
Příklady grafů marketingové analýzy trhu

Český trh – podíly 
(celkové prodeje ceny nebo kusy jednotlivé firmy)

13%

9%

49%

25%

4%
A

B

C

D
Other
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CZ– analýza konkurence – podrobné info



A SWOT analysis

Strenghts
High quality products
Innovator image
Leadership in AF therapies
Clinical contact HQ-centers (studies)
Established distributor 

Relationship distributor-physicians
Financial stability

Weaknesses
Slow business development in new accounts
Minimal relationship with hospital management 

(distributor)
No “systemic” marketing strategy implemented 

by distributor
Diluted effect of markting initiatives
No product differentiation
Minimal branding

Opportunities
High attractivity of new products for KOLs 

interested in clinical studies, highly 
educated staff

Introduction of new therapies: HF, C-series
Broad clinical programme:

Studies  with possibility to bring new 
indication

 HQ initiated Clinical Research experience
Registries

Organizational changes aiming to focus on 
new accounts

Threats
Uneven distribution of sales: 38% in 2 

customers in 2001
Possible pressure on pricing
Frictions coming from attacking current status 

quo (distributors and customers)
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