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« 2001 - opustila Delvitéadu privatnich vyrohbkLev-ne
» 2002 - uveden&ada masnych produkt Extra kvalita
» 2003 -cerstve salaty ¢stoviny Esselunga

« 2004 - zmrzlina Haagen Dazs v 12 variantach

» 2005 - prémiove irské h@zi maso

» 2006 - uveden 350ty vyrobek BIO
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* Podil supermarkétse snizil (16%)

e Podil diskont se zvysil (22%)

 Hypermarkety si drzi svou pozici, ale jejichleitost stagnuje i
pres pokraujici expanzi

« Podil velmi malych prodejen je zatim stabilni

(Shopping monitor 2005/2006, Incoma Research, Gtbermarket and diskont 2006,
Incoma Research))
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2.5 WHY DO YOU PREFER JUST THIS STORE?
(three answers possible)
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Hlavni kriterium pro vyb ér nakupniho mista

O supermarket
O hypermarket
O discount stores

In % of shoppers
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freshness and quality of goods

price level

visible price tags

orientation in the store

quick shopping

assortment range

cleaness of the store

nice and willing staff

time accessibility of store

shopping environment

opening hours

tradition, habit

presence of Czech products

capacity of parking lot

possibility of cashless payment

accessibility by public |
transport

presence of branded products

customer services

loyalty schemes
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Pro¢ preferujete tuto prodejnu dle formatu

357
301

O supermarket
B hypermarket
[ discount storgs

In % of shoppers

high quality of fresh food
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Hypermarkety a diskontiet€zce komunikuji az na vyjimky

vyhradré cenu
Supermarketyezko mohou konkurovat cenougsto take

komunikuji hlavig cenu

Pozice supermarkieje proto nejasna. (Slovy zakaznika:
,Proc¢ bych nel platit vic nez v diskontni prodejra za mensi
vybér nez je v hypermarketu®)
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e Jasr diferencovat Delvitu oproti hypermarket a diskonim
 Vyrazrée komunikovat dvody, pr@& nakupovat v Delvi:
Delvita nabizicerstvé zbozi nejvyssi kvality
Nakup je pro mé pohodiny, dostupny a rychly

Vyrobky jsou za dobrou (férovou) cenu
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high

satisfaction

low

1.9 COMPARISON OF IMPORTANCE OF INDIVIDUAL FACTORS AND
SATISFACTION WITH THEM

Delvity

presence of branded Qroducts [ ] M quick shopping
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(Shopping monitor 2005/2006, Incoma Research, GfK)
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1. OdIliSit se od diskonii

Hlavni diferenciator

Pohodli a sika sortimentu,
kvalifikovany zakaznicky
servis

2. Odlisit se od hypermarkef

Hlavni diferenciator

Blizkost a rychlost nakupu,
kvalifikovany zakaznicky
servis
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2V Delvité si mohu den&vybirat z kvalitnihaserstvého

= zbozi za rozumnou cenu. Tim dostavam nejlepSi hodnotu,
5 za své penize. =
O v s p , ; o~ . ., , N
< (Je to otexenda hra: Zakaznik vi, ze kvalita stoji trochu vic o
ad , , , : =<
= anemas tim problem, pokud nezklameme jékérdl...) =
= 5
o, , 9 « , v v s —
2 Navic nt za kazdou nav&tu n¢jak odneni: c
“_E kvalifikovanym servisem, darky, inspiracit receppod. 3*§
S (Rozumi tomu, coethji a zakaznika si likaji) oY
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» Delvita jako prvni zaujme pozici sehl@lomeého moderniho obchodu
s kvalitni nabidkowerstveho zbozi
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Kvalita v komunikaci

Komunikace pozice zné&ky

Prostednictvim rozeznatelné kategoterstvého zbozi:
o Delvita nabizi nejlepsi ge/o
« Delvita nabizi nejlepsi ovoce a zeleninu
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Ukazka z pripravované komunikace

TV Spot
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milujete ¢erstveé p&ivo?
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bo jen tak?
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do kirupava propetené bagetky?
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maji u vas v obchoda takove p&ivo?




LepsSi chw’ a kvalita




