
„From Fans to Masses“
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Razvoj strategije repozicioniranja

1. Profil podjetja Elan

2. Princip “virusnega marketinga”

3. Strategija repozicioniranja



Elan

promet: 75 mio €

420.000 smuči, 220.000 snežnih desk,

200 jaht

tovarne: Slovenija, Avstrija

zaposleni: 1.000

distribucija: 28 držav - 94% izvoza

lastna podjetja v 100 % lasti:

Japonska, ZDA, Kanada, Nemčija, Avstrija, 

Slovenija

dobiček: 4,6 mio €, l. 2000

tržni delež: 7% svetovno, ponekod le 5% 

OEM: 20% smuči, 80% snežnih desk



Cilj

 na zasičenem trgu podvojiti promet v 5 letih



Princip “virusnega marketinga”

 osnovna izhodišča za razvoj marketinške strategije



Večanje oglasnega proračuna, 

padanje donosa
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Več oglaševanja – več pozabljanja

2.200
Oglasnih

sporočil

Na dan

44



„Intenzivnost“ ali „Odnos“?

44



Fans

Mass

Friends & 

Family

Early Adopters

B.Z.

Anonimno

Osebno

Princip virusnega marketinga

20%

80%

Oglaševalski proračun



Kaj kupujejo kupci?

objektivna

potreba

subjektivna

potreba

skupna

potreba

cena A dodana 

vrednost A

b.z. A

cena A



Kupec kupi izdelek z največjo 

dodano vrednostjo

cena B

b.z. A

cena A
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b.z. B
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subjektivna
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Kakšna je razlika med izdelkom in 

blagovno znamko?



€ -,29              € 1,49

Kakšna je razlika med izdelkom in 

blagovno znamko?



B.Z. = dodana vrednost

Dodana 

vrednost je 

zgodba 

izdelka



Smernice za razvoj strategije

Osredotočenje na to, kar delamo bolje od konkurence

Glavna naloga marketinga ni več:

zadovoljevanje potreb temveč prebujanje novih.

Osredotočanje na razlike med proizvajalci

Izgradnja avtentične marketinške strategije (izdelek, 

pozicioniranje, ciljni trgi)



Repozicioniranje b.z. 

Elan



Analiza b.z
osnovne vrednote Elana

Pregled ciljnih trgov + strategija
Od vrednot do strategije

Pravila b.z.
Vsakodnevno upravljanje b.z.

Potek



Analiza blagovne znamke



posebnost/

unikatnost superiornost

tipičnost

zgodovinska 

vrednost

razlikovanje

formalna 

pojavnost

Merila za razpoznavnost tvoje b.z.



Analiza trga



Prodaja alpskih smuči se je zmanjšala 

za 30 %

Source:  GfK 
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70 % trga pokriva 8 znamk

Source: SAZ Sportartikel 

Zeitung     27.11.2000, GfK
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Analiza konkurence:

- cenovno pozicioniranje

- logotipi & označevanje / tehnologije

- tekmovalci

- prednosti posameznih proizvajalcev



Rezultat:

Med znamkami obstajajo zelo majhne razlike



Indikator blagovne znamke

- pozicioniranje

Blagovne znamke so rezultat njenega zavedanja (I know you) in 

dodane vrednosti za kupca (I want you). 



dodana 

vrednost

(I want you)

zavedanje

(I know you)

Star BrandIn Brand

Out BrandNo Brand

panoga dominira

blagovne znamke

Indikator blagovnih znamka



Pozicioniranje blagovnih znamk

dodana

vrednost

(I want you)

zavedanje

(I know you)

Star BrandIn Brand

Out BrandNo Brand



Potencialne nove pozicije b.z.

dodana

vrednost

(I want you)

zavedanje

(I know you)

Star BrandIn Brand

Out BrandNo Brand

Elan se želi pozicionirati kot 

„In-Brand“



Analiza znamke Elan 



Vrednosti znamke

 dediščina

 unikatnost in enkratnost

 Pozicioniranje glede na konkurenco

 Formalno pojavljanje

Profil, ki kaže moč vrednosti bodoče blagovne znamke 
Elan



Osnovne vrednote Elana

Elan is focused on ski 
and snowboards

Elans history and roots 
are connected as 
authentic ski 
manufacturer.  

Elans conceptualised 
revolutionary 
innovations. 

Elans infrastructure is 
specialised on 
distribution of skis and 
boards. 

- reduced

- authentic

- basic

- spezialised

- focused

a) Slovenian

b) Real tech

c) Just skis & 

boards 



(a) Slovenija – od tod prihajamo



Slovenija – smučanje se je 

rodilo tu



(b) “Real tech” izdelki



“Real tech” izdelki



Elan je “Real tech”



(c ) Specializacija –

specialisti delajo boljše izdelke



Specializacija –

100% osredotočenost



Elan: 100 % strast, fokus,

vsa izdelava doma



Povzetek: jedro Elana



Elan “Brand Community”



Zur Anzeige wird der QuickTime™ 
Dekompressor “Foto - JPEG” 

benötigt.
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Elan Community



Ali Elan izpolnjuje želje in 

pričakovanja kupcev?



V študiji je bilo opredeljenih 20 glavnih potreb kupcev, ki vplivajo na 

odločitev o nakupu.

Razdelimo jih lahko v 2 skupini:

 Racionalne potrebe

 Emocionalne potrebe

20 glavnih potreb kupcev

Source: Roland Berger & Partner



Quality
Need for durability, 
reliability heavy duty 
performance,
effectiveness

Service
Need for competent and 
practical advice, 
uncomplicated 
information, need for 
sensitivity, respect and 
honesty

24/7 - Protech
Need for fast information  
and access, anytime, 
anywhere, independent, 
application of new/latest 
technology pro-
technological orientations

Comfort & Convenience

Need for additional 
comfort,
time efficiency, pro-active 
support

Customised
Need for maximum individuality,
involvement, controllable  
exclusivity, uniqueness,       
demanding flexibility and variety

Price Awareness
Rational awareness of 
value for money, 
generally open-eyed 
consumer behaviour 
pragmatism

Smart Shopping
Systematically seeking        
“value for money” 
Active bargain hunting,         
clever attitude

Total Cost
Systematic purchase 
decision governed solely by 
cost

Racionalne potrebe potrošnikov

Source: Roland Berger & Partner

Proven
Need for successful experience, 
maximum reliability, security, 
tradition, routine, discipline, 
perfectionism



Tranquil
Need for calmness,     
peace, relaxation,      
slowing down,    
destressing, avoiding 
stress, finding inner 
peace, regeneration

New & Cool
Need to set trends, joy 
of innovation, 
avantgardistic thinking, 
elitist attitude,
self-differentiation from 
the “masses”, role 
playing

Vitality
Need for physical 
and mental fitness, 
liveliness and 
mobility, freedom of 
movement, activity, 
initiative

Nature
Desire for harmony 
with nature, high 
ecological standards, 
holistic view, trust in 
the “power” of nature

Carefree
Need for spontaneity, 
playful diversity
Light- heartedness, 
“Hakuna Matata”,
“easygoing”, optimism

Fair
Desire not to exploit 
people or nature,
having solidarity and 
responsibility, high 
ethical standards, 
readiness for 
sacrifice and 
rebellion

Purism
Reduction to the 
essentials, simplicity,
minimalism, 
understatement

Classic
Need for timeless 
elegance and style, 
beauty, aesthetics and 
design, need for loyalty 
and latent sense of 
traditionalism

Clanning
Need to belong, 
warmth, team spirit, 
desire for acceptance 
in a group, spending 
time with 
friends or family
“Thrill & Fun”
Thrill, adventure and 
risk seeking, need for 
self definition, 
personal
challenge, rebellious 
escapism

Passion
Tenderness, loving & 
caring for persons or
things, idealistic 
standards, 
enthusiasm,
love for detail, 
narcissism

Source: Roland Berger & Partner

Emocionalne potrebe potrošnikov



R

+- N

Stimulation (E+)Solidarity (E-)

Price (R-) Solutions (R+)

E

Quality

Service

Technologie-

orientation

Comfort & 

ConvenienceProven

Price Awareness

Smart 

Shopping

Total Cost

Carefre

e

Clanning

Classic

Fair

Nature New & Cool

Thrill & Fun

Passio

n

Purism

Tranquil

Vitality

Indivuduality

E

N
Neutral point: The forces of the
poles are balanced at a relatively 
low level

Needs pole
E = Emotional
R = Rational
+ = More
- = Less

Source: Roland Berger & Partner

Needs group

110

Potrebe in vrednote kupcev tvorijo 

“geografski” zemljevid



Potrebe Elanovega ciljnega trga

9-10

7-8

5-6

3-4

1-2
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Price (R-)

E

Total Cost

Clanning

Nature

Thrill & Fun

Purism

Tranquil

Price Awareness

Fair

Vitality

E

N
Neutral point: The forces of the
poles are balanced at a relatively 
low level

Needs pole
E = Emotional
R = Rational
+ = More
- = Less

Technologie-

orientation

Indivuduality

Solutions (R+)

Service

Quality

Proven

Smart 

Shopping

Carefree

New & Cool

Passion

Comfort & 

Convenience

Needs group

112

Classic



R

+- N

Stimulation (E+)Solidarity (E-)

Potrebe, ki jih zadovoljuje Elan

E

9-10

7-8

5-6

3-4

1-2

Clanning

Classic

Fair

Nature

Thrill & Fun

Passion  

Purismus

Tranquil

Vitality

Solutions (R+)

Individuality

Comfort & 

Convenience

Quality

Service

Technology-

Orientation

Proven

Price Awareness

Smart 

Shopping

Total Cost

Carefre

e
New & Cool

E

N
Neutral point: The forces of the
poles are balanced at a relatively 
low level

Needs group

Needs pole
E = Emotional
R = Rational
+ = More
- = Less

Needs 

fulfiled by 

Elan

Price (R-)



Prekrivanje dejanskih potreb s tistimi, 

ki jih pokriva Elan
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Rezultat: Elan se mora pozicionirati 

bolj emocionalno



Nova Elanova pozicija je usmerjena v 

stimulacijo in ceno
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Carefre

e
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E
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Needs group
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E = Emotional
R = Rational
+ = More
- = Less

Needs fulfiled 

by Elan

Needs of the 

Elan Milieus

Price (R-)

Passion  

The new

positioning

“Thrill & Fun”    
Thrill, adventure and 
risk seeking, need for 
self definition, 
personal
challenge, rebellious 
escapism

Smart Shopping 
Systematically seeking  
“value for money” 
Active bargain hunting, 
clever attitude

Passion
Tenderness, loving & 
caring for persons or 
things, idealistic 
standards, 
enthusiasm,
love for detail, 
narcissism



Pravila blagovne znamke Elan



Kombinacija statike in dinamike

Elan Brand Rules

Elan  

Core Brand

Values+
-

creativity

Transitory Dynamics

Statika Dinamika



1. Elan je 100% osredotočen na smuči in snežne deske.

2. Vsak izdelek in marketinško orodje je jasno pozicioniran, 

enostaven za uporabo in pomeni korist za uporabnika.

3. Označevanje Elana je zeleno (lime green).

4. Izvajamo samo aktivnosti, ki podpirajo edinstvenost blagovne 

znamke. (Nič “me-too” izdelkov)

4 Elanove zapovedi (v svetovnem merilu):



Elanova strategija

1. Delaj manj ampak to dobro. (Core business)

2. Definiraj mednarodni „strateški izdelek “. Ustvari povpraševanje in 

priznanje z “zmagovalnimi” izdelki:

svetovno najboljša smučka Slalom Carver je SLX  (preverjeno v 

svetovnem pokalu + 40 let izkušenj)

3. Nenehno delaj na inovacijah, ki omogočajo boljše smučanje.

Edinstven izdelek, edinstvena tehnologija = FUSION

4. Marketing tehnologij = poudarja prednosti

Marketing kategorij = igra na čustva

5. Vsako leto ena inovacija

6. Delaj samo z ljudmi okuženimi z “lime green” virusom.



Proračunska strategija marketinga 

“fans to masses”

POS

Marketing

Consumer

Marketing

Fans

Mass

Early

Adopters

Friends &

Family

POI

Marketing

Community

Marketing

30% 10% 5%

10% 10% 5%

5% 5% 5%

0% 0% 0% 0%

0%

0%

0%



Kreativna izvedba

Passion

Izdelki & 

značilnosti

Simple, low tech, 

not 

overengineered, 

basic, essential

Elanov svet

Elan’s history, 

Elan’s roots,

Elan’s style,      

Elan’s position

Elanove stranke

Distributor/Agency

Retailer

Salespeople

End Consumer

Real tech



Elanova vizualizacija: 

limegreen – čista – unikatena

International Sales conference material (Sept. 2003) * changes possible *



Hvala za pozornost.


