advettising

TERRITORIAL ADVERTISIMNG
Billboards and posters
Films, aeralines and halls

Paricipation in exhihitions
Collective advertising

SALES PROMOTION FOR COMNSUMERS
Samples

Coupans

Bonuses and premiums

Refundments and rebates
Competitions and lotteries

Dizcounts

EVEMNT MARKETING AMD SPOMSORING
Sports, art, entertainment

Tradefairs and display markets
Connection with events

Product placement
Furchase placement PUBLICITY AMD PUBLIC RELATIONS
ADVERTISING IN PLACES OF SALE
Advertizing an tralley

Marks in shopping halls

Marks on shopping shelves

T or radio broadcast in shopping centres

FERSOMNAL SELLIMG

Figure 3.6.2: Tools of marketing communication for strengthgnabrand value used in B2C
and B2B markets (Keller, 2007, pp 310)

The right form of communication tools has to besdrocarefully to hit the customer. It
needs to be considered whether the customer wilbsdear the message, whether they
will notice and understand it and whether they wéhct positively and behave in
required way. The marketing communication contelsuto brand awareness and
cognition, it makes associations to a brand, it m@lyance brand loyalty, and it creates

dialog with customer and creates stronger link&aibrand.(Keller, 2007)

3.6.3. Differentiation and Innovation
Differentiation and Innovation focus on the facitth brand shouldn’t stay in one place.
It encourages continuous innovation of a brandatorg alternatives and inventing new
ideas for differentiation. There can be slight aes such as logo innovation, or
significant changes such as development of newdbsénategy. All changes should be
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made in conformity with the market dynamics andre&nir customers’ needgAaker,
2003)

3.7. Summary
As the importance of intangibles to companies’ @éases, managers will want to install
more value-based brand management systems. Thst@erdrand monitoring through

brand evaluation, both marketing and financial, aedimplementation of brand

Brand Strength
Marketing

strategies will be needed.

Financial
Perspective

I

Brand Value

Figure 3.7: Brand evaluation perspectives (Wasler, 2004,%p 5

The figure 3.7 summarises the brand evaluationpgets/es. Brand equity is expressed
by brand strength belonging to the marketing pextspes which focuses on customers’
acquisition. And secondly it is expressed by braatie belonging to the financial
perspective, which focuses on business performdhbeand equity is evaluated, both
approaches should be undertaken, because its sm@dunay significantly differ.

“A brand can perform strongly according to marketindicators but still fail to create
financial and shareholder valu€Clifton and Simmons, 2003, pp 35)

“As global competition becomes tougher and many peitive advantages such as
technology become more short-lived, the brand’drdmurtion to shareholder value will
increase. The brand is one of the few assets thatprovide long-term competitive

advantage.”(Clifton and Simmons, 2003, pp 43)
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4. CHARACTERISATION OF THE CHOSEN COMPANY

The company, chosen for the research, is STROJIRNBOR s.r.o. This firm
operates on the agricultural machinery, constracéind technological device markets.
Their main business is in the Czech Republic ad a&lsome contracts in foreign
markets. It is a small firm, employing less thdityfpeople, half of which are hired on
short term contracts for manual work. The CEO isresented by one shareholder.
STROJIRNA-TABOR operates on the B2B market.

Figure 4. Logo of the company STROJIRNA-TABOR (Stojirna-®4b 2009, source:

www.strojirna-tabor.cy

4.1. History of the company and its portfolio
STROJIRNA-TABOR s.r.0., continues the tradition the former county janitorial
workshops, which manufactured machinery for the i@dtural Purchasing
Association. The Tabor branch was founded in 196@y the next few years various
transformations took place in the agricultural dyppnd purchase industry. The
company started to aim their research into teclyicdd devices used in cereal storing

silos and then in fodder producing plants.

Originally, the firm solely dealt with the maintere@ of technologies produced by
TOVARNY MLYNSKYCH SROJU PARDUBICE and PROKOP PARDUWBE, but
later, they developed their own devices. The comsarted the production akereal
screw conveyorsbucket elevatorand gradually continued into tliescent transport
elements (flats, adapter,) and finally to the productiondaassembly of steel

constructions: hails, depots and shelters.
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In 1994 the county janitorial workshops were susfidly denationalised over a period
of time and thus the Tabor workshop became the aom@TROJIRNA-TABOR s.r.0.

It attempted to continue the renown of the formaunty janitorial, which had a good

reputation.

The company has started to aim at the general sétmtion and modernisation of

fodder producing plants and cereal storing silogh whe emphasis on customer input

into design strategies.

The current company’s portfolio consists of:

>

YV V. V V V

A2 74

Production and assembly of technological devicescéreal storing silos and
fodder producing (mixture) plants

These contain: screw conveyors, bucket elevat@dler conveyors, descent
transport elements and dust separators.

Cereal storing silos and fodder producing planésadso equipped with filtration
terminative devices and tubing products with exhaastilation.

Steel constructions

Project documentation

Complete production and assembly of electricalngiri

Production and assembly of measuring and regulati@magement system
Conducting of the production process by computecluding its special
software

Gravimetric management

Pressing plants for vegetal oils (rape, sunflower)

Refining and etherification oil technology for praxion of bio-diesel

Assemblies are aimed at:

>

>
>

Reconstruction and modernizing of fodder produdimixture) plants or cereal
storing silos
Structure, halls and storehouse assembling

Installation of pressing plants either for sunflowe rape oils
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» Installation of micro-lines — dosage of micro-compots
(Stojirna-Tabor, 2009)

o N P Bl T
Figure 4.1: Workshops of the Company STROJIRNA-TABOR s.r8tofirna-Tabor, 2009,

sourcewww.strojirna-tabor.cy

4.2. Business environment

The market for agricultural machinery, technology and congtian has been recently
stagnating and now the market is beginning to deae The amount of breeding
animals and livestock in the Czech Republic is e@sing; therefore the number of
plants producing animal foddes also decreasing. The supply in technologicaiagsy
exceeds demand, markedly.

Jan Veleba, the president of the Agrarian Chamtaed that the Czech Republic is
obliged to import agricultural and food productghea than export them. Many
producers complain about insufficient protectiontleé Czech agricultural market by
Czech political policy. Czech politicians are ureabd fight against the discriminating
subsidy policies of the European Union towards meeamber states like The Czech
Republic.(Euroskop, 2008; Stem, 2009)

There are many firms operating on this agricultunachinery, technology and

construction market. However the number of entsgsrispecialising in the production
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of technological devices for the post harvest tnemit of cereals, is quite limited. These
enterprises represedirect competitors of STROJIRNA-TABOR, being one of the

major manufacturers in this area. These small aivate firms resemble each other in
price, quality and an average level of achievedipr8uch firms include: Moza Brno
s.r.o., Strojirna PZ Sternberk s.r.o., Haiva Tas®vis.r.o., Adapt Dopravniky
(Conveyors) Pardubice s.r.o., Stoza s.r.o., Him&l x.0., Taurus s.r.o0., Chrudim,
Agroing Brno s.r.o., Inmex Pardubice aRivalry among these companies in the sector
is intense; by comparison, STROJIRNA-TABOR has lheadest range of products.
This is one of the main aspects contributing tacampetitive advantage. Considering
that these firms are comparatively similar in pracel quality; strong customer loyalty,
good business relations and high-quality brandtegfmn are other important aspects of

competitive advantage.

New threats of competitionappearing on this market are rather rare; becalisiee

current situation in the Czech agriculture andltmg tradition which the current firms
operating on this specialised market have. It itecdifficult for new companies to enter
this market and assert themselves.

Customers are not indifferent to their choice gfdier on this market, in other words
substitutesin suppliers are not that common for these custeni&rice and quality are
not the only decision factors to be consideredfePeace of a firms’ brand plays an
important role. Brand awareness, business relaiioraving a level of trust, loyalty,
previous experience and reliability has the sanf@omance on this market as price and
guality. Very often it depends on the type of wadntract; the bigger ones require
complex services and products. This is why custergenerally prefer that the unique
supplier is trustworthy. The provided complexityusually cheaper for customers rather

than hiring a different contractor to do each spesed piece of work.

The company has manguppliers, providing them with metallurgical materials,

electrical devices, air-conditioning (compressoag-pumps), actuator mechanisms
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(conveyer drive) and filters. The company has atlusitve contract with EI-Vy s.r.o

which supplies actuator mechanisms “Nord”. The bgggamount of supplies comes
from metallurgical materials which come from a lof enterprises; therefore
STROJIRNA-TABOR can choose the most suitable sepgccording to the current

requirements, depending on the type and amoutheofi¢eded material.

4.2.1. Customers’ characteristics
The majority of STROJIRNA-TABOR'’s customers are deg mostly private,
agricultural enterprises which employee up to fivedred people and which deal with
post harvest treatment of corn; producing feed uned for animals. There is also a
small amount of other private businesses buyingy ophrticular agriculture
technological devices. In general, the rivalry amahe customers operating on this
major market is getting intense, as agriculturadpiction is decreasing in the Czech
Republic.
The minority of customers which don’t deal with theduction of feed mixtures are
situated in related engineering industriége company delivers to these customers

products like exhaust ventilation systems; it casgs for instance of car companies.

On the major market STROJIRNA-TABOR has been anluske contractor for
approximately fifteen stable customers among whkiehmost significant is AGROPOL
GROUP a.s.; a big holding company in the agricaltundustry. The rest of the
customers fall into the category of ‘made-to-measwork contracts. These types don’t
repeat as much as the previous ones, but theyitheanted as stable customers.
Generally, STROJIRNA-TABOR divides its customersha table 4.2.1. as follows:

The percentage Stable Causall The average
The market amount of sales
of customers customers customers
revenues / year
The agriculture 0 . .
technologies market 85% 65% 20% 68 000 000 CZK
The engineering 0 . .
market 15% 5% 10% 12 000 000 CZK

Table 4.2.1: General division of customers
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The table 4.2.1. shows that the customers are sggtheccording to the type of
market. In addition the company divides its custanie a particular market, into stable
and causal. In total, STROJIRNA-TABOR has 70% tabke customers and 30% of
causal customers. The average amount of total ealesues per year for the company
has been around 80 000 000 CZK for last seven y&aes revenue sales of the major
market is around 68 000 000 CZK, the revenue ofntiveor engineering market is in
the region of 12 000 000 CZK.

4.3. Brand identity
The company operates on the agricultural constmctiechnologies and machinery
market and it is slowly breaking into other relatedrkets. Therefore it provides quite a
wide range of products, partly connected with sswi Because of this diversity, the

brand is considered asbaand as an organization not as a product. All the brand’s

attributes refer to the company as a whole. The fias to take into account its values,
vision, mission, goals, culture, strengths and weakes. It creates a basis for overall
image of the company’s brand. STROJIRNA-TABOR pysplied to get a trademark as
well as two patents, which would protect an invemtiused in special parts of
production. Thus, the brand cannot be considerea @mademark either, as it doesn’t
own it yet. The firm only utilises the trade namedasymbol and also keeps the
European technical standard of product quality By ‘©Conformité Européenne” —
European Conformity. This doesn’t say anything allbe consumers’ safety, health or
environmental requirements. The products or sesvigest meet all the essential
requirements of relevant European Directives. Atiducts have to be labelled by the
specific CE mark.

Figure 4.3: The mark of European Technical Standard of Quaftproducts (Alura Group
BV, 2009, sourcehttp://www.cemarking.ne}/
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4.4. Company’s brand characteristics

Meaning
The purpose of the company’s existence is to suaptlyensure the sustainable running

of ‘agriculture logistic and purchasing enterpris€&ZN enterprises). Therefore the
company tries to continually supply them with regditechnological devices which are
used for cereal storing and manipulation, to ensheecontinuous running of plants

producing animal fodders. This is a firm commitmehthe company.

Vision

The company will continue to sustain the moderigisand innovating of current
technological devises for cereal storing silos dodder producing plants. It will
continually extend the knowledge of new technolsdiy investing money and time

into the Research and Development, to producedbkeduality of product.

Mission

The mission of this company is to become the pynsaipplier for ‘agriculture logistic
and purchasing enterprises’ and strictly sustarpitnciples (stated values) during its
growth.

Values

The values of the company are based on providiadgést quality product and service,
while sustaining a reasonable price, innovatingdusechnologies and treating
customers and employees well. They strive to pegdeat working conditions and
internal working culture, based on pleasant sumimghand good relationships within
the company. The company is concerned with an goathy friendly image, building
the right image of the firm with the emphasis o emvironment. STROJIRNA-

TABOR recycles production waste properly by hirangpecial recycling firm.
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Short-term goals

One of the short-term goals for 2009 is to increds® production and quality of
products by upgrading the equipment in the workshidpe newer equipment will
reduce the amount of human labour, which can theruse in other parts of the
production or post-production. The substitutionhaman labour for certain tasks will
increase the productivity of the plant and discotirég cost of production in time.
Another short-term goal is to stabilise the empédyesituation in the company. During
the year 2009 STROJIRNA TABOR wants to gain new leyges of a younger age
group thus decreasing the average age, which s¢res around 44 years old. Some of
the older employees are leaving with a pensionyi#s, so they need to be replaced.

Long-term goals
STROJIRNA-TABOR would like to provide a complex wee of work to its

customers. It wants to establish a service centneehwwould cover repairer and

maintenance work. This will demand more skilled @ywpes and redevelopment of
factory work space. The complex service would be ohthe aspects of differentiation

from the direct competitors. Another long-term gamlto increase the amount of
contracts on the foreign markets. STROJIRNA-TABORady co-operates with other

Eastern European countries, such as Poland, SRegkblic, Ukraine and Russia. In
addition there are some causal customers in Genntdoliand, Austria and Denmark.

The company would like to strengthen its positiontbe eastern market and begin to
get more of the western market. It wants to crepeeial contracts with already existing
foreign customers, which would promote STROJIRNABR further in the

customer’s country.
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S.W.O.T. analysis

STRENGHTS
- long tradition, wealthy experience and its
exercitation in praxis , production of quality products
- perfect knowledge of the specialisation
- innovating and modernizing of the technological
equipment, skilled employees
- broader specialisation, flexibility of work, works
contracts ‘made to measure to customers’
- guarantee service and post-guarantee service

- using co-branding

WEAKNESSES
- incomplete technological equipment
- lack of stronger differentiation from the direct
competitors — weak marketing politics
- insufficient motivation of employees, disunited
firm’s culture
- lag in faster and smoother assertion of new

technologies once they are purchased

OPPORTUNITIES
- penetrating to foreign markets
- penetrating to different industries: engineering and
building industry, air-condition-aspiration of industrial
properties — gaining new customers
- getting legitimate protection of special parts of
production by 2 patents — possibility to grant the
licenses or sell the patents

THREATS
- Common Agriculture Policy of the EU with its
subsidy policies for new member states —
imbalance of endowments
- inability of Czech politicians to promote The
Czech Republic’s agriculture interests
- need to Import agricultural commodities rather
than produce or export them
- huge competition on the western market

considering penetrating to this market

Table 4.4: S\W.O.T. analysis of STROJIRNA-TABOR

The company’s biggestrength is its long history of operation on this markeiig
them a wealth of experience in the production @ligyiproducts. Thanks to the perfect
knowledge, innovating technologies and enlargemanthe company’s portfolio,
STROJIRNA-TABOR is ranked amongst the most sucaéfisins in the field.

Even though the company is continuously renewisgnachinery; at the same time the
company’s specialisation is getting broader andefioee it is necessary to purchase
new machinery to completely equip the work-shopgse Biggestveaknessof the firm

is therefore an incomplete set of equipment, bsib alery weak marketing strategies.
The company has stated that the complete equipyiintg factory is a high priority in
its short-term goals. Proposals for recommendatiaoto marketing strategies will be
drawn in the chapter 6.
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STROJIRNA-TABOR has a number opportunities. The most marked one is the
penetrating of foreign markets with its major spésation, but also to other connected
industries in the Czech Republic with the enlargeinod the company’s portfolio. The

company has got the potential to expand beyondbtrders of the Czech Republic
towards Western Europe. It already successfullgrates in some Eastern European
markets. In order to maintain the current tren& tompany should focus on better

promotion of the company (see chapter 6).

The majorthreat for the firm is represented by the general sitmatwithin the

agricultural industry, in the Czech Republic. Thee€h politicians need to be more
active, to negotiate better conditions for Czedhcagiure thus to increase production of
agricultural commodities, thereby increasing prdidunc of technological devices for

post-harvest treatment of cereals.

Co-branding
STROJIRNA-TABOR uses co-branding with a company ELROPROF a.s., that is

focused on production and installation of electsgtchboards for industrial automation
machines for measuring and regulation purposess ¢bmpany has good references
and qualities (using the total quality managemeitth W6O norms), and it is generally
desirable on the Czech market. STROJIRNA-TABORIwgags the general supplier.
Together they strengthen their position becausg #ne both well-known with good

references.

In the case of a bigger work contract, STROJIRNABDR uses co-branding with a
few other firms. PU ZZN Praha s.r.o0. is a comparhiclv do on-site survey work,
Proko-Syter s.r.0. design software systems usethentechnological devices which
conduct the process of cereal storing and manufagtuDuha s.r.o. deals with surface
coating and painting. Thus if STROJIRNA-TABOR erdetender for a bigger contract,
then it makes its offer on the basis that thesamdiwill be the co-suppliers of the

various facets of the contract.
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5. EVALUATION OF THE COMPANY'S BRAND EQUITY

The research is divided on qualitative and quaitégparts. The qualitative evaluation
is going to be conducted according to the Branditigystem, through the medium of
guestionnaires, aimed at the customers, employethe company and the shareholder.
These questionnaires are trying to evaluate theepa the company’s brand and
diagnose brand perception. The quantitative evialuatill try to put financial value on

the company’s brand by applying certain valuaticthrods.

5.1. Marketing (Qualitative) approach

5.1.1. Evaluation of questioners aimed at customers
A sample of STROJIRNA-TABOR'’s customers is représeérby 50 companies from
the major agricultural technologies market. Thepoeslents are shareholders of the

companies. The following table provides generadrimiation on respondents.

AGE GROUP | 20-29 | 30-39 | 40-49 | 50-59 62};2‘1 GENDER Male |Female
NUMBER OF NUMBER OF
RESPONDENTS 0 13 14 18 S RESPONDENTS 50 0
IN % 0% | 26% | 28% | 36% | 10% IN % 100% | 0%

Table 5.1.1: General information on shareholders

Particular statements and questions of the foumnd@imensions and their average

rounded off values given by customers are as follow

[. Brand Loyalty
1) STROJIRNA-TABOR fulfilled (fulfils) my expectation®.2
2) | would say that with regard to my last experiemdeave been satisfied with
STROJIRNA-TABOR:9.3
3) Next time | would choose STROJIRNA-TABOR agai4
4) 1 would recommend STROJIRNA-TABOR to other comparas well9.8
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5) The competitors of STROJIRNA-TABOR in the field b-operate with it,
would have to offer me about X% lower price thatduld prefer the competitor:
4 — 40%
The preferred competitive companies mentioned Ilstomers fall into the

category of ‘direct competitors’ stated in the cteap.2.

STATISTICAL QUESTIONS - BRAND LOYALTY

FUNCTION 1) 2) 3) 4) 5)
ARITHMETIC
MEAN 9,200 | 9,250 | 9,400 | 9,750 | 4,010
STANDARD
DEvVIATION | 0:9270,887]0,970| 0,698 | 3,074
MODE 10 10 10 10 5

Table 5.1.1.1.) Customers‘statistical results for Brand Loyalty

The average value of Brand Loyalty8sS3. According to the scale of brand strength (see
Supplement No. 3), this category evaluated by costs is contributing to building up
a strong brand. Generally we can say that the customers are yhiggtisfied with this
company, it fulfils their expectations and they Wwbalmost definitely co-operate with
the company again. They would recommend the compamyhers (the highest mean
9.750 with the mode value 10 and the lowest stahdaviation 0,698). As for the price
preference, among 50 respondents 12 of them andvileat they would never prefer
competitors and 5 of them answered that the pre¢ereloesn’t depend on price but
overall conditions. Finally on average, the lowdce would have to be about 40% to
give preference to other companies (the lowest rde@t0 with the mode value 5 and
the highest standard deviation 3.074; the highdstah deviation shows that in this
statement variety of answers appeared and modeatedi that the most often repeated
value is 5). So it can be said that on averagecdrapetitor offered 40% cheaper price,
some customers of STROJINA-TABOR would change filmemng loyal customers to

just being satisfied.
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II. Perceived Quality

6) | think that with comparison to other companies’arnms in this field,
STROJIRNA-TABOR provides quality of performed wo(R = one of the
worst, 5 = the same as direct competitors, 10 =obrilee best)7.6

7) | think that with comparison to other companiesrs STROJIRNA-TABOR
has a position / popularity / in its category (@he last in its category, 5 = the
same as direct competitors, 10 = leading positiatsicategory)7.1

8) | consider this company on the Czech market asatdei9.6

9) I think that STROJIRNA-TABOR has been developirgjptocesses over time
to create better value for its custom&

10)1 respect STROJIRNA-TABOR with comparison to otkempanies’ brands in
this field (O = don't respect at all, 5 = in thareaway as its competitors, 10 =
highly respect)8.9
Rankings of factors mentioned most often for wii¢he company respected:

1. Good business relationships and correctitudei(38s)

2. Quality of performed work and qualified approaplersonal active approach
to solving problems (31times)

3. Good reputation (17times)

4. Acceptable price (10times)

STATISTICAL QUESTIONS — PERCEIVED QUALITY
FUNCTION 6 7 8) 9 10)
ARITHMETIC
MEAN 7,550 | 7,100 | 9,550 | 8,152 | 8,900
STANDARD
DEVIATION | 2132 | 1,997 | 0,921 | 0,952 | 1,670
MODE 5 5 10 9 10

Table 5.1.1.11.). Customers’ statistical results for Perceived @ual

The average value of overall Perceived Quality8.;3 which is representative of a
strong brand. From the customers’ point of view, this compas\considered as very
desirable (the highest mean 9.550 with mode valuarid standard deviation 0.921).
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The customers agreed that the company is creatingftar value for them over time.
With comparison to the direct competitors, STROWRNABOR has higher perceived
quality of products and services and it still hasetter position on the Czech market,
even if this factor was evaluated as the weakestfimm Perceived Quality (the lowest
mean 7.100 with the mode value 5 and the highemtdatd deviation 0.997).
STROJIRNA TABOR is respected more than its compegjt mainly for its good

business relationships and customer care.

[ll. Set of Associations
11)1 would link STROJIRNA-TABOR the most with:
a) High quality of production and assemi@y6  g) Care about customers9
b) Strong personality of the sharehold®d: h) Good business relationshi®2
c¢) Tradition connected with good referencg3: i) Image of the firm7.1
d) Production with respect to the environmén@& j) Sponsoring4.8
e) Service flexibility:8 k) Innovation:6.9
f) Strong positions on the Czech markét: ) Operation on the foreign marke&3
12)I think that STROJIRNA-TABOR offers for its requdteprice a value of
performed work (0 = poor, 5 = normal/average, ¥Xxeellent):8
13)There is a reason to do a business with STROJIRNBAR and not with other
companies8.5

Rankings of reasons mentioned most often:

1. Good business relationships (35times)

2. Quality of production and assembly (30times)

3. Company'’s specialization (18times)

4. Acceptable price (8times)
14)STROJIRNA-TABOR is qualified company in this fieldrust it: 9.4
15)STROJIRNA-TABOR is reliable compan9:4
16)STROJIRNA-TABOR is different than other companiesinds in this field5.5

Rankings of factors mentioned most often in whiehcompany differs:

1. Complexity of performed work (21times)
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2. Reliability (18times)
3. Quality and price (10times)

17)On a basis of company’s logo is the company idalié (O = not at all, 5 = |

don’t know, 10 = immediatelyB

Ranking of the logo characteristics mentioned noftsn:

1. Unreadable, indecipherable, indistinctive (358

2. Easy to remember (32times)
3. Clear (10times)
4. It suits to the firm, interesting (8times)
5. Ugly (6times)

STATISTICAL QUESTIONS - BRAND ASSOCIATIONS
FUNCTION | 114 | 11b) | 11c) | 11d) | 11e) | 11f) [11g) |21h) [11) |11) |1 1k) | 120
ARITHYETIC 18,600 | 9,050 | 8,700 | 6,550 | 7,951 | 7,000 | 7,900 | 9,200 | 7,050 | 4,750 | 6,850 | 5,300
STANDARD
DEviaTion | 1655 | 1,687 [1,819|2,085 | 1,956 | 2,000 | 1,921 | 1,249 | 2,459 | 1,946 | 2,128 | 0,900
MODE 10 | 20 | 10 | 5 | 10 | 5 | 10 | 10 | 5 5 5 5
Table 5.1.1.111.): Customers’ statistical results for Brand Assoois
STATISTICAL | QUESTIONS - BRAND ASSOCIATIONS
FUNCTION 1 19y | 13) | 14) | 15) | 16) | 17)
ARITHMETIC
MEAN | 7:950 | 8,450 9,350 | 9,400 | 5,500 | 8,000
STANDARD
SeviaTion | 1:883 1,627 1,108 1,020( 1,857 | 2,490
MODE 10 | 10 | 10 | 10 | 5 | 10

Table 5.1.1.111.): Customers’ statistical results for Brand Assoois

The average value Set of Associations/ig This dimension is doing its share of
creating astrong brand. All statements indicated in the question (10)draracteristics

of the company. The characteristic which makes #ff®ngest and immediate
association is ‘good business relationships linkedthe strong personality of the
shareholder’. In second place is ‘tradition conedctvith good references’ closely

followed by ‘high quality of production and assewibIThis factor is connected with
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the following one in the rankings ‘Service flexibjl. The least associated factor is
sponsoring (the lowest mean 4.75, the mode valaredsstandard deviation 1.946). The
strongest associations form reasons why customerbugdiness with STROJIRNA-
TABOR. Customers find the company almost from 10@3stworthy and reliable (the
highest mean 9.4, mode value 10 and the lowestistdrdeviation 1.02) and they think
that the required price predominantly equates t® dality. However from the
differentiation point of view STROJIRNA-TABOR isdod as pretty much the same as
its competitors, it only differs more in complexitf performed work and reliability
linked to business relationships. As for the conymariogo they find it rather
unreadable, but visually easy to remember all tmes therefore the identification
number is very high. The average evaluation ofréfspondents who ticked off the only
statement “logo is unreadable” is 5.4, this comesl8 respondents. The average
evaluation of the respondents who wrote the twdestants together “logo is
unreadable” but at the same time “logo is easyetnember” is 7.6, this comes to 19
respondents. The average value of the responddmisonly ticked “logo is easy to
remember” is 8.3 this accounts for 9 respondents.

Current customers identify the company’s logo wlys it fulfils its purpose, but the
general illegibility of the logo can be a disad\eaye for potential new customers.

IV. Brand Awareness
18)1 am aware of long history and tradition of the @amy:8.7
19)1 consider to STROJIRNA-TABOR being generally knowthe Czech market:
8.7
20)I consider to STROJIRNA-TABOR being generally knaam the foreign
market:4.9 mostly in the Slovak market
21)I am informed about new products and services ®@GJIRNA-TABOR:4.9

Rankings of informing mediums mentioned most often:

1. Information from the shareholder (17times)
2. Web pages (12times)

3. Recommendations, presentations on trade fains€s)
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22)STROJIRNA-TABOR uses promotional tools to commutedts value5.4
Rankings of promotional tools the customers areraved mentioned most often:
1. Web pages (15times)

2. Direct marketing — informing about special offeproducts, innovations
(13times)

23)Had you known this company before you started toadbusiness with it?
32x yes, 18x no

24)Name other companies’ brands you would think dhia field:
‘Direct competitors’ + Prometal PreSov s.ro., ZemdresStice s.r.o., Skandia
s.r.o., Gama Pardubice s.r.o. and some others

STATISTICAL | QUESTIONS - BRAND AWARENESS

FUNCTION | 18y | 19) | 20) | 21) | 22)
ARITHMETIC
vEay | 8650 (8,650 4,900 4,850 | 5,400
STANDARD
DEVIATION | 1.682]1,682 (0,700 (3,135 | 2,267
MODE 10 | 10 | 5 5 5

Table 5.1.1.1V.} Customers'statistical results for Brand Awareness

The average value for Brand Awarenes$.5 This value falls into the category of a
relatively strong brand. In general customers are very aware of STROJIRMBOR

on the Czech market with its long history (the legfhmean 8.650, the mode value 10
and the standard deviation 1.682). The majoritthefn had known the company before
they started to do a business with it. But they'dthink the company is known on the
foreign market very well, even if it operates theBubsequently they more or less
confirmed that the company doesn’'t use promoticioails either for its current
customers, as a way of informing them about nevdyxcts (the lowest mean is 4,850,
the mode value of 5 and the highest standard dewiaif 3.135), or for potential
customers, as a way of communicating the compabsésd value. Those who get
information about new products are mostly infornbgdthe shareholder himself; they
have a closer business relationship with the compas far as the general marketing
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tools used by the company, its customers are velgtaware of web pages and direct
marketing through which they get information abgpecial offers and innovations.
Lastly, the customers confirmed that companies imeet within direct competitors in
the chapter 4.2., are truly the ones which prigathireaten STROJIRNA-TABOR’s

dominance in this market.

The Company’s brand evaluated by its customerkasit is generally perceived as a
strong brand. Three dimensions of brand equity fall into the gatg of strong brand
(scale values from 7 to 8.4) and one part fallg ithte category of relatively strong
brand (scale values from 5.5 to 6.9). The strongest of brand equity from the
customers’ point of view is created by Brand Loyahd Perceived Quality, with their
scale value 8.3, followed by Brand Association wite value 7.7 and the weakest part
is represented by Brand Awareness with its valu&mtThese values are converted into
percentage values of brand strength in the follgvaimart 5.1.1.V.

Brand evaluation by customers

21%

27%
250$ i

2%

0 Brand loyalty - strong brand | Perceived quality - strong brand
0 Brand associations - strong brand 0 Brand anemess - relatively strong brand

Chart 5.1.1.V.: Brand evaluation by customers

The chart 5.1.1.V. depicts a percentile illustnatod particular asset’s strength values,
together creating the complete brand strengthlligéeey should be equal. In the case
of the customers’ evaluation, Perceived Quality Brahd Loyalty represent 27% of the
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overall brand strength, Brand Associations 25%Brathd Awareness only 21% of

brand strength.

5.1.2. Evaluation of questioners aimed at employees

A sample of STROJIRNA-TABOR'’s employees is représeérby 16 respondents. The
following tables 5.1.2. and 5.1.3. provide theingel information:

AGE GROUP | 20-29 | 30-39 | 40-49 | 50-59 Gr?];gd GENDER Male |Female
NUMBER OF NUMBER OF
RESPONDENTS | 2 4 6 3 1 RESPONDENTS | 1 1
IN % 12,50% | 25% |37,50% | 18,75% | 6,25% IN % 93,75% | 6,25%
Table 5.1.2: General information on employees
TYPE OF Accounting Manual
EMPLOYEES |Management | = ro o e workers
NUMBER OF
RESPONDENTS 3 3 10
IN % 18,75% 18,75% 62,50%

Table 5.1.3: Information on type of employees

Particular statements and questions of the foumndamensions and their average

rounded off values given by employees of the com@aa as follow:

I. Brand Loyalty
In case of employees’ questionnaires it refersho dustomers as well as employees
satisfaction with the company.

1) Ithink that STROJIRNA-TABOR fulfils customers’ eggtations8

2) | would say that with regard to my last experience customers in Czech and

Slovak market were satisfie8:

3) | am satisfied in this company with regard to therking conditions8

4) | am satisfied in this company with regard to tleagyal firm’s culture7.3

5) 1 would recommend working in this company to othessvell:7.3

71



STATICTICAL QUESTIONS - BRAND LOYALTY

FUNCTION
1) 2) 3) 4) 5)
ARITHMETIC
MEAN 8,000 | 8,000 | 8,000 | 7,333 | 7,343
STANDARD
DEVIATION | 1,528 | 1,915 | 1,528 | 1,325 | 0,573
MODE 10 10 9 6 7

Table 5.1.2.1.) Employees’ statistical results for Brand Loyalty

The average value of this whole category.i& According to the scale of brand power,
Brand Loyalty evaluated by employees is contribmtio the creation of a&trong
brand. Employees think that customers are very satisfitt the company and it
accomplishes their expectations (the highest méanthe mode value 10 and the
standard deviations 1.528). As for the employebsy tare very satisfied with the
working conditions, but less with the firm’s cukufthe lowest mean 7.343, the mode
value 6 and standard deviation 1.325). Basicaldy twould recommend this company

to other workers.

II. Perceived Quality

6) I think that in comparison to other companies’ kg this field STROJIRNA-
TABOR provides quality of performed work (O = orfetlee worst, 5 = the same
as direct competitors, 10 = one of the bekD:

7) 1think that in comparison to other companies’ 8 TROJIRNA-TABOR has
a position / popularity / in its category (0 = tlast in its category, 5 = the same
as direct competitors, 10 = leading position ircagegory)6.7

8) | consider this company on the Czech market asatdei8.5

9) | consider this company on the foreign market asrdble:7.2

Rankings of foreign markets mentioned most often:

1. Slovak market (16times)
2. Russian and Ukrainian market (15times)

3. Holland and German market (7times)
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10)The processes in this company are being developddirmovated to create
better value for customera:

11)I care about the overall development in STROJIRNXBDR (considering
economical part as well as inside process®s):

12)1 care about good the reputation of STROJIRNA-TABOR

13)1 respect STROJIRNA-TABOR with comparison to otkempanies’ brands in
this field (O = don't respect at all, 5 = in tharsaway as its competitors, 10 =
highly respect it)7.7

Rankings of factors, for which is the company resgme mentioned most often:

1. Good reputation (13times)
2. Quality of performed work and qualified approd@®times)

3. Good business relationships and correctitudan(@s)

STATICTICAL QUESTIONS - PERCEIVED QUALITY

FUNCTION 6) 7 8) 9 | 10 | 11) | 12) | 13)

ARITHMETIC 18,167 | 6,667 | 8,500 | 7,167 | 8,000 | 8,500 | 9,667 | 7,667

STANDARD

oD | 1,675 | 1,106 | 1,607 | 2,267 | 1,633 | 2,141 | 0,471 | 1,886
MODE 10 6 10 5 10 | 10 | 10 | 10

Table 5.1.2.11.). Employees’ statistical results for Perceived @ual

The average value of Perceived Quality8isso this dimension is participating in
creating astrong brand as well. Employees care a lot about good reputasiod
development of the company (the highest mean B79.the mode value is 10 and the
lowest standard deviation is 0.471). Employeeskthirat in the process the company
really has been creating better value for its qusts. They consider the company as
desirable in the Czech Republic as well as in storeagn markets (on foreign markets
not so intensively), mostly in Slovak and Russiaarkat. However they think that the
company has just a slightly better position onrtiegket than its direct competitors (the
lowest mean is 6.667, the mode value is 6 and atdndeviation is 1.106) but on the
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other side they would say that the company provideskedly better quality of
production for which they also respect the compasyyell as for its good reputation.

[ll. Set of Associations
14)1 would link STROJIRNA-TABOR the most with:
a) High quality of production and assemi@y2  g) Care about custome&5
b) Strong personality of the sharehold&b h) Good business relationshi@s
c¢) Tradition connected with good referenc@8. i) Image of the firm6.8
d) Production with respect to the environmén8 |) Sponsoringd
e) Service flexibility:9 k) Innovation:6.7
f) Strong positions in the Czech marke2 [) Operation in the foreign marke&:
15)I think that STROJIRNA-TABOR offers for its requdteprice a value of
performed work (0 = poor, 5 = normal, 10 = excd)ed
16)STROJIRNA-TABOR is a qualified company in this fied.2
17)STROJIRNA-TABOR is a reliable comparg.2
18)STROJIRNA-TABOR is different than other companiesinds in this field6.2
Rankings of factors, in which the company differentioned most often:

1. Complexity of performed work - deep product sheation (8times)
2. Reliability linked to good business relationsh{ptimes)

19)On a basis of the company’s logo, is the compaagtifiable (0 = not at all, 5 =
| don’t know, 10 = immediately)’.2

Rankings of the logo characteristics mentioned mofisn:

1. Easy to remember (12times)
2. Clear (10times)
3. Suits the firm (7times)
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STATICTICAL QUESTIONS - BRAND ASSOCIATIONS

FUNCTION | 149) | 14b) | 14c) |14d) | 14e) | 140 |14q) | 14h) [14i) | 14) |1 4k) | 14)
ARITHRETIC 18,167 9,333 | 9,462 |5,333|9,000 | 8,167 8,500 | 8,833 |6,833 | 4,000 | 6,667 | 6,000

STANDARD
DEVIATION |1:344]0,943 [ 0,745 (2,687 |1,155|1,462 1,384 | 0,687 |1,772| 1,414 |2,134|1,155

MODE 9 10 10 8 10 10 10 9 5 5 6 5

Table 5.1.2.111.): Employees’ statistical results for Brand Assdoiad

STATICTICAL QUESTIONS - BRAND ASS.
FUNCTION | 15y | 16) | 17) | 18) | 19)
ARITHMETIC
S 8,000 | 9,167 | 9,167 | 6,167 | 7,167
STANDARD
S enon | 1,633 | 1,462 | 1,067 | 1,213 | 1,863
MODE 9 10 | 10 | s 7

Table 5.1.2.111.): Employees’ statistical results for Brand Assdoias

The average value of this category is representatidovalue of7.7, set of Associations
is also making an impact in buildings&rong brand. According to the employees the
most significant associations are linked to ‘trimhit, connected with ‘good references
of the company’ (the highest mean is 9.462, the anealue is 10 and the lowest
standard deviation is 0.745) and the ‘strong peatsynof the shareholder’. These
factors are followed by ‘service flexibility’ andyéod business relationships’. On the
other hand ‘sponsoring’ (the lowest mean beingh4, ihode value being 5 and the
standard deviation being 1.414) and ‘productiorhwéspect to the environment’ are
guite unknown. The company is much accounted fiabiity and qualification, but it
is not perceived as much different from other commgin this field; differential factors
are the ‘complexity of performed work and reliatyili The company offers fair value
for its required price. Lastly, the company is lfaidentifiable, according to its logo.
Most often the logo is found as easy to remembercéaar.

IV. Brand Awareness
20)I am aware of the long history and tradition af tompany9
21)1 consider STROJIRNA-TABOR to be generally knowtba Czech marke8.7
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22)I consider STROJIRNA-TABOR to be generally knowtha foreign market
mostly in the Slovak market (14times)

23)STROJIRNA-TABOR informs its customers about newdurcis (production
and assemblyg.2

Rankings of informing mediums mentioned most often:

1. Web pages (12times)
2. Presentations on trade fairs (8times)

24)STROJIRNA-TABOR uses promotional tools to commutedts valueb
Rankings of promotional tools, the customers ararawf, mentioned most

often:
1. Direct marketing (8times)
2. Presentations at trade fairs (7times)
3. Web pages (6times)
25)Had you known this company before you started tdkwizere?10x no, 6x yes
26)Name other companies’ brands you would think dhia field: ‘Direct
competitors’
27)Could you describe what the basis values of STRRAHABOR are and its
visions and mission are? If so, please describe:
10 respondents (all manual workers) weren't abldéscribe it

Rankings of values mentioned most often:

1. Care about customers and employees (4times)
2. Satisfaction of a customer in all his requiretsgi@times)

28)Indicate the strengths and weaknesses of STROJIRABOR according to
your opinion:

Rankings of strengths mentioned most often:

1. The complexity of service offered to custon@mes)
2. Quality of production and assemblies (7times)

3. Long tradition (4times)
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Ranking of weaknesses mentioned most often:

1. Company'’s inside culture, insufficient motivatidrttte employees (7times)

STATICTICAL QUESTIONS - BRAND AWARENESS

FUNCTION 1 50y | 21) | 22) | 23) | 24)
ARITHMETIC
VEAL 9,000 | 6,667 | 4,000 | 6,167 | 6,000

STANDARD
DEVIATION | 1:414]1,700 | 1,528 | 0,825 | 1,010

MODE 10 7 5 7 7

Table 5.1.2.1V.} Employees’ statistical results for Brand Awarenes

The average value of this category6is. Brand Awareness is representing a part of a
relatively strong brand. The company is quite visible on the Czech mabkatvery
little in the foreign markets (the lowest mean jshe mode value is 5 and the standard
deviation is 1,528). Company’s brand is known ferlong history (the highest mean is
9, the mode value is 10 and standard deviation4i$4); majority of them had known
the company before they started to work there. Hewé uses insufficient promotion
for communicating its value to potential customass well as communication with
current ones. They think that web pages and prasens at fair trades once a year is
not enough. Direct marketing (informing current gradential customers about special
offers, products, and innovations) should alsotkengthened. Moreover the employees
of the company are mostly not aware of the firmdtues nor its vision or mission. They
stated some strengths of the company, mostly itetica the S.W.O.T analysis and for

the weakness they consider the firm’s internaluwelto be most prevalent.

The company’s brand evaluated by employees ofdhgany is generally perceived as
a strong brand. Three parts of brand equity fall into the catggof a strong brand
(scale values from 7 to 8.4) and one part falls ihte category of a relatively strong
brand (scale values from 5.5 to 6.9). The strongest of brand equity from an
employees’ point of view is created by Perceivedl®u with its scale value of 8,

followed by Brand Loyalty and Brand Association lwihe same value of 7.7 and the
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weakest part is represented by Brand Awarenessitsitralue of 6.5. These values are

converted into percentage values of brand streingte following chart 5.1.2.V.

Brand evaluation by enmployees

22% 26%

26%

O Perceived quality - strong @ Brand loyalty - strong
0O Brand associations- strong 0O Brand anareness - relatively strong

Chart 5.1.2.V.: Brand evaluation by employees

The chart 5.1.2.V. expresses a percentile illusmabf particular asset’s strengths,
together creating the complete brand strength tit@remployees’ point of view.

In this case Perceived Quality, Brand Loyalty amdri8l Awareness represent 26% of
overall brand strength, and Brand Associations 22%rand strength.

5.1.3. Comparison of the evaluations
The evaluation of the company’s brand by custonemd employees is nearly
consistent. Both groups agreed on the perceptic@owipany’s brand as a strong one.
Surprisingly the customers evaluated Brand Loyaltyl Perceived Quality slightly
better than the employees. Perceived quality waisated as the strongest part of brand
equity by both groups. From the customers pointiedv the Perceived Quality shares
first place with Brand Loyalty. Both group’s resultn the evaluation of Set of
Associations, were the same and the weakest pmant lfioth sets of results was Brand

Awareness. The high rating of Brand Loyalty by ous¢rs corresponds with the most
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often indicated reasons for co-operation with tleenpany, which indicates a good
business relationship. ‘The good business relatiphss also the most respected factor
and the most significant association with the comypaconnected with ‘the strong
personality of the shareholder. This factor is albufollowed by ‘good quality’.
Employees distinguish from customers by indicatiactors such as ‘good reputation
and tradition’ in the first place. But these fast@are very closely linked to ‘good
business relationships’ anyway. They also put tk&onhg personality’ of the
shareholder as one of the most significant assoniafThese factors are mostly
followed by ‘quality of product’ and ‘service flaxiity’. As for the communication
tools of the company, customers argue that the megiums they are aware of are web
pages and direct information from the shareholBerployees claim that the significant
aspect is also presentation at trade fairs butretbe they are not aware of the
shareholder's own direct marketing activity. As fas the logo impression, the
customers think it is quite unreadable and indisthe. On the contrary, the employees
agreed on the clear impression of the logo. Buy theth assert that it is easy to
remember which is essential for a logo impressidre unread-ability of the logo may
be a disadvantage relating to potential new custemidowever the CEO of the
company argues that for the logo, with its engimeestyle of writing, is used to evoke
thoughts of this industry and thus there is a psego the unreadable form. This makes
the logo faster to remember.

Generally the employees are more critical to themany’s brand evaluation. We can
say that it refers to the mentioned weaknessesglyatine insufficient internal firm’s
culture. They don't feel they are involved in thewid development as much as they
should be. Moreover the company’s brand factorsnataeally communicated to them
because the majority of employees weren’t ableescdbe what the company’s vision,
mission and values are. According to the preseidagh standard deviations in the
employees’ questionnaires, it can be said tharéspondents weren’'t quite unified in
their answers. It is more likely caused by divgrsit the employees’ group. Generally,

the employees’ posts, comprising of managemenfiaadce and accounting, are more
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aware of the company’s brand characteristics; iggr, mission and values. And they
are also more satisfied with the firm’s culture amrking conditions than the group of

manual workers.

A similar questionnaire, aimed at both groups, giasn to the shareholder; to compare
how much the evaluation differs from customers’ @miployees’ point of view. The
results are the same as the ones of both groupseri3ion of Brand Loyalty (value
7.9), Perceived Quality (value 8.2) and Set of Ag#ns (value 7.7) fall into the
category of the strong brand, Brand Awareness (6.®)e relatively strong brand. For
the last dimension the shareholder was even mdreatthan both other groups. Hence
the shareholder is aware of the insufficient usmafketing tools but he claims that it is
not necessary to spend expenses on them becausefahucustomers contact
STROJIRNA-TABOR and not the other way round. Gaioadtomers are then treated

with individual care.

Shareholden

Strong Brand

Employees Customers

Figure 5.1.3: Depiction of the final result of company’s bramerception from marketing point

of view

The figure 5.1.3. depicts the correspondence of final results of all three

questionnaires, namely the customers’, employaa$’'shareholder’s questionnaire. All
groups agreed that the majority of brand assethetompany STROJIRNA-TABOR
are perceived as being strong.
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5.2. Financial (Qualitative) approach

5.2.1. Reason for using chosen method

It was mentioned before that there is no precisanitial brand valuation method and
that each method differs in calculation. In theecas STROJIRNA-TABOR it is quite
difficult to decide on the right approach. Considgrthe financial approaches the view
has been taken that for calculation of this brandjould be complicated to use cost-
based valuation, because there haven't been amymatated costs focusing on pure
brand building. The market-based valuation canmotsed either because the required
data of other very similar companies are not plphwailable. As for the income-based
valuation, future earnings of STROJIRNA-TABOR ai@her unpredictable. Profit
earned depends on work contracts the company gathe Czech and foreign market.
Higher profit is usually gained through foreign kets but the company’s position on
these markets is changeable. Therefayeganization-based valuation using

Price/Earnings approachis recommended.

Using the P/E approach is quite popular on the avasharkets. However this approach
is not very common on the Czech market, where utiegP/E ratio as a tool to help
with investment decisions doesn’t have a long trawli This approach works with some
unstable variables, causing inaccuracy and makingnge of values, rather than
obtaining a precise number. Therefore this methodlevbe appropriate to use in the
comparison of various brand values on the same ehads opposed to the brand
evaluation for sale. In addition the P/E approamtu$es exclusively on current brand
value on the market using the profit of a comparmmf the current year only. It is

mainly caused by difficult predictability of the BPfatio development for a particular
market. Thus, this method suffers from a lack afgiderm view on the brand value
developing in time. The long-term view would brietgadier core brand value and it

would eliminate some possible changes in variables.
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Most of the modern brand valuation methods foransé based on Discounted Cash
Flow or Discounted Economical Value Added don’t hestorical data for calculations;
it is only used to help with prediction of futureabhd development. P/E approach is
considered as an alternative method to these mantegs based on future prediction
because it deals with current data. Thereforeapmoach is suitable for STROJIRNA-
TABOR as this company has difficulties to predidiure earnings.

The required data for this method is taken from Fieancial Statements of the
company STROJIRNA-TABOR, namely Income StatementsBalance Sheets for the
accounting period from 01.04.2007 to 31.03.2008.

ITEMS CZK
Operating Income 7 853 000
Non-operating Income 468 000
Income before Income Tax 8 321 000
Income tax -1 668 000
Income (profit) after Tax for
current accounting period (PAT) 6 653 000

Table 5.2.1.a) An extract from the company’s Income Statement
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ASSETS CZK EQUITY AND LIABILITIES CzZK
Fixed Assets (less depreciation) 13 299 000 Owner's Equity 25 816 000
Long-term Tangible Assets 13 299 000 | Basic Capital 100 000
Long-term Intangible Assets 0 Capital Funds 0
Reserve Fund, Indivisible
Long-term Financial Assets 0 Fund, Profit Funds 94 000
Retained Income from previous
years 18 969 000
Trading Income for current
accounting period 6 653 000
Current Assets 39 051 000 Liabilities (Outside Sources) 26 946 000
Inventory (Stock) 6 012 000 | Current Liabilities 26 214 000
Cash and Cash Equivalents 19 080 000 | Long-term Liabilities 732 000
Short-term Accounts Receivable 13 959 000 | Bank Loans 0
Long-term Accounts Receivable 0 Reserves 0
Accrual Accounting Accrual Accounting
(deferred expenses) 412 000 (deferred revenues) 0
Total Assets 52 762 000 [ Total Equity and Liabilities 52 762 000

Table 5.2.1.b) An Extract from the company’s Balance Sheet

Other data needed for this method is the averadgphewof the Price/Earnings ratio for

the overall agricultural machinery and constructmmtustry. It is taken from websites of
Finance Yahoo (or Reuters). The P/E ratio for taedd sector only is not available but
it was approved by financial adviser of the Czedtidhal Bank that the P/E ratio stated
in the table 5.2.1.c) can be used as a representample.

Market Capitalization: 67B
Price / Earnings: 12.8
Price / Book: 25
Net Profit Margin (mrq): 3.3%

Price To Free Cash Flow (mrq): -35.4

Return on Equity: 14.7%
Total Debt / Equity: 2.6
Dividend Yield: 2.9%

Table 5.2.1.c) Statistics of Farm and Construction Machineryustdy (Finance Yahoo, 2009,
sourcehttp://biz.yahoo.com/ic/620.htl
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5.2.2. Application of the method

1) Calculation of a Value of the company — using &pproach

Formula Profit after Tax multiplied by an average P/E ratio for the industry
6 653 000 CZK * 12.8 = 85 158 400 CZK
The calculated value of the company should to deaed by 40%, as the company is a
private company and it operates on the market ithliquidity.
(40% was recommended by financial adviser as aldeifor this type of company)
85 158 400 CZK * 0,4 = 34 063 360 CZK
85 158 400 CZK — 34 063 360 CZK =51 095 040 CzZK
The value of the company is approximatgly095 040 CZK.

2) Calculation of Net Asset Value — ‘book’ valughe company

Formula Total Assets less Total Liabilities

52 762 000 CZK — 26 946 000 = 25 816 000 CZK
The book (floor) value of the company2s 816 000 CZK. It is the value of the owner’s
equity.

3) Calculation of Intangible Assets

Formula:The value of the company less Net Asset Value
51 095 040 CZK - 25 816 000 CZK =25 279 040 CzZK
The value of Intangible asset2i5279 040 CZK.

4) Derivation of Brand value

The value of the company’s Research and Developmests were estimated by an
official financial referee av 868 652 CZK as well as the value of Software installed
was estimated fot8 000 CZK.

(Listed in the Attachments to the Balance Sheettlier period from 01.04. 2007 to

31.03. 2008; but they are not included in the BedaBheet)

These sums are part of the Intangible assets. Byatieg these values from Intangible

assets we are getting closer to the value of thgpany’s brand.
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25 279 040 CZK — 7 868 652 CZK — 48 000 = 17 362 388 CZK

It needs to be considered that the company doeswit any trademark or patent yet.
Also it doesn’t possess any market position intialegl Therefore this sum more likely
contains brand relationship intangibles and businetangibles linked to knowledge
intangibles according to Haigh’s definition of Intable assets (see chapter 3.4). It is
supposed that this combination of business and leuge intangibles contain the
human capital related to the specific company’swkhow of manufacturing techniques
and innovations, but it hasn’'t been estimated. At p#& this know-how is already
considered in the value of the R&D. According te fmancial referee this value can be
another 2 000 000 CZK. Therefore, it can be sa#&d the company’s brand currently
lies between range of values approximately fadn362 388 CZK to 17 362 388 CZK .

Sensitivity analysis:

The average profit of this company for seven previgears remained about 6 million
CZK. Two years of this seven year period, the prefas doubled due to large
operations in foreign markets which might repeathe near future again. Thus, the
company’s profit can unpredictably vary; the aver&jE ratio for the industry is also
moving and the stated coefficient for private compa and market liquidity
considering the P/E approach can also change bgtiadato a current company’s
situation. Because of the very inaccurate resudtssensitivity analysis should be
undertaken to show a possible range of values,ndiépg upon changing conditions.
Hence, the sensitivity analysis should be basedeweral assumptions. In the table
5.2.2., only one assumption in a line is alwaysngea, other figures remain the same
as in the above core calculation, thus PAT is 6 @83 CZK, P/E is 12.8 and the charge

for private company and market liquidity is 40%.
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Value of Value of . Less qther
Value of the | Net Asset . Approximate possible
. Intangible R&D and . .
Assumptions company Value brand value | intangible
- . assets Software .
(in CZK) (in CZK) (in CZK) (in CZK) (in CZK) assets

(in CZK)
core calculation 51095040 | 25816 000 | 25279 040 | 7 820 652 17 362 388 | 15 362 388
Decr%‘i‘,sleg(ygmf't 45985536 | 25816 000 | 20 169536 | 7820652 | 12252884 |10 252 884
'”Creg‘;‘ig&mf't 56 204 544 | 25816 000 | 30 388 544 | 7820652 | 22471892 |20 471892
Lower P/E 11.2 44708 160 | 25816 000 | 18 892160 | 7820652 | 10975508 | 8 975508
Higher P/E 14 55885200 | 25816 000 | 30 069 200 | 7 820 652 22 152 548 | 20 152 548

Charge for private
company and 59 610 880 | 25816 000 | 33 794 880 | 7820652 | 25878228 | 23878228
market liquidity
30%
Charge for private
company and
market liquidity 42 579 200 | 25816 000 | 16 763 200 | 7 820 652 8 942 548 6 942 548
50%

Table 5.2.2: Sensitivity analysis

The table 5.2.2. shows how small changes in assongptan make quite different
results. There are examples of slight profit vditgtithat happened in previous years
and volatility in the P/E ratio or just consideriagfact that the company lies in the
lower or higher end of the average P/E for the stigu Another factor to be considered
is that this company may have higher or lower liifyi on the agricultural machinery
and construction market.

It is presumed that the company’s current and stahgrofit is about 6 million CZK
and this profit is as a core profit in the calcigdas of brand value. The most notable
change of the result would occur by involving thighhdoubled profit into the

estimation. Then the value of the company’s brandld/double as well. However the
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company is not able to predict whether it gainshsa@rofit in the following years. It
depends on the tender and competitive examinatioriee foreign markets.

Therefore, considering only slight changes in aggions stated in the table above the
current range of brand values varies approximdtelyn 6 to 25 million CZK and the
core current value varies from 15 to 17 million CZABonsidering significantly higher
profit due to operations in foreign markets, braralue would be doubledThese
possible assumptions confirm that the brand valnat not an exact science and it is
influenced by a lot of unstable factors that caangie day by day.

A similar range of values, indicating the differenaf estimation, about $20 million is
shown in the figure 3.5.1.3.f): ‘Divergent estingtef brand value by Interbrand and
MillwardBrown’. Each of them considered differeratictors and their importance for
their evaluations. Again, it confirms that the diioe of brand valuation is diverse and

un-settled as of yet.
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6. RECOMMENDATIONS

Based on the results of the marketing approach fossible to say that STROJIRNA-
TABOR is perceived as a strong brand. It is pldesibat STROJIRNA-TABOR could
be perceived as a very strong brand, by applyimgesstrategic changes to its brand
management. The suitable B2B brand strategy togeitith the recommended

marketing tools is based on buildimgmbination of company’s brand name_with

branded products. The brand strategy is not a reaction to the ntarkeseds; it is

rather, highlighting what a relatively successfutigmpany does and what it can do
even better for the future. This strategy was chdmzause it refers to the company as a
whole, the brand identity of STROJIRNA-TABOR andthe same time, providing
diversification in the line of the business.

In addition, the recommended improvements of threpgany’s brand assets, linked with
the implementation of the chosen brand strategyaathe same time related to the final
phase of the brand analysis. The last step of brandlysis is the strategic
implementation of brand identity from communicatiaifferentiation and innovation
points of view; they are adherent to positioninge(schapter 3.6.). STROJIRNA-
TABOR knows personally, the target market and usteamer’s needs and expectations.
Now it needs to concentrate on improving particalamponents of positioning, so the
company’s brand will be enduringly embedded in aongrs’ minds. One particular part
of the brand assets is perceived to be weakerttteaothers, namely Brand Awareness.
Therefore, enhancement of the company’s communitcathould be focused on. For all
companies it is very important to actively influenits customers using appropriate

tools and not to leave the company’s perceptioelgdb the customer’s perception.

The whole brand strategy will primarily help to impe the Brand Awareness
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6.1. Building the company’s brand name
First of all, while building a company’s brand nanige company needs to be unified
from the inside; it requires that the company belsaas a unified entity. After the brand
strategy is implemented within the company, thenirianage can then be spread to the
outside.
One of the weak points; arising from the employegséstionnaires and SWOT
analysis; ighe firm’s disjointed internal cultureEmployees have a lack of information
about the company’s vision, mission and valuess ttme brand’s characteristics also
suffer. They should be involved in the brand depeient because after all, employees
are one of the elements that create and spreasbthpany’s brand image. The majority
of answers from employees’ questionnaires said tiiney care about the company’s
development, therefore the CEO should emphasisecdh@nunication of the brand
strategy to them. It would enhance the working wation if they feel they are part of
the process. The first step could bepecial training seminar or conferencevhere
both parts, employees and CEO, would participateryody would obtain sufficient
knowledge about the company’s future existenceyigi®n, mission, values, goals and
planned strategies and the staff's importance wbaeltiighlighted and their role within
brand development would be explained. This shoelti [to a systematic change in
employees’ thinking.
The training/conference could be a one-off anddigder by an outside lecturer/trainer;
a professional who would be aware of the currenaton, or by the shareholder of the
company. He was found to be a strong personality passionate leader, who
understands his company and the direction it wdildel to move in, the most. The
second option would markedly lower the costs, whicluld be equal to the opportunity
costs of one lost working day. Nowadays the coshiohg a lecturer for this type of
training varies from 3 000 to 7 000 CZK/a day. Ewbough the training would be
once-off the shareholder shouldn’t forget abouyttoat-training up-keep of the gained
knowledge,which would run over time. This fact is usuallyrdotten in many cases;

thereby the training looses its significance. Thastfiraining up-keep could be
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maintained with details such as posting news, agenof current work contracts with
photos and highlighting good references in the eyg#’s common room/eating room.
Moreover there should be a list posted of the camygabrand attributes and what has
been said in the training. After the training, pdic meetings between the CEO and
employees is necessary to maintain the spirit efahginal training. It helps the staff
believe that the brand development takes placeengie company as well as outside.
The training is priority number one and should hé& mto process immediately.
(Buckley and Caple, 2004)

Another step of company’'s brand name building wolbéd the creation of a brand
‘story’ for the companyStorytelling is a way to communicate the brand; it should
include the company’s history and tradition, pasitin the market and quality of the
production and ability of its innovation (know-haw)hese three basic topics may
appear in some form in a company'’s slogan. The emyas never had a slogan, but
storytelling could be the first step in starting tflogan and thus would be linked with
the storytelling. The employees of the company dda involved in the slogan creation

to support the employees’ participation in the drdevelopment.

a) Direct marketing and Sales promotion
A method of promoting the storytelling presentatiomsing the recommended tools for
marketing communication, suitable for B2B markesee( Figure 3.6.2: Tools of
marketing communication for strengthening brandusalsed in B2C and B2B
markets). One of them is direct marketing; withimstactivity the_firm’s catalogue

would be created, providing information about tiedry of the company, updating the
company’s portfolio, and innovations but also patdlling the company’s brand story

and its development. The catalogue enhances thel bnaage. It would be regularly

posted once every 1-2 years, to the customers engdd during the exhibitions on fair
trades as well. Due to big catalogue expenses wdiiehestimated to approximately
10 000 CZK per catalogue, its production shoul@éxteed its actual need. Therefore it
would be aimed only at very loyal customers, usaangd the company’s presentations
and also posted to the important potential custemer
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This opens another related problem which is custaagmentationTo find the very

loyal customers the company should establish a-avedinged database where its
customer would be more precisely divide into loyadcasional and those in between.
This database would also be linked with direct raang activities. In this company

direct marketing is linked to the sales promoti@pecial offers, discounts but also
information about innovations, are communicatedthte customers directly by the

shareholder in the form of letters, phone-calls] ammails. They are aimed at loyal
customers, but not in such a volume that everylloyatomer would become aware of
that. Therefore for a better overview of the conmypmuoustomers is needed.

After a discussion with the shareholder of the camypy a model of customer

segmentation according to the level of loyalty weeswvn up, indicated in the following

tables 7.1.a), b), c):

The average
amount of The average amount of sales revenues / year
Level of loyalty works
contracts /
year Category A Category B Category C
1 000 000 -
Less loyal 1x/ 4-5 years | <1 000 000 CZK 3000000 CZK | > 3000 000 CZK
1 000 000 -
Standard loyal | 1x/2-3 years | <1 000 000 CZK 3000000 CZK | > 3000 000 CZK
1x and more / 1 000 000 -
Very loyal 1year <1000 000 CZK 3000000 CZK | > 3000 000 CzK

Table 6.1.a) Segmentation of customers according to the lgyaitthe agricultural

technologies market — complete technological device

The average
amount of The average amount of sales revenues / year
Level of loyalty works
contracts /
year Category A Category B Category C
Less loyal 1x/4-5years | <200 000 CZK 200 000 - > 500 000 CZK
500 000 CzK
200 000 -
Standard loyal | 1x/2-3 years | <200 000 CZK 500 000 CZK | > 500 000 CzZK
1x and more / 200 000 -
Very loyal 1 year <200 000 CzK 500 000 CZK > 500 000 CzZK
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Table 6.1.b) Segmentation of customers according to the Igyaitthe agricultural

technologies market — small scale businessmen

The average

Level of an\:\?ourrllts()f The average amount of sales revenues / year
loyalty contracts /
year Category A Category B Category C
1 000 000 -
Less loyal 1x/ 4-5 years | < 1 000 000 CZK 2000000 CZK | > 2000 000 CZK
1 000 000 -
Standard loyal | 1x/2-3 years | <1000 000 CZK 2000000 CZK | > 2 000 000 CZK
1x and more / 1 000 000 -
Very loyal 1 year <1000 000 CzZK 2 000 000 CZK > 2 000 000 CZK

Table 6.1.c) Segmentation of customers according to the lgyaitthe engineering market

The above tables show various combinations of cwstoloyalty in two different
markets. Moreover the agricultural technologieskaiars split into two subcategories
“complete technological devices” and “little subber’s sphere”. The basic segmented
factors of loyalty are the average amount of wavktacts per period of time and the
average amount of sales revenues per year, dividedhree categories. The customer
who doesn’t repeat his business with this compamoe @er 5 years or less falls into the
category of causal customer (or those “in betweghich would depend on further
company’s division). Five years is the cut of pdietween loyal and casual customers.
The tables enable a clear view of customers whindulsl take preference within the
company’s schedule. Moreover according to the sathle company could better aim its
direct marketing activities considering the impoda of certain customers for the

company.

The tool of direct marketing should be consideredaahigh priority to implement,
because it's directly connected with brand buildstgategies. The segmented database
is not financially demanding as it just requiresiblang the direct marketing activities
that the company already undertakes, in order ttope them more precisely. These

activities are then strengthened by publishingctbrapany’s catalogue. Considering the
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global current financial recession it is reasonableait with the catalogue expenses till
the year 2010.

Building a company’s brand name is probably theaplest version of brand strategy
because it focuses on one thing, the company atiddewAt the same time it is
dangerous because if something goes wrong regartiagproducts, services or

employees then it will impact the whole companyutation.

6.2. Building branded products linked with the comp any’s

name
Branded products require a segmentation of the aogip production into certain
product categories. These categories will be gaepropriate names and symbols to
identify them. Part of the name and symbol wouldagls be the company’s brand
name. The symbol of the brand would be placed a@h @aoduct from the particular
category, together with the CE mark of quality. @bementary products such as
software and project documentation would be labedle well. Each product category
could build its own position on the market undeR®IUIRNA-TABOR’s competence.
The two main complex productions are:

v" Production and assembly / reconstruction and maglegn/ of technological

devices for cereal storing silos
v" Production and assembly / reconstruction and maglegn/ of technological

devices for fodder producing plants

Firstly these need to be branded as complete ptedcard then their parts can be
branded individually. Each group of technologicaVides and machinery used for silos
and fodder mixture contains several sub-producistwére further divided according to
the type, capacity, size and use. Each group shmulgiven an appropriate brand name
to make them more specific and recognisable onntheket. It should have its own
specific design always accompanied by STROJIRNA-O&Bs logo. The groups of

technological devices are as follows:
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» Screw conveyors and redler conveyors
» Bucket elevators
» Descent transport elements

» Dust separators

Thus, in the beginning, just a few of the comparggsivities, for which it is well-
known, could come under this new branding stratefye rest of the company’s
products would remain the same until the resuthefmain company’s activities proved
competent; as in, the customers start to use t@sebranded terms freely. The chosen
brand names would be used for external communitatith customers, presentations
in the firm’s catalogues and on trade-fair exhdris. At the start, the two main branded
products should be supported by the firm’s campamgrspecialised media, to call
attention to the slight but beneficial change andgeneral, enhance the brand

awareness.

b) On-line advertising
The number one media support is on-line advertjsiranother marketing
communication tool. It represents one of the modhble forms of media support as
nowadays people prefer to look up information olirather than in prints, it is also
the fastest way of getting information. There areesal options for on-line advertising.

For theCzech marketthe firm can use advertising in the form of a A advertising

box on appropriate internet servers, for instance Asgznam.cz, or in the form of a

sponsored linkn Seznam.cz in the “Firms” section - the spesalon in agriculture

technologies. The advertising box in Agro-seznamvoznld cost approximately 1000
CZK/month and Seznam.cz charges the sponsored [iOkK® CZK/month for 600
displays monthly. For thdoreign market advertising programs in English and/or
German need to be created, to be placed on apatepniernet search site; for instance
paid links displaying the company’'s web addresprominent positions. One of the

most appropriate sites would be the Czech Tradeaniggtion They charge its

customers approximately 6 500 CZK yearly per onewerd in the search line.
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Another already mentioned form of on-line adventsis the_company’s web pages

STROJIRNA-TABOR'’s web sites are well-arranged, initng about product range,
production and price lists, also describing itstdris and tradition. They provide
information in two foreign languages: English aneér@an. The web pages need to be
updated, not only in terms of the presentationrahtled products but also in terms of
references. Information about successful operatmngoreign markets is completely
missing. There is lack of information about themfs participation in trade-fairs,
emphasis on using unique innovative production ggses and reference to successful
co-branding. Good long-term business relationsaik care about customers should be
briefly described to the company’s potential andastonal customers so they would be
aware of the company’s main strengths. Informatdsout environmentally friendly
production methods and the sponsoring of some isgovents should also be
highlighted. So in this case the talked about egjemnonly refers to the enlargement
and updating of the company’s web pages. Thesegelsazan be made by an employee

of the company who created and maintains the web si

The implementation of the on-line advertising skloloé delayed until the brand name
building is properly finalised. The company shotddus on the on-line activities in
sequence, to not to make such a cost burden fardimpany. One of the opportunities
stated in the SWOT analysis is penetrating to fpramarkets. As foreign markets
represent a source of high profit, the firm shoplay attention to its marketing
communication towards these markets. Firstly, inl®€he company should invest in
advertising in the Czech Trade organisation anthénfollowing year continue with
either the box advertising or the sponsored linkeatising in one of the recommended
sites. This would be just a short-term solutiorhighlight the brand development (the

campaign) on the Czech market, they are both fiaipclemanding.

c) Print media support
In the case of this company investment in newsgapad magazines specialising in

agricultural technological devices would be theestschoice; for instance Ekotech or
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Agrarni obzor. This option was evaluated and tumh@an from an economical point of
view, because it was thought that on-line advergisind this investment together would

out way the return.

d) Event marketing and sponsoring
The company patrticipates in trade-fairs once a gedrit also sponsors some sporting
events (namely football and horse-riding). Howeussth marketing tools are quite

unknown by its customers. They should be bettempted, at least in the web pages.

The strategy of branded products and their awareness would bring several
advantagesFirstly, it is a clear and unambiguous messagetistomers. Secondly, it
leads to distinction from the competitors (onehd tveak points of the company taken
from the marketing research was that the compapgriseived as being very similar to
its competitors). Lastly, the essential valuesamhpany’s brand would be a part of the
branded products as well.

The first major problenof the overall brand strategy is the question regarding who

will be in charge of the company’s brand buildiffghere should be a brand manager
or would the CEO take on the responsibility. Fa@oepany which hasn’t thought about
brand management before it will be difficult to sstidy incorporate the brand strategy
into the company'’s processes. The same researatdineg brand equity (marketing and
financial) should be undertaken after 3 to 5 yetrdind out if the implemented brand
strategy has been successful and the brand awarbassincreased. At this time the
potential customers of the company should be iredboo especially for evaluating the
impact of on-line advertising, as well as the costcs on engineering markets to
evaluate penetration of the brand to other indesstri

The company’s brand was financially evaluated apragimately 16 million CZK,
which appears to be a healthy value for this typandustry. Therefore the brand
potential should be maximised, and consider braadagement in the future plans and
strategies. A Strong brand is a very valuable ttml a company, connected with

significant earning potential.
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7. CONCLUSION

This diploma thesis dealt with the question of ldraquity and its perception. From a
qualitative point of view, brand equity is definbg five major assets: Brand Loyalty,
Perceived Quality, Brand Awareness, Brand Assariatiand Other Proprietary Brand
Assets. The quantitative perspective looks at breoaity as a financial value. These
two perceptions, quantitative and qualitative, akpbrand equity from different angles
but are not in actuality interconnected; howevés gssential to focus on both.

The core research attempted to ascertain the begody of the chosen brand the
company STROJIRNA-TABOR s.r.o. This company operaten the agricultural
machinery, technology and construction market, B28 market. According to the
results, eventual recommendations where then peobtts help strengthen this brand.
To ascertain the brand equity, a brand analysisundsrtaken.

First, the brand identity had to be decided upbrs tan fall into one of four major
categories product, trademark, organisation andopefhe examined case study was
perceived as an organisation.

Secondly, for brand equity estimation the brandiatbn from marketing and financial
perspectives was made to determine the brand #itrand its perception, also to get the
financial value of the brand. On a certain dayfthancial value was estimated in the
approximate range of 15 362 388 to 17 362 388 ClziK, with small changes in the
variables, which happen on a day to day basisethgsres were extended to the range
6 to 25 million CZK, approximately. It confirmeddlstatement that brand valuation is
not an exact science; it depends on current assomspof a valuation. Brand strength
was evaluated externally and internally; from ateoers’, employees’ and the
shareholder’s point of view. All groups agreed thia perception of the company’s
brand was strong, but also that Brand Awarenesdhweaweakest asset.

For the final part of the brand analysis, a bramategy was proposed to possibly shift
the overall brand strength from strong to very grand marketing communication

tools were suggested for promoting the brand gyateut also for enhancing the
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weakest asset, Brand Awareness. These were chkseping in mind the particular
type of company it is and the type of market thenkroperates on. Even as the brand
was analysed as being strong, its potential shbeldised to galvanise its strength;
stronger brands are connected with more returnlefs risk. A Well-established brand
is one of the best tools for ensuring inflow ofdeterm profit.

The overall research underlines that a brand irhew an important differential
element also on the B2B market. Evidently, custemerake decisions not only
according to a price and quality but also businedationships, customers’ care,
traditions, experience, references, trust andb#lia These factors characterize B2B
brands.
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9. SUPPLEMENTS

Supplement No. 1: Structured interview questions with the shareholder

Company’s brand identity and its characteristics:

1)

2)

3)

4)

5)

6)

7)

8)

9)

Do you think that STROJIRNA-TABOR is known amongstamers as a whole
company or it is known more through certain prosgisetrvices?

Does the company own a trademark or any kind dllpgptection regarding for
instance the production? (e.g. a patent)

In the case that the company doesn’t own a tradendar you think it should
one?

Could you briefly summarise what is the purposthefcompany’s existence?
How would you characterise the company’s visiorgsian and values?

What are the current short-term goals of the comard long-term goals for
the future?

Could you describe the strengths and weaknesst® alompany and highlight
the most important ones?

Are there any opportunities for STROJIRNA-TABOR wlnicould be used to
strengthen the company’s position?

Are there any outside threats which may endangectmpany?

10)Does the company co-operate with any other commamnya regular basis to

provide products and services to customers?

11)If it is so, describe what the company (companie®s and describe the volume

of your co-operation.

12)Has the company accepted the Total Quality Manageid®O norms) within

its processes?

13)Does the company uses any other sign of quality?

14)What is the attitude of the company with regardngironmental issues?

15)How do you promote the company on the market? Whtaaketing tools do you

use?
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Company’s business environment (market, competitorscustomers, suppliers)

16)How would you specify the market the company o@srat?

17)Do you think that customers are indifferent to thehoice of supplier on this
market?

18)What are, according to your opinion, the most deeisactors for customers
while choosing a supplier on this market?

19)Does the company operate only on this market ors dbgenetrates other
industries as well? If so, which ones?

20)How would you describe your direct competitorsnflér with the same major
specialisation)?

21)How many of the direct competitors does the compaaye? Could you state
some of them and briefly specify their charactersst

22)Is the rivalry among those companies strong? Isetlamy advantage which
STROJIRNA-TABOR may have over these competitors?

23)ls there many new emerging firms on this markeingf? What chances do the
new companies have if they want to enter this markihe Czech Republic?

24)How would you describe your customers?

25)0n the basis of what factors do you segment yositioooers?

26)Does the company have stable customers and how imuelation to the whole
number of your customers?

27)ls the company an exclusive supplier to any cust®@me

28)How do you maintain your loyal customers and howado gain the new ones?

29)How would you describe your suppliers?
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Supplement No. 2: Statistical definitions

Definition of Arithmetic Mean:

“Arithmetic mean is a mathematical representatibtine typical value of a series of
numbers, computed as the sum of all the numbeteeiseries divided by the count of
all numbers in the series.”

(Investopedia ULC, 2009, source:

http://www.investopedia.com/terms/a/arithmeticmaap?viewed=}}, (Tresl, 2003)

Definition of Standard Deviation:

“Standard deviation is a measure of the dispersianset of data on either side from its
arithmetic mean value. A low standard deviatiorigates that the data set is clustered
around the mean value whereas a high standardtaeviadicates that the data is
widely spread with significantly higher/lower figzg than the mean.”

(Investopedia ULC, 2009, sourdetp://www.investopedia.com/terms/s/standarddesiatisy,

(Tresl, 2003)

Definition of Mode:
“Mode is an average found by determining the magjuient value in a group of

values.”
(WebFinance, 2009, sourde&tp://www.investorwords.com/3081/mode.hjn(Tresl, 2003)

106



Supplement No. 3: The scale of brand strength

»= Values from 8.5 to 10 - very strong brand

= Values from 7 to 8.4 - strong brand

= Values from 5.5 to 6.9 - relatively (rather) strdsrgnd

= Values from 4.5 to 5.4 - boundary-line betweenrggrand weak brand
» Values from 3 to 4.4 - relatively (rather) weakmfa

»= Values from 1.5 to 2.9 - weak brand

= Values from 0 to 1.4 - very weak brand

The scale of brand strength for marketing evalmatb brand equity was constructed
according to Aaker’s recommendations for the qoestire’s scale of 0 to 10 and also

according to his division of brand strength, whiglas follows:

* Very strong brand

e Strong brand

* Relatively strong brand

* On the border of strong and weak brand
* Relatively weak brand

* Very weak brand

(Aaker, 1991)
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Supplement No. 4 : Products of STROJIRNA-TABOR

FODDER PRODUCING PLANTS / FODDER MIXTURE PLANTS

'The concept of the fodder producing plants for the utilization and processing of feeding raw
materials produced in a mild climate zone i.e. above all of cereals (and of products yielded from
them), secondary products from the processing of rape and sunflower, even various utilizable
waste products from the meat, diary, fermenting industry and so on. The producing process is
continual. It can be partially or entirely automated. Work of attending staff is mostly limited to the
following of function and to the correction of the automated control system, and/or to the setting-
up of some machines according to data of the control system, occasional cleaning of the
equipment and it's normal adjustment. The control room is a permanent workplace. The operating
spaces have a character of walk-around workplaces. Quality of produced fodder complies with
the requirements for the nurture of animals it is intended for. Its precise definition forms, in
individual cases, are the subject matter of the contract. The granulating line is as a fully
integrated part of the technology of the producing plants of feeding mixture is stated only in a
variant of the universal producing plant with capacity of 10 t/h and more. But it can be introduced
even to smaller equipment, and/or as an additionally supplied device. In a similar way can be also
solved the enrichment of mixtures with fat, molasses, or with another liquid ingredients.

PRESSING PLANTS FOR VEGETAL OILS

The concept of the pressing plants is designed for the treatment of oil-plants produced. Oil is
obtained by pressing from sunflower or rape seed, pre-treated by crushing and - as the cause
may be - by flocculation, with large presses possibly also by preheating the material in the flake
heater. The installations of the pressing plant make it possible to take in the raw material. Further,
the seed is transferred by manipulation lines to the final cleaning and then to the feeding bin
situated directly above the presses. The pressed-out oil is conducted into the manipulation tanks
and from these to the further treatment. Also manipulation with the oilcakes forms a part of the
pressing plant; they are by transport lines stored in the dispatch bins. The raw oil from the
presses is, as arule, at first filtered on a screen filter. The rough sediments are separated and
returned to the presses. The oil is further treated by fine filtration an a special sluicing filter. After
a check in an interoperation tank the treated oil is transferred to the storage tanks. The
production process is continuous. The quality of the oil produced complies with the demands for
the application in food industry.
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PIPE SCREW CONVEYORS TS 160, TS 200, TS 250 A TS 320

- Suitable for transport of cereals and mixtures to ascent higher than 25 degrees. Capacities are
various and depend on ascent.

EXPORTING PIPE AND REDLER CONVEYORS
- Suitable to be placed under the storage bins or as a dosage device for weighting machines.
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All of the mentioned redler conveyors could be optionally produced in un-residual version. Either
to avoid noisiness or to extend life it is possible to cover the transport chain using plastic
protectors. Plastic protectors may not be used in case of the un-residual version.
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Supplement No. 5: Customers’ questionnaire

_ Czech University of Life Sciences in Prague
Faculty of Econ omics and Management
e MSc - Economics and Management

N RZITA V PRAZE

N O

<

QUESTIONNAIRE: BRAND PERCEPTION AND BRAND EQUITY OF THE
COMPANY STROJIRNA-TABOR FROM THE CUSTOMER'S POINT O F VIEW

INSTRUCTION MANUAL.:

Please, evaluate the following statements on the saf 0 to 10, the ends of the scale
express extremes:

0 = the worst / the least / absolutely not / absbhjunegative view of the company

10 = the best / the most / absolutely yes / abslylgositive view of the company

0 — 4 = abating negative feelings

The medial rate 5 = rather neutral attitude towdhdscompany / on average / do not
know / the same as direct competitors of the comppan

6 — 10 = increase in positive feelings

You can use the whole numbers from 0 to 10. Sowuestgpns must be also answered
verbally, you can write more than one answer.

Please, mark your gender and age category:

Male [ Age category: 20-Z9 30-39 O
Femaldl 40-4900 50-59 O
60 and more O

CUSTOMERS SATISFACTION AND LOYALTY

1) STROJIRNA-TABOR fulfilled (fulfils) my expectations

0 = absolutely not 5 = on average 10 = absolutety y

Indicate number from 0 to 10:

2) I would say that with regard to my last experiehbave been satisfied with
STROJIRNA-TABOR:

0 = absolutely not 5 = on avevagt disappointed 10 = absolutely yes

Indicate number from 0 to 10:

3) Next time | would choose STROJIRNA-TABOR again:
0 = absolutely not 5 =1don’t know 10 = absoluteds

Indicate number from 0 to 10:

111



4) | would recommend STROJIRNA-TABOR to other comparas well:
0 = absolutely not 5 = on average 10 = absolutety y

Indicate number from 0 to 10:

5) The competitors of STROJIRNA-TABOR operating ie field | do the businesses
with the company would have to offer me about X%agser price that | would prefer
the competitor:

0% = I'd prefer competitors for the same price %00 I'd never prefer
competitors

Indicate about how many % cheaper price (0-100%):
Indicate the field:
Eventually indicate to which company you’d givefgrence:

PERCEIVED QUALITY/LEADING POSITION/RESPECTABILITY

6) I think that with comparison to other companiesirls in this field, STROJIRNA-
TABOR provides quality of performed work:

0 = one of the worst 5 = the sameiatdcompetitors 10 = one of the best

Indicate number from 0 to 10:

7) | think that with comparison to other companiesiris STROJIRNA-TABOR has a
position / popularity / in its category:

0 =the last in its category 5 =the same actitompetitors 10 = leading position in
its category
Indicate number from 0O to 10:

8) I consider this company on the Czech market aisatis:
0 = absolutely not 5 =1don’t know 10 = absoluteds

Indicate number from O to 10:

9) I think that STROJIRNA-TABOR has been developitsgarocesses over time to
create better value for its customers:

0 = absolutely not 5 =1don’t know 10 = absoluteds

Indicate number from 0 to 10:
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10) I respect STROJIRNA-TABOR with comparison to othempanies’ brands in this
field:

0 = absolutely not 5 = | the same aayts competitors 10 = absolutely yes

Indicate number from 0 to 10:

Eventually indicate for what you respect it:

(e.g.: good reputation, innovation, good businedatronships, quality of performed
work, reasonable price...)

ASSOCIATION/DIFFERENTIATION
11) 1 would link STROJIRNA-TABOR the most with:

a) High quality of production and assembly: g) Care about customers:
b) Strong personality of the shareholder: ) Ghod business relationships:
c) Tradition connected with good references: i) Image of the firm:

d) Production with respect to the environment:  Sppnsoring:

e) Service flexibility: k) Innovation:
f) Strong positions on the Czech market: Operation on the foreign markets:
0 = absolutely not 5 =1don’t know 10 = absoluteds

To each statement indicate number from 0 to 10

12)1 think that STROJIRNA-TABOR offers for its requitgrice a value of performed
work:

0 = poor 5 = normal/average 10 = excellent

Indicate number from O to 10:

13) There is a reason to do a business with STROJIRNBOR and not with other
companies:

0 = absolutely not 5 = on average 10 = absolutety y

Indicate number from 0 to 10:
Eventually indicate the reason:

14) STROJIRNA-TABOR is qualified company in this fieldrust it:

0 = absolutely not 5 = on average 10 = absolutety y
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Indicate number from 0 to 10:

15) STROJIRNA-TABOR is reliable company:
0 = absolutely not 5 = on average 10 = absolutety y

Indicate number from 0 to 10:

16) STROJIRNA-TABOR is different than other companiesinds in this field:

0 = completely the same 5 = similar 10 = completely
different

Indicate number from 0 to 10:
Eventually indicate in what it differs:

17) On a basis of the logo of STROJIRNA-TAB( | would
identify the company:

0 =not at all 5 =1don’t know 10 = immediately

Indicate number from 0O to 10:

Indicate how you would describe the logo:

(e.g.: unreadable/clear, easy/difficult to rememisertable/unsuitable for the company,
nice/ugly...)

AWARENESS OF THE COMPANY’S BRAND/BRAND COGNITION

18) 1 am aware of long history and tradition of the gamy:
0 = absolutely not 5 =1don’t know 10 = absoluteds

Indicate number from 0 to 10:

19)1 consider to STROJIRNA-TABOR being generally knowthe Czech market:
0 = absolutely not 5 =1don’t know 10 = absoluteds

Indicate number from 0 to 10:

20)1 consider to STROJIRNA-TABOR being generally knowthe foreign market:
0 = absolutely not 5 =1don’t know 10 = absoluteds

Indicate number from 0 to 10:
Eventually indicate on which foreign market:
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21)1 am informed about new products and servicesTlR@IIRNA-TABOR:
0 = absolutely not 5 = on average 10 = absolutety y

Indicate number from 0 to 10:

| receive the information through the medium of:

(e.g.: web pages, direct information from the shalder, advertising, exhibitions on
trade fairs, recommendations from other companies...)

22) STROJIRNA-TABOR uses promotional tools to commatedts value:
0 = absolutely not 5 =1don’t know 10 = absoluteds

Indicate number from 0 to 10:

Eventually indicate what forms you are aware of:

(e.g.: direct communication with the customersetinfing about products and special
offers or technological innovations, advertisingh#bitions on trade fairs, web pages,
production with respect to the environment, spoimgpr.)

23)Had you known this company before you started ta Basiness with it?

Indicate an answer yes or no:
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Supplement No. 6: Employees’ questionnaire

_ Czech University of Life Sciences in Prague
Faculty of Econ omics and Management
e MSc - Economics and Management

N RZITA V PRAZE

N O

<

QUESTIONNAIRE: BRAND PERCEPTION AND BRAND EQUITY OF THE
COMPANY STROJIRNA-TABOR FROM THE EMPLOYEE’S POINT O F VIEW

INSTRUCTION MANUAL.:

Please, evaluate the following statements on the saf 0 to 10, the ends of the scale
express extremes:

0 = the worst / the least / absolutely not / absbjunegative view of the company

10 = the best / the most / absolutely yes / abslylgositive view of the company

0 — 4 = abating negative feelings

The medial rate 5 = rather neutral attitude towdhdscompany / on average / do not
know / the same as direct competitors of the comppan

6 — 10 = increase in positive feelings

You can use the whole numbers from 0 to 10. Sowuestgpns must be also answered
verbally, you can write more than one answer.

Please, mark your gender and age category and wate working position:

Male [ Age category: 20-29 30-39 l
Femald] 40-4900 50-59 O
60 and more O

Working position:

EMPLOYEES AND CUSTOMERS SATISFACTION/LOYALTY

1) | think that STROJIRNA-TABOR fulfils customers’ eggtations:
0 = absolutely not 5 = on average 10 = absolutety y

Indicate number from O to 10:

2) 1 would say that with regard to my last experieaae customers on Czech and
Slovak market were satisfied:

0 = absolutely not 5 = on average/not disappoidted absolutely yes

Indicate number from 0 to 10:

3) I am satisfied in this company with regard to wWaking conditions:

0 = absolutely not 5 = on average 10 = absolutety y
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Indicate number from 0 to 10:

4) | am satisfied in this company with regard to ge@eral firm’s culture:
0 = absolutely not 5 = on average 10 = absolutety y

Indicate number from 0 to 10:

5) I would recommend working in this company to othessvell:
0 = absolutely not 5 = on average 10 = absolutety y

Indicate number from O to 10:

PERCEIVED QUALITY/LEADING POSITION/RESPECTABILITY

6) I think that with comparison to other companiesirls in this field STROJIRNA-
TABOR provides quality of performed work:

0 = one of the worst 5 = the same asctitompetitors 10 = one of the best

Indicate number from 0 to 10:

7) | think that with comparison to other companiesirils STROJIRNA-TABOR has a
position / popularity / in its category:

0 =the last in its category 5 =the same astltempetitors 10 = leading position in
its category
Indicate number from 0O to 10:

8) I consider this company on the Czech market aisatis:
0 = absolutely not 5 = on average 10 = absolutety y

Indicate number from 0 to 10:

9) I consider this company on the foreign marketessrdble:
0 = absolutely not 5 = on average 10 = absolutety y

Indicate number from 0 to 10:
Eventually indicate on which foreign market:

10) The processes in this company are being develapeédnnovated to create better
value for customers:

0 = absolutely not 5 = on average 10 = absolutety y
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Indicate number from 0 to 10:

11)1 care about the overall development in STROJIRMYBOR (considering
economical part as well as inside processes):

0 = absolutely not 5 = on average 10 = absolutety y

Indicate number from O to 10:

12)1 care about good reputation of STROJIRNA-TABOR:
0 = absolutely not 5 = on average 10 = absolutety y

Indicate number from 0 to 10:

13) I respect STROJIRNA-TABOR with comparison to othempanies’ brands in this
field:

0 = absolutely not 5 = in the same way asatapetitors 10 = absolutely yes

Indicate number from 0O to 10:

Eventually indicate for what you respect it:

(e.g.: good working conditions, good reputatiomavation, quality products and
services, good business relationships...)

ASSOCIATION/DIFFERENTIATION
14) 1 would link STROJIRNA-TABOR the most with:

a) High quality of production and assembly: g) Care about customers:
b) Strong personality of the shareholder: ) Ghod business relationships:
c) Tradition connected with good references: i) Image of the firm:

d) Production with respect to the environment:  Sppnsoring:

e) Service flexibility: k) Innovation:
f) Strong positions on the Czech market: Operation on the foreign markets:
0 = absolutely not 5 =1don’t know 10 = absoluteds

To each statement indicate number from O to 10
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15) 1 think that STROJIRNA-TABOR offers for its requiterice a value of performed
work:

0 = poor 5 = normal/average 10 = excellent

Indicate number from O to 10:

16) STROJIRNA-TABOR is qualified company in this field
0 = absolutely not 5 = on average 10 = absolutety y

Indicate number from 0 to 10:

17) STROJIRNA-TABOR is reliable company:
0 = absolutely not 5 = on average 10 = absolutety y

Indicate number from 0 to 10:

18) STROJIRNA-TABOR is different than other companiesinds in this field:

0 = completely the same 5 = similar 10 = completely
different

Indicate number from 0 to 10:
Eventually indicate in what it differs:

19) On a basis of the logo of STROJIRNA-TABC is the
company identifiable:

0 =not at all 5 =1 don’t know 10 = immediately

Indicate number from 0O to 10:

Indicate how you would describe the logo:

(e.g.: unreadable/clear, easy/difficult to rememisertable/unsuitable for the company,
nice/ugly...)

AWARENESS OF THE COMPANY’S BRAND/BRAND COGNITION
20) 1 am aware of long history and tradition of the gamy:
0 = absolutely not 5 =1don’t know 10 = absoluteds

Indicate number from 0 to 10:

21)1 consider to STROJIRNA-TABOR being generally knowthe Czech market:
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0 = absolutely not 5 =1don’t know 10 = absoluteds

Indicate number from 0 to 10:

22)1 consider to STROJIRNA-TABOR being generally knowthe foreign market:
0 = absolutely not 5 =1don’t know 10 = absoluteds

Indicate number from 0 to 10:
Eventually indicate on which foreign market:

23) STROJIRNA-TABOR informs its customers about newdurcts (production and
assembly):

0 = absolutely not 5 = on average 10 = absolutety y

Indicate number from 0 to 10:

It informs its customers through:

(e.g.: web pages, direct information from the shalder, advertising, exhibitions on
trade fairs, recommendations from other companies...)

24) STROJIRNA-TABOR uses promotional programmes to mamicate its value:
0 = absolutely not 5 = on average 10 = absolutety y

Indicate number from 0 to 10:

Eventually indicate what forms are used:

(e.g.: direct communication with the customerseiinfing about products and special
offers or technological innovations, advertisinghiitions on trade fairs, web pages,
production with respect to the environment, spoimgpr.)

25) Had you known this company before you starteddckvthere?

Indicate an answer yes or no:

26) Name other companies’ brands you would think dhis field:

COMPANY’S BRAND SPIRIT

27)Would you manage to describe what the basis vaifiSs§ROJIRNA-TABOR and

its vision and mission are? If so, please describe:
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28) Indicate the strengths and weaknesses of STROHRABOR according to your

opinion:
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Supplement No 7: Shareholder’s questionnaire

Czech University of Life Sciences in Prague
Faculty of Econ omics and Management Fereel Provozné ekonomické
 EMEDELSKA MSc - Economics and Management il fakulta
I VE

N RZITA V PRAZE

N O

<

QUESTIONNAIRE: BRAND PERCEPTION AND BRAND EQUITY OF THE
COMPANY STROJIRNA-TABOR FROM THE SHAREHOLDER'S POIN T OF VIEW

INSTRUCTION MANUAL.:

Please, evaluate the following statements on thke sif O to 10, the ends of the scale
express extremes:

0 = the worst / the least / absolutely not / absbjunegative view of the company

10 = the best / the most / absolutely yes / abslylgiositive view of the company

0 — 4 = abating negative feelings

The medial rate 5 = rather neutral attitude towdah#gscompany / on average / do not
know / the same as direct competitors of the compan

6 — 10 = increase in positive feelings

You can use the whole numbers from 0 to 10. Sousstgpns must be also answered
verbally, you can write more than one answer.

EMPLOYEES AND CUSTOMERS SATISFACTION/LOYALTY

1) I think that STROJIRNA-TABOR fulfils customers’ eggtations:
0 = absolutely not 5 = on average 10 = absolutety y

Indicate number from 0 to 10:

2) I would say that with regard to my last experieaue customers on the Czech and
Slovak market were satisfied:

0 = absolutely not 5 = on agevaot disappointed 10 = absolutely yes

Indicate number from O to 10:

3) I think that our recently gained customers willtde business with STROJIRNA-
TABOR again:

0 = absolutely not 5 =1don’t know 10 = absoluteds

Indicate number from O to 10:

4) STROJIRNA-TABOR provides good working conditioms fts employees:

0 = absolutely not 5 = on average 10 = absolutety y
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Indicate number from 0 to 10:

5) STROJIRNA-TABOR has got a good internal firm’stooé:
0 = absolutely not 5 = on average 10 = absolutety y

Indicate number from 0 to 10:

6) | think that the employees of STROJIRNA-TABOR aatisfied in this company:
0 = absolutely not 5 = on average 10 = absolutety y

Indicate number from O to 10:

7) I think that the employees of STROJIRNA-TABOR woutttommend working in
this company to others:

0 = absolutely not 5 =1don’t know 10 = absoluteds

Indicate number from 0 to 10:

PERCEIVED QUALITY/LEADING POSITION/RESPECTABILITY

8) I think that with comparison to other companiesiris in this field STROJIRNA-
TABOR provides quality of performed work:

0 = one of the worst 5 = the samdiact competitors 10 = one of the best

Indicate number from 0 to 10:

9) I think that with comparison to other companiesirils STROJIRNA-TABOR has
got a position / popularity / in its category:

0 =the last in its category 5 =the same secticompetitors 10 = leading position in
its category
Indicate number from 0 to 10:

10) I am proud of the company with comparison of ott@npanies’ brands in this
field:

0 = one of the worst 5 = the same as direct congpsti 10 = one of the best

Indicate number from 0 to 10:

Eventually indicate for what you are proud of:

(e.g.: good working conditions, good reputatiomavation, quality products and
services, good business relationships, econommatidpment of the company...)
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11) 1 consider this company on the Czech market aisatis:
0 = absolutely not 5 = on average 10 = absolutety y

Indicate number from 0 to 10:

12) 1 consider this company on the foreign marketessrdble:
0 = absolutely not 5 = on average 10 = absolutety y

Indicate number from 0 to 10:
Eventually indicate on which foreign market:

13) 1 care about good reputation of STROJIRNA-TABOR:
0 = absolutely not 5 = on average 10 = absolutety y

Indicate number from 0 to 10:

14) The processes in this company are being develapeédnnovated to create better
value for customers:

0 = absolutely not 5 = on average 10 = absolutety y

Indicate number from 0 to 10:

15) STROJIRNA-TABOR has being economically developed:
0 = absolutely not 5 = on average 10 = absolutety y

Indicate number from 0 to 10:

16) STROJIRNA-TABOR has been developing its insidecpases (management,
firm’s culture):

0 = absolutely not 5 = on average 10 = absolutety y

Indicate number from 0 to 10:

ASSOCIATION/DIFFERENTIATION
17)1think that STROJIRNA-TABOR is linked the mosttiui

a) High quality of production and assembly: g) Care about customers:

b) Strong personality of the shareholder: ) Ghod business relationships:
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c) Tradition connected with good references: i) Image of the firm:
d) Production with respect to the environment:  Sppnsoring:

e) Service flexibility: k) Innovation:
f) Strong positions on the Czech market: Operation on the foreign markets:
0 = absolutely not 5 =1don’t know 10 = absoluteds

To each statement indicate number from O to 10

18) 1 think that STROJIRNA-TABOR offers for its requiterice a value of performed
work:

0 = poor 5 = normal/average 10 = excellent

Indicate number from 0 to 10:

19) STROJIRNA-TABOR is qualified company in this field
0 = absolutely not 5 = on average 10 = absolutety y

Indicate number from 0 to 10:

20) STROJIRNA-TABOR is reliable company:
0 = absolutely not 5 = on average 10 = absolutety y

Indicate number from O to 10:

21) There is a reason to do a business with STROJIRRBOR and not with other
companies:

0 = absolutely not 5 = on average 10 = absolutety y

Indicate number from 0 to 10:
Eventually indicate the reason:

22) STROJIRNA-TABOR is different than other companiesands in this field:

0 = completely the same 5 = similar 10 = completely
different

Indicate number from 0 to 10:
Eventually indicate in what it differs:
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23) On a basis of the logo of STROJIRNA-TABC is the
company identifiable:

0 =not at all 5 =1don’t know 10 = immediately

Indicate number from 0O to 10:

Indicate how you would describe the logo:

(e.g.: unreadable/clear, easy/difficult to rememisertable/unsuitable for the company,
nice/ugly...)

24) Have you ever thought about any slogan which wgnitdthe company’s logo?

AWARENESS OF THE COMPANY’'S BRAND/BRAND COGNITION
25) STROJIRNA-TABOR has got a long history and traditio

0 = absolutely not 5 = on average 10 = absolutety y

Indicate number from 0 to 10:

26)1 consider to STROJIRNA-TABOR being generally knowthe Czech market:
0 = absolutely not 5 = on average 10 = absolutety y

Indicate number from O to 10:

27)1 consider to STROJIRNA-TABOR being generally knowthe foreign market:
0 = absolutely not 5 = on average 10 = absolutety y

Indicate number from 0 to 10:

Eventually indicate on which foreign market:

28) STROJIRNA-TABOR informs its customers about newdurcts (production and
assembly):

0 = absolutely not 5 = on average 10 = absolutety y

Indicate number from 0 to 10:

It informs its customers through:

(e.g.: web pages, direct information from the shatder, advertising, exhibitions on
trade fairs, recommendations from other companies...)

29) STROJIRNA-TABOR uses promotional programmes to mamicate its value:
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0 = absolutely not 5 = on average 10 = absolutety y

Indicate number from 0 to 10:

Eventually indicate what forms are used:

(e.g.: direct communication with the customerseiinfing about products and special
offers or technological innovations, advertisinghmitions on trade fairs, web pages,
production with respect to the environment, spoimgpr.)

30) Had you known this company before you starteddckvthere?

Indicate an answer yes or no:
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