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Hirnev

® Annak eredmenye, amit teszel, amit mondasz és
amit masok mondanak rolad.

® Kozismertseg,
® Kozmegbecsuiles, koztisztelet
® Kozvelekedes,

megertést és tamogatast nyerjen és befolyaso

®A PR a hirnevet gondozza azzal a cellal, hogy
AR : Ja
a velemenyt es a viselkedest.



SZEREPLES, PUBLICITAS — IMAGE |« TETTEK, TELTESITMENY

AMIT MONDASZ . AMIT TESZEL

AMIT MASOK MONDANAK ROLAD



A HIRNEV VAGYONKENT ERTELMEZHETO
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Marketing 1.0, 2.0 és 3.0 6sszehasonlitasa

Marketing 1.0
Termék-kozpontu
Marketing

Marketing 2.0
Fogyaszto-orientalt
Marketing

Marketing 3.0
Ertékvezérelt
Marketing

Cel

Hajtoer 6

Hogyan latjak a cégek
a piacot

Kulcs marketing-
koncepcio
A cég marketing irdnya

(Vevd)Erték-ajanlat

Fogyasztoval valo

Termék eladasa
Ipari forradalom

Tomegfogyaszto fizikai
szukségletekkel

Termékfejlesztés
Termékspecifikacio

funkcionalis

One-to-many transaction

Fogyasztéi elégedettség
€s megtartas

Informécids technolégia

Intelligens fogyaszté
esszel és szivvel

Megkulonboztetés
Cég és termék
pozicionalas
Funkciondlis és
emocionalis

One-to-one relationship

Jobb hellyé tenni a
vilagot
Uj generéacios technoldgia

Az egész emberrel
ésszel, szivvel, lélekkel

Ertékek
Cég kuldetes, jovokeép
és értékek

Funkcionalis,
emocionalis és spirituélis

Many-to-many collaboration




Marketing 4.0 = Valtas a tradicionalis es a digitalis marketing kozott

3. Szint
engagement

Digitalis marketing

~Connectivity” marketing megkozelites
Customer Community Confirmation
Brand Clarification

Marketing mix 4C (co-creation, currency, communal
activation, conversation)

Collaborative Consumer Care

2. 5zint
experience Tradicionalis marketing

-stratégiai szegmentalas, pozicionalas
-marka pozicionalas + differencialas
-tradicionalis marketing mix (4P) + értékesités megkdzelités
St -értékalkoto szolgaltatasok + folyamatok

enjoyment

ADVOCATE

A's = New customer path - O Zone (own, othet, outer) (az AIDA, 4A (aware, attitude, act, act again) helyett)

Kotler,P.-Kartajaya,H.-Setiawan, |.(2017): Marketing 4.0 - John Wiley + Sons alapjan



Hirnev alapu ertekelesek




Fortune/Roper Corporate Reputation Index

® http://fortune.com/worlds-most-admired-companies/

® companies in each (25) industry, a total of 680 in 29 countries

® A megkérdezettek vezeté menedzserek, igazgatok és elemzok, akiket az iparaguk vezetd cégeinek
megnevezésére és a megadott tulajdonsagok alapjan torténd értékelésére kértek. A rangsor kilenc,
hirnévvel kapcsolatos tulajdonsag o-tol 10-ig torténd értékelésén alapul. Ezek az alabbiak: 1.a
menedzsment mindsége 2.a cég pénzigyi hire 3. a termékek és szolgaltatasok mindsége 4. a
tehetséges munkaerd vonzasanak, fejlesztésének és megtartasanak képessége 5. a cég értéke
hosszU tavy befektetésként 6. innovacios kapacitas 7. a marketing min6sége 8. kozosségi,
tarsadalmi és kornyezeti felel6sség vallalas 9. a cég eszkozeinek felhasznalasa

Forbs Most Reputable Companies 2017

® https://www.forbes.com/sites/karstenstrauss/2017/02/28/the-worlds-most-
reputable-companies-in-2017/#766f46072fe3

® in seven categories: products & services, innovation, workplace, governance,
citizenship, leadership and performance.



http://fortune.com/worlds-most-admired-companies/

1. Apple Computers

2. Amazon Internet Services and Retailing

3. Alphabet Internet Services and Retailing

4. Berkshire Hathawaylnsurance: Property and Casualty
5. Starbucks Food Services

6. walt Disney Entertainment

7. Microsoft Computer Software

8. Southwest Airlines Airlines

Q. FedEx Delivery

10.JPMorgan Chase

Megabanks
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Forbs Most Reputable Companies 2017

Rolex
LEGO Group
The Walt Disney Company

Canon

Google

Bosch

Sony

Intel

Rolls-Royce Aerospace
Adidas

Microsoft

BMW Group
Michelin

Levi Strauss & Co.

Nike, Inc.

80.38
79-46
79-19
78.28
78.22
78.13
7774

77-74
77-66

77-27
77-12
76.93
76.75
76.70

75-74

10



Harris Poll: The 2017 Annual Corporate Reputation Survey Results
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A BrandZ - A legertekesebb globalis markak Top

Helyezés
2017

O O OO &~ W N R
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Marka

Google
Apple
Microsoft
Amazon
Facebook
AT&T

Visa
Tencent
IBM
McDonald’s

10-es listaja, 2017

Kategodria

Technoldgia
Technoldgia
Technologia

Retail

Technoldgia
Telekommunikacio
Payments
Technoldgia
Technoldgia

Gyorsétterem

Markaérték 2017 Markaérték Helyezés

(milliard dollar)

245,581
234,671
143,222
139,286
129,800
115,112
110,999
108,292
102,088

97,723

valtozas

+7%
+3%0
+18%
+41%
+27%
+7%
+10%
+27%
+18%

+10%

2016



Top 100 Ranking

Az Interbrand szervezet 2000 6ta adja ki a vilag legértékesebb cégeit tomoritd, Best Global Brands nevU szazas listajat.
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Anholt-GfK Nation Brands Index

Public opinion about national government competency and fairness,
as well as its perceived commitment to global issues.

The population's reputation for competence,

openness and friendliness and other qualities The public’s image of products and

such as tolerance. services from each country.

Nation
Brands

Global perceptions of each nation's

; I 5 5 The level of interest in visiting a country
heritage and appreciation for its

and the draw of natural and man-made
contemporary culture.
tourist attractions.

The power to attract people to live, work or study in each
country and how people perceive a country’s quality of life

and business environment. The Nafion Brandg Heszagon © 2000 Simon Anhoft

The Anholt-GfK Nation Brands Index>M (NBI>M) helps governments, organizations and businesses understand,
measure and ultimately build a strong national image and reputation. It measures the power and
quality of each country's ‘brand image' by combining the following six dimensions




Score change

Nation 2017 rank 2016 rank 2017 vs. 2016
Germany 1 2 +0.99
France 2 5 +1.56
United Kingdom 3 3 +1.27
Canada 4 4 +0.96
Japan 4 7 +2.12
United States 6 1 -0.63
Italy 7 6 +0.74
Switzerland 8 8 +1.34
Australia 9 9 +0.76
Sweden 10 10 +1.30

NBPV
large:

gcg;_el%gnges: minor change: +/-0.26-0.50;, medium: +/-0.51-1.00;
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Anholt-GfK City Brands Index>M

The study evaluates the power and appeal of each city’s image, providing a
holistic and detailed perspective based on six key dimensions:

® Presence (the city’s international status and standing)
Place (its physical outdoors aspect and transport)

Prerequisites (basic requirements, such as affordable accommodations and
the standard of public amenities)

People (friendliness, cultural diversity, how safe one feels)
Pulse (interesting things to do)

Potential (the economic and educational opportunities available).



Anholt-GfK City Brands Index>M

2017 rank

City

2015 rank

Score change 2017

vs. 2015
1 Paris 1 +0.51
2 London 2 +0.52
3 Sydney 4 +0.97
4 New York 3 +0.67
5 Los Angeles 5 +0.91
6 Rome 6 +0.65
7 Melbourne 9 +1.64
8 Amsterdam 8 +1.36
9 San Francisco n/a +n/a
10 Berlin 7 +0.75

C
1

BI°M scores rangleoféom 1-100. Score changes: small: +/-0.26-0.50; medium: +/-0.51-

.00; large: > +/-
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MERCER’'S 19TH QUALITY OF LIVING RANKING

Mercer evaluates local living conditions in more than 450 cities surveyed worldwide. Living conditions
are analysed according to 39 factors, grouped in 10 categories:

1. Political and social environment (political stability, crime, law enforcement, etc.).
2. Economic environment (currency exchange regulations, banking services).
3. Socio-cultural environment (media availability and censorship, limitations on personal freedom).

4. Medical and health considerations (medical supplies and services, infectious diseases, sewage,
waste disposal, air pollution, etc.).

5. Schools and education (standards and availability of international schools).

6. Public services and transportation (electricity, water, public transportation, traffic congestion, etc.).
7. Recreation (restaurants, theatres, cinemas, sports and leisure, etc.).

8. Consumer goods (availability of food/daily consumption items, cars, etc.).

9. Housing (rental housing, household appliances, furniture, maintenance services).

10. Natural environment (climate, record of natural disasters).

sinessinsider.com/mercer-2017-quality-of-living-worldwide-city-rankings-2017-3/#2-zurich- 28

-city-is-known-as-the-countrys-economic-and-cultural-hub-which-regularly-tops-not-just-mercers
-well-for-being-one-of-the-best-places-to-live-in-the-world-22

-list-



& MERCER
2017 QUALITY OF LIVING RANKINGS mercer.com/s/qol

Trends in Global Quality of Living: Top 10 Cities vs. Bottom 10 Cities

Westaern European cities continue to surpass the rest of the world when it comes to expatriate gquality of fiving.
by taking 8 of the top spots in Mercer's annual rankings. On the other end of the spactrum, developing, unsafte,
and war—torn cities in the bottom of the rankings.

TOP 10 CITIES™

Vienna, Austria
Zurich ., Switzerland
Avckland, NMew Zealand
Munich, Garmany
Vancouwver, Canada
Duss=ldorf, Germany
Frankfurt, Germany
GCaneva, Switzeriand

1
o
3
4
s
(<3
-
8
<]

Copenhagen, Denmark

=
#]

Basel, Switzerland

4
a

Sydney, Australia

BOTTOM 10 CITIES

229 Conakry, Guinea
Kinshasas, DR Congo
Brazzawvilla, Congo
Damascus, Syria
N'Bjamena, SChad
Khartoum, Sudan
Port au Prince, Haiti
Sana'a, Republic of Yamen

Mercer's Quality of Living ressarch assists multinatiomnal organizations to Bangui, Central African
compeansate employess Tairly when placing them omn international assignments Republic

Baghdad, lrag

*Top 10 rankings shown. some cities may be tied.




A magyarorszagi Forbes torténetében el6szor
a legertekesebb magyar youtuberek listaja

1. magyar Youtube-sztarnak a technologiai eszkozoket tesztelo The VR
csapata bizonyult

lllllll

. zenei parodiakkal ismertséget szerz6 duo, Pamkutya
- negyedik helyre ért oda Magyarosi Csaba blogger,

. az otodik helyen Csecse Attila szerepel.



_A YOUTUBE CSILLAGAI
FENYESEBBEN RAGYOGNAK

8. PALVIN BARBI

o, HOSSZU KATINKA

T SEBESﬁéH BALAZS

13. RADICS GIGI

16. VAS:I";I_B CcsABA

AT I_!PTA_!"GLA.UDIA =,



_A YOUTUBE CSILLAGAI
FENYESEBBEN RAGYOGNAK

T. PAM

<. SEBEST‘I’EN BALAZS

s

A7. UNFIELD
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FORBES - LEGERTEKESEBB MAGYAR CELEBEK 2017

A rangsort a Forbes a pénztermel6 képesség, a tartalmassag és a profizmusmellett a
kdzosségi median belili aktivitas 6sszevetésével allitotta 6ssze, munkajukat
médiaszakemberekbdl allé zsdri segitette.

Sebestyén Balazs, mUsorvezet6

Ordog Noéra, misorvezet6

D. Toth Kriszta, sajat portalt Uzemeltetd, msorvezetd
Majka, repper, misorvezeto

Alfoldi Robert szinész, rendezo,

Liptai Claudia szinésznd, misorvezetd

Tilla mUsorvezetd

Kiss Adam humorista

E— O W

Kasza Tibor mUsorvezeto, énekes

10.Hajos Andras médiaszemélyiseg
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K6szonom a figyelmet

piskoti.istvan@gamf.uni-neumann.hu

www.piskotiistvan.hu




