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MAPKETUHIOBA CTPATEI'NA N
MPOLUECHT HA NPOOAXBUTE




CbAbPXAHUE

BbaeleTo Ha nasapa n rno6anmMsauusaTa

YcTtaHOBsiIBaHe Ha rmo6anHnTe MapKeTUHroBMU
uenwu

PaunoHanunisunpaHe Ha npoueca 3a npoaaxxowm
[Mon3u 3a KnuneHTa

CermMeHTHMU KnneHTu

TexHonorus

KoHKypeHTHa Harnaca

OO6xBaT Ha KOHKYPEHTHUA na3ap
[Mo3MUMOHHO NpeanMCcTBO

OnpenensHe Ha MapKeTUHroBaTa cTpaTerus




. bbAaelweTo Ha nasapa u
rnmodoanusaumusaTa

MexayHapoaHa ekcrnaH3usa — 4pe3 upMeHo npuaobmBaHe wunu
aganTypaHe Ha CblUeCcTBYBaLUM MPOAYKTU WU YCNYrM KbM MECTHOTO
TbpCEHE MOXE fa OoBefe o0 pparMeHTUpaHe Ha nasapa.

[pn dmpmeHoTo npuaobuBaHe, BCSKO MPeanpuUaTUE TbpryBa CbC
COOCTBEHMS CU AaCOPTUMEHT NPOAYKTU U YCRYrn, NPUCNOCOBEHN KbM
XapakTepHUTe 0COOEHOCTN Ha CbOTBETHUSA Nasap.

dparmeHTMpaHeTo Ha nasapa [OOMbIHUTENTHO Ce YCIOXHSIBA OT
pasnuumaTa B pexuma Ha paboTta B OTAENHUTE nasapu.

Pa3snokbcaHMAT XxapakTep Ha onepauuuMtTe M Jnuncarta Ha
KoopAMHauusa mexay npeanpusaTusaTa reHepupa TPY4aHOCTMU:

[dybnupaHe Ha Tpyaa.

[Yy6AT ce Bb3MOXHOCTWU 3a MpeHacsiHe Ha onuT OT efdHa nasapHa
cpena B apyra.

Pasnuunata B NpoayKToBUTE NMHUW, HAaMMEHOBaHWE Ha TbproBckaTta
MapKka 1 peknamMHuM TeMU OT CTpaHa [0 cTpaHa MoraT ga goseaar Ao
0O0bpKaHM MpeacTaBy KakTo Ha KOpnopaTMBHO W MPOAYKTOBO HUBO,
Taka U Ha paBHULLE TbProBcka Mapka.




l. YcTaHOBAABaHe Ha rinoooanHuTte
MapKeTUHIroBMU Lenun
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- HeedmkacHocTute n oybaimpaHeTo reHepmpaHu oT efHa
CUCTEMA Ha HaUMOHANHW NpeanpusaTus, Hapea C pacTslmns BbHLIEH
HATUCK 3a Na3apHa WUHTerpauus, HacbpyaBaT NMPUEMAHETO Ha
rnobanHa opuMeHTaums KbM Cb3laBaHe Ha CTpaTerus.

. Bce noBeue (¢pmpMu onepupat Ha rnobaneH npuHUMN,
aHrakmpaHocTTa C MeXayHapoAHWUTE nasapu ctaBa o6e3aTenHo
ycnoBue 3a eheKTUBHO KOHKYpPUPaHE Ha Te3M Nnasapu.

« AHra)>xmpaHeTo B reorpadCckm pa3npbCHAaTHU Na3apm ce
pasrnexaa KaTto CpeACTBO 3a CHMUXKaBaHe WK yrnpaBfieHne Ha
PUCKOBETE Ha MaKpo-cpeaaTa 1 ornepaTMBHUTE PUCKOBE NOCPEACTBOM
reorpacka AMBepcn@uKouns 1 upe3 yrpassieHne Ha
CTpaTermyeckaTa r.BKaBOCT.




Ill. PauMmoHanunsnpaHe Ha npoueca
3a npoaaxowu

- AnroputTbMa Ha npoueca ce cBexaa Aao:.
v llon3u 3a KnueHma

v CeaMeHmMHU KrnueHmu

v TexHosnozaus

v CmoUuHoCcmHa eepueaa




v Mon3u 3a KnueHTa

[OBunxeHneTo Ha xopa, CTOKM N MHPOpMaLIUS OTBb/ HaLMOHANHUTE
rpaHnLM € NPUrNyLINIIO onpeaeneHn HaunoHanHn npeanoYmTaHns u
MOZenu Ha noBeaeHue.

MexxayHapoagHaTa eKcrnaH3us Ha MHOro KopriopaLmu, nnacupatim
NPoOaYKTUTE N MapKUTE CU MO CBETAa, 3aeHO C pa3BUTUETO Ha
MeXAyHapoaHUTE KOMYHUKALIMOHHN BPBb3KN U pasnpoCTPaHEHNETO
Ha MeXayHapoaHuTe Meaun ca CTUMYnMpanu no-ronsma obLHOCT B
NnoTpebuTenckuTe NpeanoYnTaHms Ha peavua NpoaykToBKU nasapu.

PacTeXbT Ha roneMmte MHOroHaUMOHarH1 Kopnopaumm ¢ onepaumm
Mo Lenusa CBAT € Cb3aan HOBU BUOOBE TbPCeHE Ha NPOAYKTU U
yCIyru.

OedunHnumaTa Ha NnpeaMeTa Ha AeMHOCT TpsIbBa Aa KOHKpeTuanpa
KOU U KOJKO OT Te3W pas3nn4yHu BUOOBE ThbPCEHe MMa HaMepeHue aa
obcny)kBa Ha CBETOBHUTE nasapu. YecTto ToBa e TACHO CBbP3aHO C
onpeaeneHMeTo Ha Kou NasapHN CErMEHTU Bb3HaMepsiBa Aa ce
npuuenw.




v CermMeHTHHu KnueHTu

HapacHanoto o6BbLp3BaHe Ha KOMyHUKaUMNTE U MOBUITHOCTTA
N3BBbH HaLUMOHaNHUTE rpaHnuLmM BoAn OO nosiBaTa Ha MNo-KOMIMNEKCHN
MOAENN Ha Na3apHO CErMeHTUpPaHe.

Moaenute Ha nasapHa cermeHTauusa ce xapaktepuampar ¢ 2
CTpaHu:

- [eorpadcknsi obxBaT Ha nasapa
- CrteneHTa Ha nasapHa 06Bbp3aHOCT

CermeHTUTE MOXE [a ca HaLUWOHAaIIHMU UMK JOPU OrpaHNYeHn ao
onpegeneHa obnacTt B paMKUTe Ha egHa cTpaHa.
CTeneHTa Ha cerMmeHTaLUA MOXe Ja Bapupa OT eauH panoH 0

Lpyr.
Ha Hakou Nna3apun Morat fia ce orpegendar cermeHTn, KOUTo Ca
B3aMMHOCBbLP3aHU U3 CTPaHUTE UIN Na3apute.
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v TexHonorusi

TexHonorusita ooxsatua cnegHuTte dasu :

- [Tbpeama ¢ha3sa ce rpmxmn 3a NOTPeOHOCTTA OT aganTupaHe
Ha TEXHOJSIOMMATA KbM MEXAyHapOoaHUTE rnasapu

- @a3aTa Ha eKcnaH3nAa Ha MeCTeH na3ap ce rpnxun 3a
YMEHUNETO [a Ce UIINO0JI3Ba JIOCTa Ha TEXHOJIOTUATA IMpe3
NMPOAYKTUTE U NPOAYKTOBUTE JINHNN.

- BbB pazaTa Ha rmob6anHa paumoHanusauma ppmarta
dookycupa BHUMAHUETO BbPXY TEXHOSIOMMSA, KOATO MOXe da ce

NPOCTpe Had HaLuWOoHamnHu rpaHuUu n ga u gaae Bb3MOXHOCT
na cHabasiBa MHOrobpomnHn nasapu no CBeTa.




V. KOHKypeHTHa Harnaca

- HapacTBaHeTO Ha KOHKYpeHUuUuATa B rnobdaneH nnaH 3aegHo ¢
obpasyBaHeTO Ha perMoHasriHu 6110KoBe 3a TbProBus u
NHTErpauusita Ha nasapuTe No cBeTa nogckassart NnoTpebHOCT OT
npuemaHe Ha rnobanHa opueHTauums.

- TbW KaTo KOHKYPEHTHUAT HaTUCK Ce 3acuriBa Mo cBeTa, BCce Mno-
peLlaBaLlo CTaBa Bb3NnpueMaHETO Ha NPo-akTUBHAa no3a npu
pa3paboTBaHe Ha rnobanHa KOHKYpeHTHa ctparterus. [lo-
cneuuanHo, TpsibBa ga ce obMUCIAT n3npeBapBally X040Be U Ja ce
BbPBM KbM CUSTHA KOHKYPEHTHA No3numsa B A bArOCPOYEH MiaH.

- Knwo4yoBuTe acnektn Ha KOHKYypeHTHaTa Harnaca ca:
- 06x8am Ha KOHKYpPEeHMHUS rnasap
- MO3UUUOHHO rpedumMcmeo




v O6XBaT Ha KOHKYPEeHTHUSA na3ap

KriiouoB acnekT Ha KOHKYpeHTHaTa Harnaca Ha dpypmarta Ha
rnmobanHma nasap e obxeaTta Ha onepaumute 1 rno ceeta. Onpegenar
ce ABe U3MepPeHUs:

- reorpadpckmsa ob6xBaT Ha onepaumnTe Unu TeEPEH, Ha KOMNTO TS
n3dupa ga ce KOHKypupa;

- Kpbra NpoayKTOBM Nnasapu 1 yCryrn Ha KoMTo LLie Ce KOHKypupa.
dunpmarta TpsibBa Oa pewm ganu ga ce KoHKypupa B npeanpuaTms
CbC CbLUMS NPOAYKT B pasfinidHK CTpaHu Nno ceBeTa unu ga

anBepcnnLmpa KOHKYPEHTHUTE PUCKOBE KaTo Ce KOHKYpupa B
NpeanpusaTus ¢ pasnuyHn NPOAYKTH.




v' MO3NLMOHHO NpeanMCTBO

BaXkeH acnekT Ha KOHKYpeHTHaTa Harnaca Ha pypmara e
€CTECTBOTO Ha MNO3MLUMOHHOTO U NPEANMCTBO N0 OTHOLLEHWE Ha
KOHKYpeHuusiTa n. PbKOBOACTBOTO TpsibBa Aa onpeaernu Kak aa
N3roJsi3Ba JyiocTa Ha ToBa NPEANMCTBO 3a [a Ce KOHKypupa no-
eekTuBHO Ha rnobanHuTe nasapu.ToBa U3NUCKBaA onpeaensHe Ha
KIMOYOBUTE KOHKYPEHTU N OLEHKA Ha NpeauMcTBaTa u
HegoCcTaTbLUUTE MM Ha nasapuTe B CBETA.

BtB pazaTta Ha HauuMoHariHa nasapHa ekcnaH3una dpupmara
KOHLEHTPMPA BHUMAHNETO OCHOBHO BbPXY MeCcTHaTa KOHKypeHUMS

BB ¢pazaTa Ha rmobanHaTa pauuoHanu3sauus akUeHTbT ce
N3MecTBa KbM ApYyru rnobanHu nnn permoHanHn KOHKYPEHTU, KOUTO
Ce KOHKYpupaT Ha CbLMTE NN CXOOHW reorpadCkn 1 NpoayKTOBU
nasapwm.




V. OnpepensiHe Ha MapKeTUHroBaTa
cTparterus

- CTpaTternyeckusa ygap onpenens nocokata Ha doupmarta Ha
rnmobanHnTe nasapu.

- HamepeHuaTa n uenute Ha pmpmaTta OTHOCHO rriobanusaunara Ha
onepauunte, pegednHUPAHETO Ha NpeamMeTa U Ha JENHOCT,
onpenenaHeTo Ha OCHOBHUTE W KOMIMETEHLUN U KOHKYPEHTHaTa 1
Harmaca gaBaT OCHOBHMUTE napamMeTpu 3a onpeaenigaHe Ha
cTpaTtern4yeckud v yoap.

. CTpartermyeckusiT yaap AaBa He caMo rnocokaTa, HO U
HENPOMEHNUBOCT Ha LenTa. [Jobpe 3aMUCNEHNAT CTpaTENMYECKU
yaap e Aage Ha coupmaTa YCTOMYMBO KOHKYPEHTHO NPpeauMCTBO U
siCHa NocoKa 3a aTakyBaHe Ha rnobanHuTe nasapw.




JNnYEvi npoaakon

1. ChlUIHOCT V1 3HaYeHwne.

2. lexHomoernsa Ha JnYEnTE MpoaaKon.

3. Kinacnmykallys Hal ThproBCKUTE HPEACTaBTENN.
4, XapaKTepycivika Hal ThbproBCKkuTe NpeaciaBymeu.

5. 3aAb/MKEHNS 1 OTTOBOPHOCTV Ha ThPrOBCKUTE
NPEACTaBUTENMN.

6. JviaamnyeH noaxoa.




1. ChLHOCT U 3HAYEHNE

s JInuHata nmpoAaxba e CpeAcTtBo 3a [AMPEKTHa
KOMYHWKALWS, MBHOM3BaHO OT WHTEPaKTNBHNS
MapKeTnHr. Onpeaend ce KaTo YCTHO MNpeAcTaBaHe
Ha CTOKaTa B MNPOABL/MKEHNE Ha pPasroBopa C eanH
Wiy HIKOJIKO  HOTEHUMamHM  KynyBauvmi € Len
VBBBLPIUBAHE Ha npoAaxbata. [Ho  To3m HaumH e
Hanvile CPEe[CTBO 3al YClaHOBIBaHE Ha MiaHpaHy
B3aVIMOBPB3KM € KynyBada W HEerNnocpeaciBEHO
NBBBLPILUBAHE Ha MMACMEHTHW onepauvv. JinyHama
npoAakba €& [MpoLlec Ha  MexayindyHocTHa
KOMYHVKaLWS [PV KOSATO NPEANPUFTNETO B JINLIETO
Ha  CBOWUTE [peAcTaBuTenv Ha  npoaaxkéute,
OTKpVBA W 33[0BOJISIBA HYXXAUTE Ha KYnyBauuTe,
KOETO BOAW [0 B3aWMHa AbMAFOCPOYHa W3rofAa 3a
[IBETE CTPaHM.




IHan- nanon3BaHama AeyHLNSG e:

= JInyHata npoaa)kb6a B
6nzHeca  Moxe pOa ce
aedvHvpa Kato gopMa Ha
KOMYHUKaLns nvuye B
nuue”, npm KOSTO
TbPrOBCKMAT HNpeacraBuren
ce onurtBa p[a  ybean
NMoTEeHUMasiHMa KynyBad Aa
Kynwu CToKaTa Ha
npeanpmaTtmero, KoeTto TOoW
npeacraensaBa. [lIipy TO3M
HEernocpeacTBeH KOHTAKT ce
AaBa MHMOpMaLMS,
KOHCYyNnTauusa Wan YCayra,
Hensuia CTUMyaMpaHe Ha
npoaa)xburte




JiInyHaTa npogakba nvia CbLIECTBEHO 3HAYEHME

3a LAaliociHana NKoHOMWKa nopami.

s CrymMynvpa NpoayKToBaTa VHOBALWS, b/ KaTo € HannLe
obpaitHa Bpb3Kal C MoTpebuTennte, ¢ TExXHTE NpobRaeMn,
XenaHvsd, KoUTo Ce NPEeAoCcTaB4T 3a Pa3pellaBaHe oT
NHXXEHEPUTE Ha MPEANPUSTETO.;

s [loollpsBa KbM [0 - BUCOK ClaHaapT Ha >X1BOT
HOTPEDVTEnNTE, NPEAOCTaBs MM borala MHMhopMaLns 3a
MPO/AYKTa, 338 HEFOBMTE MPEAVMCTBA npy YroTpeba,
KOVITio) MOIra ia Y/AOBMETBOPAT BCMUKM Bb3HMKHaN
XEenaHms;

s, [loBMllaBa akTMBHOCTTA B BM3HECA Ha CNOXHW Wi CKbAW
TEXHNYECKM NMPOAYKTM, KaTo CbLUEBPEMEHHO MpeaA/iara
LUNPOKa FaMa OT U3AES.




OcHOBHUTE 3agayn Ha JINYHUTE NPOoOaKON
CE cBeXxaaT ao:

s, paboTa C nopbyky — CBbP3aHal € c 06paboTBaHE Ha CTaHAAPTHY M
[OBTOPHW MOPBYKN Ha KIAVEHTUTE, KAaKTO M C TSIXHOTO MNCMEHO
OMOPMSHE Y MPEAOCTABSIHE Ha XXEMaHWTE NPOoaAyKTN. TE3N
MYHKLUMW CE VBNBAHSABAT OT [IPAEMELUNTE [IOPBYKY. .

s OCBlIECTBIBaHE TBOPUECTBO) B MpoAaXxbyTe — 03HadaBa, Ye
THPrOBCKUTE MPEACTaBuTeny Tps6Ba Aa TPCSl NOAXOAN KbM
HoTpebymenvme, Aa pasbypat TeEXHUTE HY>KAW, Aa VM Ce
[PENOCTABSA HEOOXOAVIMaTa MHMOPMaLVA Vi ial CE OTKPYIBaT HOBY
kymyBaydn. C lgnata Tasy AENHOCT Ce 3aHVMaBaT ThpCelyTE
[IOPBYKY,

= MVCVIOHEPCTBO B MpoAaXxbute — 13passdBa ce B A0OpoTo
OTHOLLUEHME W FPVIXW KbMI NOTPEDUTEANTE CEA NoKYymnKa Ha
AafeH npoaykT. OcnrypsiBa ce MOHTaX Wi APy noc/eaBallmy
NEVNHOCTMW, KOHCYATaLWMW, PELIaBaHE Ha KOHMANKTHY CUTYaLMN U
Ap. ToBa Ce MocTura Ypes KBanNMUUNPaH TEXHUYECKH U
006C/IyIKBaALL] [TEPCOHA/T




FipeanmMcTBaTa 1 HegocTanbLUMTE Ha
JINYHUTE Mpodakoy ca nokasaHn B 1absi. 1.

[l peagwnmmMmcT Ba

1. AVpeKTeH xapakTep B OTHOLWEHNSTA
HpoAaBay- KymyBayl;

2. HesabaBHa noTpedbymenckal peakiins,
O3BOJISBallld [id CE BHACAT KOPEKTVBN;

3. Cb3/iaBaHE Ha AbJroTpPaviHm IMUHOCTHN
OTHOLUEHWS I CbTPYAHVNYECTBO

4, BE3MOXXHOCTM 3a MOAXOXXAAHE
N36MpaTeENHO KbM KIINEHTUTE;

5. OTChCTBYE Ha KOMYHWKALMOHEH LUyM

6. EdbvkacHa e npy noTpebuTeny, KonTo ca
KOHLUEHTPUpPaHW B reorpadcKo
OTHOLLIEHWE.




H e docTaTb U u

s 1. Han- ckbnvsa Tmn Ha KOMyHVKaLUns ;

m 2. Hycka CTeneH 3a AoCTUaHe Ha
LeneBata ayaAnTopnd;
s 3. Cinmynvpallys edekT e pas/indeH u

SdBVICH OTF JINYHNTE XadPaKTEPUCTUKI Hd
TBProOBCKUA NMPEACTABUTEI, HEFOBUTE

SHAHWA W OTAT.




2. llexHosormga Ha nmnyHnTe
Npoaarkon

s JlnyHata npoAa6a iMa BEKOBHa UCTOPUS, KOSTO
CbYETaBa ¥ pasByBa MPaKTUYECKy paBuia 3a YCHELIHY
NPOoAakOy Upes MeToda npoba- rpellika”. B MMHamoro
HE Cal MpPaBeHvI HayuHW| BCEABaHns 3a OnpeaeisHe Ha
Hav- A0bpVs NOAX0MA, a XOpaTa B ChLUIOTO BPEME, Ca CE
[030BaBaiv Ha MHCTMHKTa ci. Aenn KapHern B. KHUiata
cy ~ Kak [Aa HaMepum ApugaTenn v Adl BANSeM Ha
XOpaTta“ Ce onuTBal ia Aa/ie 3HaHWd Kak [a Ce poaaBa
CTOKV/TE W HEFOBUTE BB3IIEAV| Ca B bJ/IHO Cb3BYUME C
MapKeTMHIOBaTa KOHLUERLUMS 1 € MHOIFO O
HCYXOJIOFNYECKUTE RPUHLUNAV Ha InYHaTa npoAa6ta. B
OHEe3sV AasieyHV BpEMEHA XopaTa Bb3 OCHOBa Ha onuTta
C/ 1 Ha HeEoBxoaAnMOCTTa Aa pa3bepat no-aobpe
MexaHn3Ma Ha MpoaaxkbuTe 3anovHann Aa 06sCHABAT W
CUCTEMaTn3npaT npoLeca.




ETanu Ha TexHoJiormdaTa Ha
HpoaAaxon:

s I ETAINl - JiokaavsvipaHe W onpependgdHe  Ha
HOTEHLMAMHNTE KANEHTI — TO3W ETall BKIOYBA ThPCEHE
Ha  BBL3MOXHM KAVMEHTW, KOWUTO WMaTt MOTPESHOCTN,
MVHaHCOBW Bb3MOXHOCTY W MPaBOMOLUNS A3 KynyBaT.
53 VHMOOpMalnd Ce W3MoJI3BaT KaKTO BbTPELLHN
msToUHMIME (( @VIPMEHV CHWCBUY, OTYETU W APYIK
[IOKYMEHT)), Taka ¥ BbHIIHN V3TOYHWIIY, 6asypaliy ce
Hal CBEAEHVS OF CRVCHUY Ha eaHOTUHHMI MUpMKY, B3EeTM
[0/[, HaEeM, KOMOBVHWPaHW ChvChbLUV Kamo: aBTOMOOVAHM
PETVICTPY, aboHaTy Ha MOAHW CHWCaHWg W Ap.,
npyuarenv . [loTeHUnanHuTe KAWEHT MoraT /[dd Ce
OoLeHdaT mno obemMa Ha [AenoBute VM onepaumu,
CreUduYHNTE M U3MCKBaHWS, MECTOPa3foioXKeHNE W
BEPOSTHOCTTa UM [a KYMAT.




| eTan:

n [IpeapapvimeneH Mnoaxon — W3WckBa OT ThproBeLla Aa
OPraHm3vpa Cpelila C NOTEHUMaNHNE KyryBaY, Kamo
CLOEPE MpeaBapuTenHo MHMOopMaLys 3a HEFOBMS
BysHeC. [bpBatal ThproBcKkal CPElla CE OpraHn3vpa o
HAKOJIKO HauHa: YPE3 MOCPEAHNYECTBO Hal 061U
npygTeny, Mosiba 3a JinYHO  NOCELLEHVE, OTIPaBeHa o
TEe/IeMOH 1 Ype3| v3npalliaHe Ha nncMo. MHore BaXHa
YACT OT TO3M ETall € NPoyYBaHETO VI aHaMVBVPaHETO Ha
HalvuHama MHMOpMaLns 3a KiVeHTa — Aaniv 613HECHT
MY’ CE Pa3pacTBa, KakBO € HEFOBOTO X0y — CHOPT,
KOJMIEKLIMOHVPaHe Ha KapTyuHW 1 Ap.




Tpetn eran: CHUIMHCKN MOAX0A

= [[OBa € HaYyaio Ha ThbProBCKO MPEeACTaBAHE, KaTo
NbPBOTO BHEYaT/ieHne B rongdMa  CreneH
ONpPEAENd NOo- HamamnblIHOTO MNOBeAeHVe Ha
KiiMeHTa. [TbProBCKMSN MPEeAcTaBymen TpsbBal Aa
Ce MoAroTBY, Aa M36epe Hello BrevYaTigBallo.
MoXke Aal V3N0JZBa NOAXOALT Ha PEMEPEHLNNTE,
Kamo  moecoyyn, Ye MMal: OOl [O3HaT:
[HonoXnTenHOTOo OTHOLIEHNE MOXKE Ad CE 3acuim
Upes’ PpekiaMeH  nodapbk C MNpakmnyecka
CTOVHOCT; Ype3 Wu3TbKBaHE Ha Heo4YakKBaHa
Msrofa, KoATo Aa CbOyan MtobomMTCTBOTO Ha
KNWEHTa; UpEe3 3aaBaHE Ha BbMPOC, KOWTO Aa
I'IpELI,VI3Bl/IKa MHTEpPEecC 1 3aAbpXX1 BHUMAHMETO Ha
K/AWEeHTa.




IV eTan

s ['bPrOBCKO NPEeACTaBdHE — CUYMTa Ce 3a OCHOBEH
erar Ha JinyHama npoaaxkba. [ bproBekNaT
NPEeAcTaBuTEN 065CHSBal MBF0[AaTal 3a KIIMEHTa,
JIEMOHCTPVPA NPOAYKTa M Ce CTPEMW ia Cb3Aa[Ae
XenaHne 3a npuTexaHdve. TpsbBa [ial Cce MoKarke
pasbypaHe 3a CHELU@UUHUTE MOTPEOBHOCTY Ha
KJIVEHTQ, [a CE W3MOoJ3Ba AOCTHINEH, a HE
TEXHNYECKN E3VK W i CE BK/IOYAT
ayANOBV3YanHVI MaTepyann, KOUTO Aa NoAC/IST
NPEeACcTaBSIHETO Ha MPOAYKTa .




V etan: [lpeoaonsBaHe Ha Bb3paXeHUsaTa u

CbINPOTUBIIEHUATA -

= B X043 Ha ThbPrOBCKOTO MPEACTAaBSHE W Clea
NPEANIOXEHNETO 3a MOpPbYUKal Y. KAVWEHTa MOraTt Aa
Bb3HVKHAT Bb3Pa)KEHWS. 32l TO3Y1 MOMEHT ThPFOBCKUST
NPEACTaBUTEN TPSOBa [ia € FOTOB Vi Adl AbPXXW B PE3EPB
BaXKHW apryMEHTY, KOUTO! Aal MPEAA0XHM A0NBAHUTENHO
kamo 6esniameH npobeH MeEpnoA, 3iialllaHe Ha YacTv Ha
npoayKTa v Ap. HNpynaravky anHvsTa Hal Ho3UTBHNS
[OAXO/A VI MOCTABAVIK/ BBIPOCUTE, CY MO) TakbB HauYMH, Ye
KIVIEHTBT [ia € B CbCTOSHWE CaM [ia €/ OTFOBOPY Ha
CODCTBEHMTE Bb3PaXKEHWS, YCHEXBT € HanLE.
TbprOBCKMAT MPEACTaBUTEN TPSI6Bal id 3HAE KaKbB €
OCb3HaBaHWAT OT NOTPEbUTERST PUCK MPY KYMYBAHETO 1 Aa
N3OXWN KOHTPaapryMeHT Ho METoAa Ha YoexxaaBaHETO.
Moxke Aa ce AUCKYTMPa Mo LUSA0CTHOTO Bb3PaXKEHWE Ha
KAVEHTA WAW Ha YacTu OT HEro, Kato 3a HaMassBaHe Ha
HanpeXXeHNETO YECTO Ce NU3MN0M3Ba XyMOop.




VI etan CknoyBaHe Ha caerka (3akndynteneH

etan) —

s CBbp3aH € C NCUXosI0rMYeckys MOMEHT, NPV KOUTO
ThPIOBCKMST MPEACTAaBUTEN CE ONNTBAa Aa MNoy4yy
ChIJIACYETOo Ha KnVeHTa Aa Aae nopbYka. l[pwviychoBme,
ye ca Hanvie konebaHnd, MoXe [a Ce N3TbKHE, Ye
HAKOW APV KIAVIEHT € kyrnvi ( BAWSELL, AVAEP) OT
CbOTBETHA CrpaBoYHal rpyma. MeroabT Hal rpobHOTo
HPVKAIOYBaHE " 03HaYaBa, Ye Ce 3aaaBail Bbipocu O
Tvma: " Kovl mpoaykT nsbpaxte” v KakbB BT Wian
PABMEp MPEANoUMTaTE? ", Ha KOO TPY/AHO Ce [AaBa
OTPULIATENEH OTOBOP. PeakliygaTa Hal TakiBa BbipPocy
OCOYBaAl KOJIKO 6/1130 A0 MOKYHKaTa € KINEHTBT.
[locneaHnaT MoXe Aa nomyuy 1 AoNbAHUTENHa V3roaa,
ako Aafe BefHara CbI/IaCMeTo CW 3a CKIIOYBaHe Ha
cAesika KaTo 6e3niatHa AoCTaBKa Ha OrnpeAesnieHo
KO/IMYECTBO CTOKA, MoAapbK 1 Ap.




Vil etan: ChneanpoaaxbeHa AeHOCT

= TOBa e Noc/ieAHUAT eTan OT TeXHOoJIorusaTa
Ha npoleca. I'bproBCKMAT NpeacraBuTten
TpsA6Ba Aa ce ybean B yaAoBJ/IeTBOPEHOCTTA
Ha KJIMEeHTa ¥ Aa OuMaKBa NOBTOPHW NMOKYMKM.
Ton MoXxe ga HaMaiy no3HaBaTenHus
AVCOHAHC MNPV JIYKCO3HUTE CTOKM.
OcurypssBaHeTo Ha HagexxaeH MHCTPYKTaXX M
HaBpeMeHHO 06cny>XBaHe cioMarar 3a
noAAbpIKaHe HA NPUSATENICKM OTHOLUEHMS C
KAneHTuTe. AAbAro CpoYHOCTTa UM 3aBUCH
OT: NMposiBa HA MUHTEpPEeC KbM Bb3MOXXHMU
npo6semMu; nanpaulaHe Ha TEXHUUYECKM
CbBETHULUM; AONbJIHUTENTHM U3roam 3a
KOMIeHCcUpaHe Ha HENPUSATHOCTU U AP.




3. Kimacndukaumsg Ha TbproBCKUTE
NpeAcTaBUTENN

s MaplipyTHV TbproBLUV —[A0CTaBAT ONpPeAeieHN
CTOKM 1 W CIY>KaT 3a 06paTHa Bpb3ka C
HOTPEOUTENVTE;

s [[bProBuy Ha ApPebHO — OCBLIIECTBABAT Bpb3kaa
MeXxay TbProBUMTE Ha eApo v NoTpebutenuTe;

= JlIeEMOHCTPaTOPVI — CTUMYAVPAT NPOAAKOUTE UPES
NPEACTABAHE Hal MPOAYKTUTE W YCIYIUTE;

= [BbProBUY OTYETHULIM — NPOBEPSABAT CbCTOAHUETO
Ha JOCTaBKUTE;

= VIHAyCTpManHV TbProBCKY MPEACTaBUTENN —
NPUTEXABAT BVCOKO PaBHMLLE Ha TEXHNYECKO
MO3HaHWE 1 BAaAEAT A0 CbBbPLUEHCTBO
TEXHVMKATA Ha NMPEroBOPUTE;




s /IHkeHep ThproBLUv — peLlaBaT npobiemMu
Bb3HMKBALLUWY NPy npoaakbata Ha
BVICOKOTEXHOMOMMYHN HAYCTPYaNHN CTOKW;

= [BOPYECKM TbProBLUY — MPEANaran TBOPYECKH
NPOAYKTV M Yeayiv. KM Tsax Ce OTHACAT
KOHCY/AITaHTV, PEKIaMUCTI 1 APYIn;




4, XapakTepucinka Ha TbproBCKUTE
NpeacTaBTENN

s QVBNYECKN KQUECTBA — YCHEX MMaT BUCOKUTE,
(MOVBNYECKM BHYLUNTEMHUTE Y EHEPIVYHWI XOPa, C
NPUATHV MaHVEPY, YEMVIBKA Vi MOAABPYaHa
BbHLUHOCT;

x lIVpoka raMal O UHTEPECY — BOAAT ANaioly Ha
PasNVYHVI TEMWI CHOPT, NoAUTVKa, MeaLHG,
NpUTEXABAT BYCOKa VHTEMNIEHTHOCT,

s [1oNOXUTENHO HACTPOEHW KBM
NPOMECOHaNHATa Kapyepa — [id Ca YBEPEHW B
cebe ¢y, Aa xapecBaT paboTaTta cu ¥
[ApUTEXABAT CAMOYYBCTBUE;




= C nosno)XxurtenHo OTHOLUeHMe KbM KJIMeHTUTe, Aa
NMNOoKa3BaT NMPEBDB3IXOA4CTBO KAaTO Cli€eEUunaJINCTU,

C pobpe pasBuTa CHOCOGHOCT Aa cAywaT —
C/lyLUaHEeTO e OCHOBEH HauuH 3a noJjiyyaBaHe Ha
ob6paTHa Bpb3Ka C KIMeHTuTe. TaKka ce mosiyyaBa
lileHHa nHpopMauna 3a 6baAeLloTo
yChbBbpLUEHCTBaHe Ha NPOAYKTa;

C yMeHue 3a yCTaHOBSBaHe Ha TpavuHu
TbpPrOBCK/ B3aMMOOTHOLUEHNS — YUECTHO M
KOpPEKTHO OTHOLUEHNE KbM KJINEHTUTE;

= Jla nputexxaBa TbprieHne, HAaCTOM4YNBOCT U
couMa’siHa OTFOBOPHOCT — He CKbIIU BpEMETOo CH
3a U3cnyLiBaHe Ha K/IMeHTUTE, Aa € HacTosaTeieH
rpen BUCOKONOCTaBEHUTE MEHNAXDbPY, Aa
U3rpaxaa TpanHo U B3aMMHOMU3rogHo
CbTPYAHNYECTBO;




5. 3aAbIPKEHUS 1 OTTOBOPHOCTY Ha
TbPrOBCKUTE MPELCTaBUTENN

= T bproBckuTe npeacraBuTenm
Tpss6Ba Aaa 6bAaaT B yonyra Ha
KJZIVEeHTa U1 “cnea npoaa)kbara™ —
Aa noAabp)XaT BPpb3Ka C KJIMeHTa U
c/ieq ocbllecrBaBaHe Ha
caenkarta;

s [Jla ocobllecTBABaT
B3aMMHOM3FOAHM CAEJIKN KAaKTO 3a
KJINEHTUTE Taka U 3a (pyupMmara;

= [a TbpcAT nepcneKTMBHU HOBM
KJAVWEHTH, Aa yBeJanyaBaT
NOpPbLUYKUTE, Aa NPeAcTaBaT YMeso
CTOKMTE, [ia MperoBapsT 3a
[OrOBOPHU LIEHU U AOrOBOPHM
yCJ1I0BUS;




s [la noaavpXkat U YTBbpXAaBaT
fpecTtmka Ha dypMaTa — Aa ce
aHFaXXMPpaT C YpexxaaHe Ha npobiemMu
MO PEKIaMall KaTo YYaCTBaT
NEPUOANYHO B TbPFOBCKMI CPELI W
HaHavpwu;

s /13 ViBABAHSBAT 1 HENPOAaXOeHa 1
OTUETHA AENHOCT — CbCTABAHE Ha
HOCTOSSHHY MapLUPyTv, OTYET 33
[OCETEHN MVPMU Vi g, 3a
HarpaBeH MpoAaXkoy, 3a pasxoan, 3a
N3MWHATWN Pa3CTOSAHUS MPONYCHATH
CAENKN N MO KaKBW MPUYNHN;




6. AyaanyeH noaxoa

TloBa € Tvnn4yHa CUTyauys Ha npoAakba, KoATO
BK/IOUBA Han=MajikaTa rpymal of Xopa — Avaia,
T.€. [ABOVIKa, KOATO CW B3aVMOAENCTBA. Beaka
AViafa Mo)e JAa 6bAe onvicaHa Karo:

s PELIVMPOYHO MOMOXMTENHA — KOMYHVKaLWATal €
6e3npensaTcrBeHas

= PELVINPOYHO OTPMUATENHA — BCEKW | YUaCTHWMK
iIMa OTPMLIATENHO OTHOLUEHWNE KbM APYIvs;

= CMeceHa Aviafa — TbProBCKUAT MPEACTaBUTEN €
HaCTpPOEH NOMIOXKNTENHO, a KAVEHTa
OTPULIATENHO.




lipopaxxbata e Hau-BeposiTHA npMm
peLuMnpoYyHoO-noJioXXuTesiHaTta AMaga. ToBa
ce Ab/HKM Ha Bb3npyueMaHoTo noaobue
MexXxAay TbProBCKMSAT NpeacraBuTen wu
KJ/IMeHTa. 3aB/UCH/ ollje OT JIMUHUTE YepTH
Ha XapakKtepa, KOMTO WMaT BbHLUIHA
nposiBa (XyMOp, CKPOMHOCT, TUX WM
LlUYyMEH XapaKTep), O BbHILIHNTE CXOACTBA
(Bb3pacT, pbCT O006521eks0), eTHOCTHMUTE
XapaKTEpPUCTUKMN (penuruns,
HAaLUMOHAJIHOCT), MOJINTUYECKN CUMMATUM,
JINUHM HaBuum (NyLwiad, HenyLwiay).




= BbB B3aMMOAENCTBMETO Ha [Avajata Hawn
Ba)KHM Ca  pennurnosHute YyoexaeHws u
[I0OCTOBEPHOCTTA Ha TbProBCKUS
NPEACTaBUTEN — HEFOBUS MPECTVK, OMUT W
BJIaCT)







FiporHospaHe Ha NpoaarkonTe

1.CbLUIHOCT Ha NPOFrHO3MPaHETO Ha nNpoaaxkbure

2.MeToan 3a NporHo3MpaHe Ha npoaarxkbure.
MapkeTMHroBM MeToaM 3a NporHosvpaHe Ha
npoaa)x6ute - MeToa HAa KPbCTOCAH aHaAM3, MeToa Ha
noptdonvo aHanns, ABC — aHanus.




1.CHLIHOCT Ha NPOFHO3VPAHETO HA
npoaaxouTte

[ipoyuyBaHeTO0 Ha npoAaaxbute e WIKArYMTENHO
Ba)KHO 3a MapKeToJio3uTe, TbM KaTo obXxBalla
npobsemMmy, CBbp3aHMN He CaMO C EPEKTUBHOCTTA
Ha npoaa)xébute, HO M € CTUMyAMpaHETo Ha
norpeburtennte B npoueca Ha MNOKYNKO-
npoaaxbure. lNporHo3ara 3a nNnpoaakébmurte nma
ChlLUEeCTBEHO 3HaYeHMe 3a BCsAKa HauMoHaJsiHa
MKOHOMMKa nopagm:

+ Ha nbpBO MSACTO onpeaesns Kanauutera Ha
CbOTBeTHaTa MNpoOM3BOACTBEHa mMporpaMa C
pecypcHaTta U OCUrYPEHOCT.

¢+ Ha BTOpO MACTO cCe wu3BeXAaT OCHOBHMTE
(bMHaAHCOBM NMOKa3aTesnu.

+ Ha Tpetro MSACTO C nporHo3ara 3a npoaaxéburte
Ca CBbp3aHUN BCUYKMN (PYHKLMOHAJTHN OTAENM.




¢ [aBHaTa WeN Ha NPOrHesnpaHeETo — MiaHVpaHe paboTata
[0 AOCTUraHE MAPEABNAEHOTO HVBO Ha ThbpProBysSTa € TESV
crocoby, KOUTO NpPEACTaBNABaT Ha-edEeKTBHO
VRpaBieHve. YrpaBadBaluysaT npodaxkovme HE 3HaE KakBOo
Ce 3aaBa Ha nasapa - MNoAem mian chad. BEnuUko), KOETmo
TO/ MOMKE [Aa HampaBy € eKcrpanosalys Ha MUHanmTe
npoaarkbu, Hda OouUeHy oblliaTta TEHAEHUVS W Ha Ta3y
OCHOBa Aa HamnpaBu MpOorHO3a.—BEAHBX KaTo CHELVaMNCT
e ANbXeH Aa 6bAe B TEYEHVE Ha BCUYUKM MPpOoBAemMv m
BTOPM MbT J[da OoTbend3Ba HaCoKWTe 3a pa3BUTHE Ha
npoaaxbute. AKO T€ Ca MOFPELllHn, T0 W LEAnTe LIe Cce
OKaXXaT HeaocTxkmnmun. [[porHO3VPaHETO Ha mpodaxkbyTe
NpeactaB/isiBa

Taka Hap. NasapHa NporHosa,
NPV KOSITO MbPBO Ce MAaHnpa
o6emMa Ha 6baelinTe npoaarkom
Ha masapa, a c/ied ToBa
ce onpeaens pasMmepa Ha neyanbara. | L

. e 7




2.MeToau 3a NporHozvpaHe Ha npoaaxouTe.

MeTtoaunte 3a HNpOrHo3vpaHe Ha npoaaxounTte
coopMupaT ABE rpynu.
lIbpeama epyna obxBalla ANPEKTHUTE METOAMN.

Bmopama éepyna, WHAWPEKTHW MeToan  3a
NPOrHO3paHe W3BNMMYaT CcBoOMTEe OUeHKU OoT
MakKponporHosuTe. [lpy nporHosnpaHe  Ha
UKOHOMMYEcKaTa AVHaMHUKa LINPOKO
NpUoXeHne HamMupar eaHoaKTOpHUTE,
ABY(aKTOpPHUTE U MHOKOMMaKTOpPHUTE MOOENMW.
M3non3BaT ce nokasatenuTte 3a AMHaMuKa, Ypes
KOUTO Cce onpegensaTr TeHOEeHUUnTe BbB

B pe M eTo 5 MasapeHn nHaekc 3a Heaswkummu umotu REMI - Mpopaxbu




VHTEpec 3a  porHesvpaHeTe Ha  obema  Ha
npoAakonTe " 3a \/CTTAHOBIBaHE Ha
NOTPEDUTENCKNTE NPEANoUVTaHNS  NpPEACTaBigBAa
NbpBarta rpyna MeToay, a MMEHHO:

¢ OueHBYHU Memoou, Basvpavkn Ce Ha OLEHKMTE Ha
PasnnYHY EKCHEPTM - PBLKOBOAHVI Kaapw, TbproBuy,
CHEUVANNCT B KOHKPETHWA OpaHLl,  EKCHEPTM,
CBbpP3aHn C Mpoleca Ha npodaxoure. IoBa ca
vetToante PERT — (Programme Evaluation Review
Technique) , “Oenawn”, “PuHmm®, “Morme Kapio” v ap.
[lppnarat ce, Koraro Ka3xoAaHama WHmopMalnd 3a
AVIarHOCTULMPAHETO Ha ODEKTa Ha HPOrHO3MPaHETO
€ CpaBHUTEMNHa Masjika [o O0bGeM wn HEeERBIiHA.
OueHknTe ce Obasvpan Ha onuTa, HampynaH B
NPaKTNYECKaTa AENHOCT M Ha WHTYMUWGTa, KaKTo ¥
Ha wna3criegBaHugd ¥ MpPOoyYBaHMs Ha ENEMEHTUTE,
BPB3KNTE N CbCTOSHMETO Ha OBEKTAa Ha nporHosanal.




s CuMmyniayuvsi — ToBa e MeToa 3a
NPpOrHOo3MpaHe, KONTOo ce ocHoBaBa
Ha MaTeMaTnuecKk Mmoaen,
paspaboTeH Aa konnpa
noBeAeHVeTo Ha pypMaTta.
[IPOrHO3NPALUUNAT ThbPCU Aa
n3non3Ba 06eKTMBHY AaHHW, KOUTO
He ce N3KpuBSABaT OT CY6eKTMBHMN




¢ AHann3 Ha BpEeMEBUTE ceEpUM — Te3N MeToam ce
6asupaTr Ha Te3aTa, Ye npoaarxkburte ca
MDYHKLUNSA oT BpeMmeTo. lNo3HaTtn ca 4
KOMMNOHEHTa Ha aHaNim3a, OCHOBaBally ce Ha
BpEeMEBUTE CEpUN: TEHepaJsiHa TeHaAeHUus Ha
npoOMEeH/IMBaTa, UMKANYHA, NOoBTapslya ce
Bapyauus, cesoHHa 1 caydyavMHa Bapvauvs.lozn
MeToA U3NCKBA OTAE/THM NMPOrHo3u 3a BCEKM OT
yerTmpute KOMNnoHeHTa Ha OCHOBaTa Ha AaHHM
OT MMHaJMN nepvoan.

losar - [Wotking Dffline] !‘r;ﬂ




¢ AHa/sin3 Ha TeHAeHuuuTe — BKJ4YBa
MaTeéMaTN4YeCcKoTOo n3uncnaBaHe Ha
obLujaTta TeHaAeHUnsa Ha nporHosMpaHarta
npoMeHsinBa. Ham — npeLn3eH e MeToabT
Ha Hauv-MankuTe KBagpatn. B T103M
c/lydamM chneuvaZsimcCTbT, KOUTO WU3roTBSA
nporHo3sara Ha 6azara Ha
MaTeMaTUM4YeCKn n3umcneHms paspaborea
dDYHKLMA, KOSATO ONnMCBa NOBeAeHMETo
BbB BpeMeTrTo C AaHHUTEe OT MuHan
nepvoa. Tasn dyHKUMSA N3nos3BaHa npw
rpadPvkKka oT AaHHU 3a MMHaAM npoaa>xbm
ocpopmMa egHa AVHNS, KOATO
MWHMUMMN3NPaA BepTUKaJIHNTE OTKIOHEHMSA
Ha "TOYKUTEe Ha MMUHaIuUTEe AaHHN~ OT
JINHUSATA.




s donurBaHe A0 KJINeHTuTe — HAKoOU
crneunaancTy no MapKeTuHn,
N3MoJi3BaT AONMTBaAHMSA B caMute
TbProBCKMN 06EeKTN A0 KIAMEHTUTE,
KouTo TpsaA6bBa aa

HanpaBAT OLeHKa
Ha 6baeLloTo cn
norpeéburesicko
noBegeHve Han-4YecrTo
ypes3 nonbJiBaHe Ha
aHKeTHU KapTu.




VIZBOME)

+ ZnonzBaHuTe MeToauM 3a MNporHosvpaHe ce
onpegenar OT Xxapakrepa Ha obektute, O
CbLLHOCTTa Ha nmpouecuTe, pasBUTUETO Ha KOMNTO
ce nporHo3upa. llpouecy, noaoaBalluy ce Ha
KoJZivdecTBeHa ddopManiv3aumsa ce nporHosupar
ypes CcratMcTuKo-MaTeMaTuyecku MerToau, a 3a
HenogaBalum (of = Ha MaTeMaTnueckKa
cdbopMasivaumsa — olleHbYHNTE MEeToaM.

+ NporHosara e Hapae>xaHa TOoraBa, KOraro ce
6azMpa Ha onuT OT CTpaHa Ha eKcnepTuTe,
TAXHaTa npodecvoHasiHa NOoAroToBKa M rojasm
o6xBaT Ha aHaN3paHUAa Nepnoa.




¢+ CraTncrmyeckmnTe mMeToaAuM Cca OCHOBHM 32a

eKCcTpanosiaumsa Ha pa3sBUTMEeTo Ha obektute u
NpoLUecuTe npes NnporHo3upaHns nepnoa.

HenpeKkbCHaToO ce pasiupsBa HNpUJIoYXeHNEeTo
Ha eaHoOMaKTOpHMNTE, ABYMaKTIOPpHMTE n
MHOroakKTopHMUTE MoAaeny 3a NporHo3vpaHe
Ppa3BUTUETO Ha oTAenHuTe oTpacnv,
noaoTpacsiv, Npon3BOACTBA.

AvpekTHuTe MeToauM 3a HnNporHo3vpaHe Ha
npoaa>xburte cu ocraBat MeToaun, NPOBEPEHN WU

AOKa3aJin CBOSAATa BaJIMAHOCT OT NpakKTnkata .




VIapRETVHIGBVIVETOHIIEE
NPOrHO3PAHE HANPOEAZMKOITE

1. MeToa Ha KpbCTocCaH aHanns.
2. MeToa Ha NopTao/no aHamms.
3. ABC - aHanus.




1. VIeToH Hal kpibehocaH aHanms

[Py HEFO OLUEHKaTa Hal PesVimamnine Ce
N3BBbPLLIBA YPE3 06BHLP3BAHE Ha HAKO/KO
Pa3INUHN KPpUTEPUA.

N3BHLPLUBAHETO Ha KPBbCTOCaAHWE aHains e
TPYAOEMbBK MPOLEC, MOpaav KOETO
N3MOMISBAHETO MY € ANMUTPaHO OT

Bb3MOXXHOCTTA 34 E/IEKTPOHHa 06paboTka Ha
AAHHUTE.




1. VIeToH Hal kpibehocaH aHanms

[1obpv pesyanat MoraT Ada CE MAosyYaT HpV
N3MosisBaHe Ha “Kpoc-Tabsivilyi. Tie AJaBam
MHOFO Mo/1IE3Ha HMOopPMallys 3a CBbpP3aH
aHaV3 [0 ABa MapaMeTnbpa, HaflpuMep,
APOAYKTOBW FPYIHV i PEFVIOHMN.
Pa3paboTBaHETO Ha TO3W TwI Tabaviiy ce
M3BbpLLUBA 6bP30 APV HAMNUNETO Ha
copTyep oT Tuma Ha SPSS, STATISTICA u

ap.




1. VIeToa Hal KpibeHocaHI aHanns

HPOJYKTOBA
IPYIIA
HPOiYKTOBa B 12184 742 69558)5 364 718 2501063 2 890134516 3854531 79,831%
HPO]{)WKTOBa P 2127603 1625827 190 81() 3 944240 19,27 %
AR BRI Datn ot 82020  041%
HPO?YKTOBa rpyua 17 400 40 041 517 444 0,28 %
Hpo;-__t{YKTOBa TpyIa 5,848 5848  0,08%
HPOEYKTOB‘G‘ LY 37268 37268 018%
O b 11 O: 14362674 2321412 364718 250063 3164315 20463182  100%

JsiJ1 B 001MATE

70,26%  11,35% 1,72% 1,20% 1547 % 1001%
MPOAAKON




1. VIeToH Hal kpibehocaH aHanms

[laHHWTE OT TabnyuaTa Ne3BoNABaT Aa CE
HanmpaB4aT peavilla BaxkH N3BOAV:

Havi-BackHaTa MNpoayKToBa Fpyiia
“npoayktoBa rpymna A” (79,83%) Ce NpoaaBa
Ha BCUYKWI Ma3apn KaTo HaVi-BaskeH e To3V
Ha 3arnagaHa EBpoma (70,26%):

“[lpoaykToBa rpyra b6 He ce npoAaBaT B
I3ToYHa EBporfa v A3ng,;




1. VIeToH Hal kpibehocaH aHanms

“[lpoaykToBa rpymna B ce npoaaBal CaMo B
SanaagHa EBpona;

fipoayKToBM Fpynv A 1 E cCe peanvsvipam
CaAMO Ha BbTPELUHNS Ha3ap;

Han-ronagamo e pasHoobpasneTo o
NPOAYKTN, peannsnpaHy Ha BbipellHns
Na3apa. I'aM ce npoAaaBaT MPOoAYKTN OT

BCUYKW MPOAYKTOBW FPYymnu C U3KMYEHNE Ha
“MpoAyKToBa rpyrna B v T.H.




2, WEenea Ha iepnaperafanns

[NoaxoabT Ha BCG (The Boston Consulting
Group) 6y MorbJil Aa Ce M3MoM3Ba MHpV
aHa/in3 Ha Mas3apuvTe Ha dupMata,
KOHKYPEHTUTE W KOHKYPEHTHWTE Mo3nILIN
Ha KOHKPEeTEH BLHLUEH Masap. KiyoBe
napaMeTpM Mpyv MeToda Ca Mma3apHuTe
no3vUM Ha pupmMaTa, VISMEPEHN C
OTHOCUTENHNA Na3apeH A9 I pa3BUTUETO
Ha na3apa, VIBMEpPEHO C NPOLIEHTHOTO
M3MEeHeHne Ha Nasapa.




2. Venoea Ha epnaeRerafanns

MeToAabT BKIOYBA CAEAHUTE CTbhKN:

NbpBO. OnpeaendHe Ha Aesa Ha Na3apuie
B 061nsa 06eM npoaa’kby Hal dvpMata.

O6opor 0T Hazap X
OTH. 51 Ha [Hazapa

B OOIIIATE
IPOAAKON

Il
>(.

100

O6opoT Ha (hpupmarta




2. Venoea Ha epnaeRerafanns

BTtopo. OnpeaendHe Ha NBMEHEHWETO B
[NpoAaXkbnTe Ha oTAeHnTE Na3apy CHPSMO
npeaxoAaHama roAavHa.

Mzmenenne O6opoT o O6opoT ot
Ha azapa X ¢ - masapa X, * 100

IPOAAKONTE Obopot oT masap X, ;




2. Vienear HamepnaeReaHanlna

Tpero. Pa3paborBaHe Ha HopTdoano
MaTpuua. [lpy Hes 3a cpeaHa CTOMHOCT o
abclumcata (A B MpodaskbuTe) ce NpremMa
CpeaHuns Ad/ Ha eaviH nasap, KoUTo e
NpornopLoHaneH Ha 6pos Ha na3apuTe.
[lo opAnHaTaTa KaTo cpeaHaTa CTOMHOCT CE
N3MoJsisBa N3MEHEHMETO Ha MpoAarkounTe Ha
@pMaTa KaTo LUs/A0 3a Nepuosa




2. VIene A Hamopnaene aHemnls

ANFOPUTBMBT Ha METoda MOXXe [da Ce
NMIOCTPUPA CbC CAeaAHNST APUMER.
PasnojiaraMe CbC CleaHnTe AaHHW 3a
[NpoAa>kbuTe Mo perviodHn Ha @dypMa X 3a
2000 n 2001 roanHa




2. Vienear HamepnaeReaHanlna

PETMOH EC PYCHS APABCKH BAJIKAHCKH BLTPEIIEH OBIIO
CTPAHI CTPAHNI ITA3ZAP

Mpoxykroea 2001 7000 2001 2000 2001 2000 2001 200 2001 2000 2001 2000

rpyua

Ipyma A 00347472 8314124 289558% 3047539 1694718 163520: 245006 2219413 409034% 4893520 20165453 20109809

Ipyma b 1127603 1112162 1225827 1338773 1908401 77737 2544240) 2528672

Ipyma B 452929 45292

Ipyma T 274001  1900C 40044 7559 6744 9450%

Ipyma [ 584¢ 499¢ 584¢ 4998

Ipyna E 37266 83501 372686 83501

OBIIO: 10642674 9445286 4121412 4386312 1694718 1635204 2450063 2219413 4364315 5135358 23273182 22821573




2. Vienear HamepnaeReaHanlna

PelleHne:

a) VIsumncnsBamMe oTHOCUTEMHMS! Ak Ha
npoaaXxbuTe 3a pasinuHuTE PErMOHaMHY Ma3apy B
obLInTe MpoaaXkby Ha dpmaTta 3a 2000 1 2001
FOAVIHA.

3a Nasapa Ha EBponenckns cbios rnpes 2001
roAviHa. Han-romagaMm e AenbT Ha Ma3apbT Ha
CTpaHuTe Qf '6:552 é1§473%, C/leABaH OT BblpEeLlHINS

nasap 18;75%. L 0
23973181 X 100 45, 73%




2. Vienear HamepnaeReaHanlna

6) N3uncissBaMe MpoLeHTHOTO N3MEHEHME Ha
npoaaxovte 3a 2001 cipsamo 2000 reoavHa.

NI3MeHEHWETO e Han-rosdm 3a Ma3apa Ha EC
12,68%, a Han-He3aA0BOJINTENHV Cal PE3YATaTNTE
3a BbTPELWHNSA nasap — chad ¢ 15,01%.

10 642 6/74-9 445 286

x 100 = 12,68%
9 445 286




2, Wienen HaepneeeraHanns

Tpyma A 0034742 8314124 2895585 304753C 169471¢ 1635204 2450062 2219412 4090345 489352¢ 20165455 20109808
Tpyra B 1127602 1112162 1225827 1338772 190810 77737 254424C 25286772
Tpyma B 452928 452928
Tpyma I 27400 19000 40044 75593 67444 94593
Tpyria I 5848 4998 5848 4998
Tpyra E 37268 83501 37268 83501
Orn s s o200 413006 17.71%  1922%  7.28%  7A7%  1053% = 973% | 1875%  22.50%

npoaakouTe

Nzmenenue

cnipsivo 2000 12,68% -6,04% 3,64% 10,39% -15,01% 1,98%

Ir.

OB II1 O: 10642674 9445286 4121412 4386312 1694718 1635204 2450063 2219413 4364315 5135358 23273182 22821573




2. VIene A Hamopnaene aHemnls

B) PaspaboTBamMe MopTdoayo Matpvila Ha
Na3apute CbC CpeAHa CTOMHOCT Mo ablncata 20
(Mpv meT nasapa) v no opanHatata - 1,98,
KOJIKOTO € CpeaAHOTO HapacTBaHe Hal Mpoaaxxkbure
3a Nepmoaa OT BCUYKWM Na3apu.




2. Vienear HamepnaeReaHanlna
22%
17%
EC BC
12%

7% AC
2%

-3%

edeceln eH oHedLORdR

_g0
B& Bl

13%
-18%
100% 84% 68% 52% 36% 20% 16% 12% 8% 4% 0%

OTHOCHUTENIECH A5 Ha MpoaakOuTe Ha pupmara




2. Vienear HamepnaeReaHanlna

PesynataTuTe o aHain3al MoKa3Bam, Ye KiltoUoBUST:
nasap 3a dvpmMaTa e nasapa Ha EC v cyuTyauvsia
TaM e Aobpa, 3alloTo HapacTBaHETO Ha
npoaa)xbuTte e Mo-BMCOKO OT CPEAHOTO 3a
dvpMaTa. [ABa OT nasapuvre, BbTPELIHNS Na3apa v
fna3apa Ha Apabckute cTpaHy obadve nMam
PE3Y/TATN MNO-HUCKW OT CPEAHVTE 3a drpMata,
KOETO € noBoA 3a 6e3nokonctBo. OLIE MOBEYE, Ue
T€ Ca Ha BTOPO M TPETO MSACTO MO 3HaUYEHME.




3, AB@ - aHanms

OTHOCHTENHA Ba)XHOCT Ha Ma3apuTe, NPOAVKTNTE 1
NPOAYKTOBUTE FPYMV, KIAVNEHTUTE N
ANCTPUBYTOPUTE 3a PESYJITaTuTe Ha MypMaTal.
[lone3eH B ToBa OTHOLWEHVE e "TABC-aHanuns ",
KOWTO CE OCHOBaBa Ha npasunnomo 80/20,
CblilacHo KoeTo 80% oT pe3yaTanuTe Ce HomyYaBam
c 20% oT ycnnngata, AokaTo octaHanute 80%) oT
ycunnviata BoaaT Ao 20% oT pesyJTammTe.




3, AB@ - aHanms

ABC - aHann3a Ce V3BbpLUIBa Mo ChleAHaTa
npoueaypa:

a) nsumncigBamMme, abcoseTHaTa CTOMHOCT Ha
aHaIN3paHns nokasaTen (HarnpyuMep), 060poi: o
nasap A);

D) n3uncagdBaMe oTHOCUTENHWS MY Ad B oblliaTa
CTOMHOCT (HanpuMep, B 060poTa Ha dvpMaTta);

C) nsumncigBaMe KymysmnpaHata (€ HaTpyrBaHeE)
CTOMHOCT 3a BCUYKM 3HaYeHns (HampuMep, c6opoTa
OT BCUYKIW Na3apn);

d) rpyrnnpamMe CTOMHOCTUTE M0 BaXKHOCT B
3aBUCMOCT OT TAXHOTO YYacCTve B o6l pe3yiimaT
(onbenendde HAa ABC-roviuvuTe).




3, AB@ - aHanms

ANropyuTbMa 3a npuiaraHe Ha ABC-aHanviza MoMe
Aa CE WIICTPVYpPa ChbC CAeAHVd NpUMER:

MbpBO:

N3uncngBamMe OTHOCUTEMHMS A/ Ha BCEKY MPOAYKT
B oblUuTe npoaa)xov 3a Mepmoaa Vi NoApeXxaaMe
MPOAYKTUTE B HN3XOASIL, pea B 3aBUCUMOCT OT
OTHOCUTEAHUNSAT UM ASA.




N B Ul W B

. [Ipoaykt I
. [lpoayxt B
. [poayxt /I
. [poayxr A
. [lpoayxt b

001110

3 ABE@ - aFanms

Ilpoxaxon
HaTypAa

1285900
1049200
1010800
512)610)0)0)
£)0/0/0]0)0
4228900

O1HocHure/icH.
A

30.41%
24, 81%
2.3.9056
113.79%
7.09%0
100.00%




3, AB@ - aHanms

BTopo:

N3uncngaBaMe KyMyamnpaHns (€ HampyrBaHE)
OTHOCUTEsIEH A9/ Ha NPoAaXbyTe o7 BCUYKY
NPOAYKTW. 3a LeTa AaHHWTE 3a OTHOCUTENHUTE
A9/I0BE ce CyMMpaT € HaTpyrnBaHe OT MbPBMS A0
NocneaHns NMPpoAYKT.




3 ABE@ - aFanms

Ilpo.- Oxnoc. KymyiarnBeH
HATypAa IS IS
4. Ipoaykt I 1285900 30.41% 50.41 Y%
3. Ilpoaykxr B 1049200 24.81% 55.22%6
5. [pomyxt /I 1010800 2.5.90% 79.12Y%
1. Ipoayxr A 583000 13.79% 92.91%
2. Ilpoayxr b 420606 7.09% 100.00%

001110 0 100.00%




3, AB@ - aHanms

TpeTto:

OnpeaengaMe rpymute. B “rpymna A™ ce BKioUYBaT
Hav-Ba)XHUTE 3a dyipMaTa APoAyKIV, 0T KOUTOo
NABAT OCHOBHUTE mpuxoav. llpoayKkivme o rpyia 5
Ca Mo-MasoBa)XHW, a Te3n oT rpyra C 6e3 ocobeHo
3HaYeHne Ha dupmaTa.

[paHV/TE 3a BK/IIOYBAHE B FPYHWTE CE OnpeaensT
OT MypMaTa. O6eKkTVBEH KpUTEPI MOKE ia b6bae
NAW OTHOCUTENHNST M A4 WAW A0 b/BaHETO M A0
orpeAesieH NPoLeEHT OT npoaaXxkbuTe.




3, AB@ - aHanms

HanpuMep, rpyna A — ApoAYKI € NHANBYAYaneH
060poT A0 10% o7 obLyTe rNpoaarkbm nim
NPOAYKTW, KOUTO CbBMECTHO dmopmMypam 80% o
npuxoavire Ha avipMara. [Hpyvi FonsgMo: pa3ceyBaHe
Ha n3cieaBaHns kputepun (HarnpmMep MHORO
nasapy Wi NpoayKTn) ce npernopbkbyBa B Fpyha A
[a Ce BKJIIOYBAT A0 AECET CTOVHOCTMN.




3, AB@ - aHanms

AKO V3nossBamMe npaBuiomo 8020 KoHETaTvipaMe,
Ue Havi-BakHaTa 3a dypMaTta Ooff [ieAHa ToYKa Ha

npoaaxkbvme, rpyna npoaykiv (rpyra A) BKIOYBa
npoayktn I, B n A, konto dopMypat 79.12 Y% oF

npoaa)kbvme, a npoayktuTe of rpyna C (Mpoaykt 5)
dopmuvpa 7% oT 060poTa.
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. [pomyxT I
. [poayxt B
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. [lpoayxtr A
. [llpoayxt b
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3, AB@ - aHanms

[NaneHn ca npogaxobute Ha pmpma “X”. HanpaBete ABC-
aHanM3 Ha NpoayKTuTe Ha doupmaTta

Ipoaakon
HATYpA
1. Ipoayxr A 1025100
2. [pogyxr B 560100
3. lpomyxr B 987900
4. Ilpomyxr I 5230400
5. Ilpomyxr [ 201200

001110 8004700




IIpouec u eranu Ha B3eMaHe
Ha pEIICHUE 3a MMOKYIKa

1.CTpyKTypa 1 eTanu Ha NoTPedUTENCKUTE PELLIEHUS.

2. [lporpamupaHu peLieHus.
3. iMnyncuBHU peLleHuns.




1. Crpykrypa u eranu Ha
[IOTPEOUTEIICKUTE PEIICHUS.

1.1. CTpyKTypa Ha noTpebutenckurte
pelleHUs
OCHOBHM cUTyaL MK 3a B3eMaHe Ha
NOTPEOUTESICKN PELLIEHUS:
- NPOMEHN B AENCTBUTENHOTO CbCTOAHUE;
- MPOMEHMU B XKENTaHOTO CbCTOSIHUE;
- NPOMEHN BbB BbTPELLUHUSA MUCITIOBEH NPOLIEC;
- NPOMEHN,CBbP3aHN C HOBOCTUTE;
- NPOMEHN BbB PMHAHCOBOTO CbCTOSIHMUE;
- NPOMEHU B CEMENHOTO MNOJSIOXKEHNE.



CTerneHu Ha PEIICHUE

CTeneHnTe ca peWeHne No  HaBWK,
OrpaHN4YEeHO B3eMaHe Ha pelweHne
pasLWnpeEHO B3eMaHe Ha peLLEHME.
PeweHudaTa, Konto noTtpebutenmnte TpadBa
Oa B3emart Nnpu Hanmuue Ha TpyaeH npobriem
ca KOMMNNEKCHN pelieHnsa. Te ce B3MMaT npwu

PUCKOBE:




NKOHOMHYECKH PUCK

3aBMUCW OT LEeHaTa Ha npoaykra, OTHeceHa
KbM pasnoriaraemmst goxon Ha notpebutens.
[Tokynka Ha obriekna oT BUCLUa MOoJa BKIHO4YBa
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IIpencraBuTeiieH puck

CBbp3aH e C nocneanuuTe OT KynyBaHe Ha
NPOOYKT, KOWTO nNokasBa dYyHKLUWUOHANHU
nemeKTH.




1.2. ETanu Ha B3¢MaHE HA PEIICHUS

Mooenbt Ha [x. EHren wn P. bnekyen
cuctematusvpa etanmte, Ha KOUTO Cce
nogpasgensa npouecbT Ha MNoBeOeHWE Ha
noTpedbutena npu BWUCOKaA CTeENeH Ha
3aMHTEPECOBAHOCT MNpPWM  MNOKynkata Mo
cregHua HavunH:

= . e _.—__: = . ==
= e o "l-h...:h_'

L s |




IIT'bPBU ETAII

Ocb3HaBaHe Ha
npobnema.

CBbp3aH € C TOBa, 4e
notpebutenar
npaBu pasfuka

MEXay XenaHo U
peariHo CbCTOSIHMNE
Ha NoKyrnkaTa.



Berpocure ca:.

KakBu npobriemun ca Bb3HUKHaNM?
Koe r1 e npeansBukano?

[10 KaKBU HAYUHU LLE Ce CTUrHe 0o
yOOBNETBOPEHNETO UM?

Bb3HukKHanuTe npobrnemn morart ga ce
3310BONAT CbC 3aKyrnyBaHe Ha NPOaYKTUTE U
yCcryrure.




Bropu eranm:

TbpceHe Ha MHoOpMaLUA.

dakTopuTte, KOUTO BIUAAT

BbPXY TbPCEHETO ca:
nasapHu yCrosus,;
cTpaTernm 3a nokynka;
nHamemayanHu gakTu.




MubopMallMOHHN U3TOYHUIIN

JINHUHU U3TOYHULUWN, TNTPUATEITIN, CEMEUNCTBO;

M3TOYHULIM OOMUHUPAHW OT NPOU3BOaUTENS-
peknama, ornakoBKa;

HeyTpanHu U3TOYHULIN -NMPaBUTESNICTBEHUTE
AoKnagu, noTpedutencku acouuaumu.
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Tpern erar:
OLICHKA HA aITEPHATUBUTE

M3BbpliBa ce Bb3 OCHOBa Ha HaTpynaHaTa
MHPOopMaLInA, AoCTaTb4yHa 3a popMunpaHe Ha
MHEHWUE. OueHbYHUTE KpUTEPUU ca
BAPBaHUATA, KOUTO noTpebutenute cuutar
3a BaXHM nNpuU OLUeHKaTa Ha npoaykra.
OToensa ce BHUMaHUe

Ha Te3n nNpu3Hauu, KOUTo
HOCAT Han-rongama mniroaa.




3a Oll€eHKa Ce U3II0J3BaT
CTpaTETUUTE:

2 KoMneHcaToOpHa oUueHb4YHa CTpaTerus.
LianocTHa oueHKka ce

nonyyasa c gaBaHe Ha Terno
Ha pa3rMYHUTE KPUTEPUN.
Ternata morat ga 6baaT oT
1 po5unmnl go 10 To4KkN.




3a OLICHKA CE€ M3M0JI3BaT CTPATETUMUTE:

HekomMneHcaTopHa cTpaTerus

OTynta camo anTepHaTMBuUTE CbC CPeAHOo
npeacTaBsiHe 3a BCUYKUTE NPU3HALIN.

JIlekcukorpadpuyHa cTpaTerusi, npu
KOSATO MOTPEOUTENAT paHXupa npusHauuTe
NO BaXHOCT W CpaBHABaA NPOAYKTUTE MO
NbPBUA MO BAXHOCT Npu3HakK. To3n NpoaykKT,
KOUTO NMPeBBb3X0Xaa BCUYKK, BBa n3dpaH.



CTtpaTterusa “ enniMMMHMpaHe no acnekTun’

EnuMmnHupa npoayktute, KOMTO HE OTrOBapAT Ha
ctaHgapTtute. CTpaTerm4yecknte nogxoau ce cBbp3BaT C
cdrHaHcoBaTa HeYyJOBNETBOPEHOCT, NMpeanLLEH oLl
OnuT.




YerbpTH €TaIl:
Ilokyrka.

PeweHneTto 3a nNOKynka He cbBnaga C
gencrtemtenHata nokynka. OtnaraHeTo BLB
BPEMETO 3aBUCU OT MHOro OOCTOATENCTBA,
KaToO ca BaXHW ABa paKkTopa. OTHOLLUEHMETO Ha
Opyrn xopa KbM MoOKynkata M HenpeaBuaeHwu
cuTyauum, Kato HamarneHue Ha goxoga, nossa
Ha HEOTIOXHa NOKYTrKa.




lletu erarm:
lloBenenue cien mokymnka

[MoTpebutenaTt moxe aa [1pn HegoBONHUTE ce

e YyOOBeTBOPEH UNU npeanpuemar crnegHuTe
HeyaOBNETBOPEH OT NENCTBUS:

nokynkara. [1pu Bucoka - npenpopaxoba:;
CTeneH Ha - pasmsHa:

YOOBNETBOPEHOCT Ce
oYakBaT NOBTOPHMU
MOKYMKW.

- MPOAYKTDBbT € U3XBbPJIEH.




2. IIporpamupanu pelicHus

PeweHnaTta ga ce KynyBaT CTOKM OT NbpBa
HeoOXoOMMOCT Ce  ocbllecTBsABaAT  MNO
nporpammpaH HauyuMH W pasnukata oT
KOMMJIEKCHUTE pPeEeLleHna ce uspasgdBa B
nuncata Ha TPYAHOCT MNpW B3eMaHeTo Ha
peLLIEHNETO, OTCbCTBUE Ha BUCOK
MKOHOMWYECKMN, npeacraBuTesiex n
NCUXOJIOMMYECKN PUCK. '




[ToTpeOuTenaT € HOCUTEN HA TPH
XapaKTEPHU YEPTH:

noBeAeHNeTo My Ce KOHTPOnupa OT BbHLUHU
CTUMYNU;

He npuema HoBa MHopMauUng,
OTHOCUTESIHO NOCTOAHHO NOBeAEHME.




Pa3fensitHeTo Ha MporpaMyUpaHoO U KOMILIEKCHO
pEIICHUE HE € NOCTOSHHO 1 PEIMBAHETO €
BB3MOKHO IPH:

[TossBa Ha HOBM
NPOAYKTH.

3nonseaHe OT
noTpeduTensa Ha egHa U
Cbllia TbproBcka Mapka.

[TogBaBaHe Ha
BIVUATENHN nNuaepu.

[lpomMeHn B cTUMa Ha
XMBOTa Ha nHagmeunaa.




3. UMIyJICUBHM pelLICHUS

[1pun TAX nuncea
npeaBapuTENHoO
OCb3HaBaHe Ha
npobnema, Ouno To
paLMoHanHoO nnu
eMOLMOHarTHO.
[1lpouecHT e CBbp3aH C
X€AOHUCTUYHU
noTpebHoCTN.




XEITOHUCTUYHOTO MOBEICHUE

Onuncea ce KaTo CBbpP3aHu C BCUYKU CeETUBA
Ha YOBEKa MnpeacTaBu, BbobpaxxeHus,
eMOUUNOHAaJTHUN CbCTOAHUA, NMpeaAn3BMNKaHU OT
N3MOJ1I3BAHETO HA MNMpPOoAYKTAa. MHCbOpMaLl,VlFlTa
€ HeBep6aJ'|Ha ne |CLOONEY | PITT |DAMON | ZETA-JONES | GARCIA| CHEADLE | MAC| ROBERTS |

npegHasHayeHa aa .
nopoan daHTasum u o
NONOXUTENHN '
eMoLmm.
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" OCEAN’S TWELVE

TWELVE IS THE NEW ELEVEN.
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CTumMmynupaHe Ha
npoaaxourte u
norpeourenure

ChbLLUHOCT Ha CTNMYJTINPAaHETO N OCHOBHW XadPaKTEPUCTUNKNA.

MeponpudaTng o CTUMyIpaHeE HACOYEHN KbM
NOTPEOUTENNTE.

CTnmynvpaHe Ha TbProBCKUTE MOCPEAHNLIN.
CrumynmnpaHe Ha cobCTBEHNS TbPFOBCKY MEPCOHATT.
Pemaupns “CrnmynnpaHe Ha NpoaakonTe - peknama’.

PaspaboTBaHe Ha Nporpama 3a CTMMysipaHe Ha
NPoAaKOMTE.




CHIUIHOCT Ha CTUMYITMPAHETO W
OCHOBHW XapaKTEePMCTUKA

> B KOMyHVKaUMOHHaTa NOAUTUKA CTUMYRMPAHEeTo Ha
npoaaxonte e BaXXeH MHCTPYMEHT, obxBallall
KOMMJIEKC OT KPaTKOCPOYHN MepOonpuaTns,
HacbpYyaBaluy NoTpebuTenuTe U TbProBCKUTE
OpraHn3aunmy Ypes3 AoNbLAHUTENHN CTUMYnU Oa
KynyBaT npeAanaraHnTe CTOKN U YCRYIM.




>

>

boBe  ApEeHC W3TLKBAT TPU BaXXHW XapaKTepUCTUKM Ha
CTMMynauuoHHUA npoLec:

TOBa € YCKOpsBally WHCTPYMEHT, KOMTO ce Mu3noJsisBa 3a
noBULUaBaHe TeMNoBeTe Ha npoaaxounTe;

CTUMYNMPaAHETO BKOYBa B cebe ce npeku noadyaunTeriHU
MOTMBM (mapwv, Harpagu, MOONBLJIHUTENIHU CTOKM WU
cneuvanvsvpaHa nHdopmauus), KOoMTo OAaBaT AONMbJIHUTENHa
MOTMBaLMA 3a Aa Ce Kynu, Aa ce noceTtu MarasuvH, ga ce
NoTbpPCcU MHoOpMaUna U Oa ce npeanpvemMar KakBUTO U Oa
ouno gpyrn AencTBus.

MoJi3BAdHETO UM MOXKE Oa CTdHE Had BCEKU €Tdll OT ABNXKXEHUNETO
Had CTOKATa, T.€. OT

Npou3BoANTEN KbM ANNBLP, OT AUNBLP KbM
noTpeouTen n oT NPoM3BOAUTEN KbM NoTpeouTern.

CrnegoBaTeNHO CTUMYNMPAHETO Ha npoaaxounTe
€ TeXHVKa Ha NMMYHOo obLlyBaHe, " uensuo ga
npean3BuKa U yCKOpPY NoKynKaTa Ha

BCUYKM hasy Ha CTOKOABWXEHUNETO" .




[IpakTnkaTa nocoYBa, Ye B nocrnegHuTe
roayHyu CTUMynpaHeTo e Han-6bLpP3o
pa3BMBUBALLUNAT Ce eJfleMeHT Ha

MapKeTUHFOBUTE KOMYHMKaLUN, YNUTO
oTHOCuTEeneH pAdan cpegHoroAvlHO HapactBa. Han-
edpeKTUBHO e CTUMYJIMPAHEeTo B Te3n 0bsiacTu, B KOUTO
ce NposiBABAaT BUCOKU TeMNOBe Ha HOBU MapKu CTOKM.

LlemnTte, Kouto ce npecrnegBat Ca HacCoOYeHW KbM TpM
TUNa agpecaTty. KpavHy noTpebuTenn, nocpeaHnun u
COOCTBEH TbLProBCKM mnepcoHarn. AKo HanpaBum
CpaBHEeHMe C pekmamara, TO CTMMyJnMpaHeTo e
OPMEHTVPAHO KbM TFeHepupaHe Ha ne4yanba B
KPaTKOCPOYEH AaCHEKT, a He B AbJIFOCPOYEH, KOeTo
AaBa Bb3MOXHOCT 3a NO-TOYHO M3MepBaHe Ha edyekTa.
Asnon3BaHeTo Ha OONBbAHUTENHM CTUMyRM  3a
HENMOCPEACTBEHO yOexaaBaHe Ha NoTpebuTennte W
NOATVKBAHETO MM KbM HOKyHKa npeactaBnsgBa
ChlECTBEHA pasnvKa.




[IpeanmcTBaTa Ha CTUMYJIMPAHETO
ce cBeXxaaTt Oo:

npyBrNYaHe Ha AOMBLJIHUTENMHN KIINEHTW;
AKTUBU3VpaHe npoaaxounTte npe3 onpenerieHn nepuoau;
UHOpMUpaHe 3a HOB NPOAYKT;

cdoopmMUpaHe Ha HOBU NOTPEOUTENCKN HaBULIM;

N3MoJiaBadHE Hd MHOI'OO6pa3HI/I cpeacitBa U lNnNpemMmuvun 34
CTUMYJINPaHE,

> BUCOK edeKT, mposBsBall, ce HenocpeacTtBEeHO mnpu
npoAaakourte, TbW KaTto € BBb3MOXHO CbLMNOCTaBAHE Ha
pasxoauTte C pe3ynTtaTuTe;

> MOCTUraHe Ha USBECTHOCT Ha cbmpmaTa u |
MapKarta v nogoopsBaHe Ha HEMHUSA UMUAXK;

> mMpepoctaBsaHe Ha TexHUYeckKka vnv apyra
VHoOpMalUns 3a CToKaTa My ycnyrara.
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CTumynmpaHeTo Ha npoaakbute  npednonara
N3rnosisBaHe Ha MHOFoobOpasHM cpedciBa C

HacbpYaBaLlo Bb3AENCTBME, NPM3BaHN Aa YCKOPAT
nivnv ga ycunsaT oTBETHATA peaKkuUud Ha nasapa.

B kpanHa cMeTka Bb3deycTiBallata cuima He MoXke
N3UAno Ada ce npeaBmon, ThW Kato 3aBucKu O

HanmmMumeTo Ha MaKTopy KaTo: KOHKYPEHLWS MeXay
dompmMuTE NPOV3BOAUTENN, HaBIM3aHETO Ha HOBW
NPOAYKT Ha mnasapa, GopMypaHe Ha MOLIHW
ThbPFOBCKM BEPUIW, CUIHO parMeHTpaHe Ha
NOTPEDUTENCKMS Nasap v Ap.

CTumynupaHeTo Ha npopgaxouTte
ce okKka3Ba Hau-e(peKTUBHO npu
N3NOoN3BaHeTO My B CbYyeTaHue

C peknama.

o ar b
E——




HepgocTarbuuTe HA CTUMYJIMPAHETO ce

CBBHLP3BarT C:

> N30CTpPsSHEe Ha KOHKYpeHTHaTa 6opoba;

> HepoBepue OT cTpaHa Ha NoTpebouTenuTe no
OTHOLLEeHMe Ha npeAsaraHuTe cpeacTBa 3a
CTUMYJINPAHE;

» HamMarlriiBaHe JIOAJIHOCTTA KbM MapKaTa,T'bﬁ KaToO
ﬂOTpQGI/ITeﬂI/ITe Cd NOBJINAHMN OT KOHKPETHU

CTUMYJIM, a He OT CBOMCTBaTa Ha AageHaTa MapkKa;
> MocTUraHe Ha KpaTKOCPOYHMU
Lenu U B cTpaTernvyecku
acrekT He ce nmaHupart
MeponpuaTnsa 3a CTuMynupaHe.

RO s 431 n‘_-m -
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2. NMeponpmndaming no CtmmysinpaHe
HaCO4YEeHW KbM MNOTPEOUTESINTE.

Tyk ocCHOBHUTEe 3a4a4un ce cBexXAaaT Ao:
> 3ano3HaBaHeTo Ha KJIMeHTUTe C HOBU NPOAYKTY;

> YBEnNnYaBaHe KOMIMYECTBOTO HA CTOKOBUTE
eAVHNUN, KYynyBaHn OT eAVH noTpebuTen;

> nooupsBaHe KbM MNO-UHTE3NBHO WM3MNOJI3BAHE Ha
CTOKATAa,

> noaabpXaHe Ha MW3BEecTHOCT Ha npoAaBaHuUTe
Modenuv v ap.

CpeaocTBaTa 3a CTUMYyJsIMpaHe crnopen

@®. Kotnbp ce pasaenar Ha ABe FPpynu:
cnocobCcTBalUY U HecnocoobcTBalLUM

| Ch3daBaHeTo Ha “mpviBMmeny 3a

KEAK 1A CH3MABAME, NEYEANM

W YNPABARBEAME NAIAFATE nOTpe6MTen MTe.”




[IbpBa rpymna cpeacrBa 3a
CTUMyJIMpaHe:

> be3nnaTtHU MOCTPM.

UmaT Han-ronsim echekT npyn BbBeXAaHeToO Ha HOB NPOAYKT, KaTo
CblUEeBPEMEHHO ce U3Non3BaT 3a CTUMYNMPaHeTo Ha YTBbPAEHU
apTUKYNU Ha nas3apa. Msnon3BaHeTo MM U3UCKBa Oa ce B3nma
noa BHMMaHMe Ce30HHOCTTa Ha CTOKaTa, XapaKTepucTukaTta Ha
nasapa v oTYMTaHe Ha NpeauLLHNTe PeKnamMu.

PasnpocTpaHABaT ce B TbProBCKUTE LEHTpOBe, NpPuU opraHnsnpaHe
Ha U3NnoXxo6u M naHampu. Yecto NbLTU nNpousBoOAUTENINTE U
AOCTaBAT OUPEKTHO A0 noTpedutenunte 4Ype3 AUPEKTHA nouja
uwnu 3anuteaHe no tenedgoH. Morat ga ce u3non3saT Ne4vyaTHU
n3genua, Kbaeto ce Brpaxpar moctpute. C Ham ronama
NonynsapHOCT ce non3BaT Te3u, NOCTaBeHM B OMNakoBKaTa Ha
NPOAYKTU, KOUTO yAoOBneTBOpsABaT pPas3fiM4HU NMOTPEOHOCTU Ha
eAHn u cblum noTpedbutenun. MocTtpute ocBeH 6e3nnaTtHO moraTt
Aa ce npepnarat cpewy 3ansawjaHe ¢ OTOMB OT UeHaTa Ha
npoaykta. LLiInpoko npunoxeHne mmat MOCTPEHUTE KaTtanos3u B
TeKCTUNHaTa NPOMMULUSIEHOCT U Ne4YaTapCcTBOTO.




> KynoHu.

3a npsbB nbT ce nanonseart B CALL npe3 1895 r. n ca
Han-cTapoTo cpeacTBoO 3a CTUMynvpaHe Ha
npogaxoure. TaxHaTa nonynapHOCT MpoAbinkaBa U Ao
AHEC No cmneaHnTe NMPUNYNHMN

** - cTUMyRMpaT NbpBOHaYanHaTa NoKynkKa v npegpasnonarart KbMm
NOBTOPHA;
* - yBenvyaBaT obemMa Ha npoaaxouTe;
** - mpepmarat oTOMBM OT LieHaTa Ha
CbOTBETHaTa CTOKa;
** - cnyXaT 3a oopaTHa Bpb3Ka Mexay nponsBogvTten u
norpeouTen.

——
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Kato OCHOBHM HegocTaTblUM Ha KYyMNoHUTE ce
N3THLKBA  BbL3MOXHOCTTA 3a  daniuydukaung,
[PELUK W ObAMMAT CPOK Ha W3KynyBaHe, KaTto
NpakTukata co4n okosio 15% HenpaBuiHO N3KYNEeHV
OT KINMMEHTUTE.

KynoHnTe ce naaaBat ol dypMarta npou3BoANTENA U
[aBa MpaBo Ha MOTPeEOUTENS Aa MordBa W3BECTHO
HamMmasieHne npy 3akynyBaHe Ha gadeH npoaykrt. e
Ce BrpakmaTr B OMNakoBKaTa Ha CcTokarta Win ce
NyOnnMKyBaT BEB BECTHULIM

N cnvucaHvgd. Moxke ga ce . yPAngEe g

M3MosI3Ba Vi AVPEKTHA MOoLUa,
UpEes KoATO KyNoHUTE S "
Ce ManpallaT KbM - I =
NpeaBapyTenHo n3bpaHy nvLa. |




> [lpemMuanHmn odepTm.

LlenTa e nmoTpebutenute Aa ObLAAT NOATMKHaAHM Aa
KynyBaT peAoBHO CTOKM, 3a KOETO moJsiyvyaBaTt NmpeMuM.
ManpalwaHeTto Ha YacT OT OMaKoBKaTa, Kamaykute OT
OYyTUNKWN, WU3pPE3KU, KYNOHMN FapaHTMpatT TAXHOTO
nony4yaBaHe. B npakTukara Te3y nApemMum ce Hapuyart
“mpemumn-nnroc”. OdepTtute ce npeanarat 6e3nmatHO
or duvpmarta - nOpou3BoAUTENl Hau-4YecTo BbLB
BellecTBeHa dopmMma KbM ROTpebuTenn, 3aKynunwu
KOHKPETHO KONIMYeCTBO CTOKOBU eAUHNLN UNN CTOKM Ha
onpepgereHa cyma. Cmdata ce, 4ye MO TO3UM HA4YMH ce
NeYvyenaT noBeYe KMMEeHTU 3a MOBTOPHU MOKYMKW, cnen
Kato BeYye ca nonyYvny HAKaKkbB nOpeaMeT Kato
npemus. PasnpoctpaHeHa e y Brio)eHaTta npemMus, T.e.
nogapbK, NOCTaBEH B caMaTta OnaKoOBKa UMY MPUKPENEeH
KbM BBHLUHATA U CTpaHa.




>HamMmaneHue ua uennte

CBbLp3aHO e ChC 3aKynyBaHe Ha npeaBapuUTenHoO
ornpeaersrieHo Kofim4yecTBO cToka. KbM TakbB BUA
HamMmareHue ce otHacsd HamMarieHueTo Ha ornakoBKaTa .
N3non3BaT ce u OOHYCHN HamMmaneHusl, KOUTo ce
npeaocTaBAT Ha MOCTOAHHU KnneHTU. OnpeaeneHa
KaTeropus ot NOTPeouTeNnu ChLL0 MOXE Aa Non3Ba
HamareHue Ha ueHute. Koraro gageHa cdovpma npaBsw
npexon KbM HOBU CTOKU 3a ocTapenute mogenu
HamarneHuveto ce asmxu ot 10% Aao 25% wunu ce
opraHu3vpa HamarieHue “ MUrHoBeHa pasnpogaxoa” c
Liesn npyMBAvYaHe Ha noBeYvye KnneHTtu. CesoHHOTO

HaMaJieHue Ha UeHNTEe N3BbH —

@OAAMEHTO -
AKTUBHUSA nepuoa Ha D T (ORI
: CTCTBIMEA o

noTpebrieHne Ha CTOKUTE MOXKe
Aa gocturHe n 30%. llo To3un
Ha4yunH ce NeCcTAT cpeAcTBa 3a
ChbXpaHeHVe B CKiiaaoBeTe U
ce n3bgarea MopaliHartda VoRRlen AXCTOHOyTOP
aMopTH3aLUA Ha CTOKUTE.




BTopa rpyna cpegcrtBa 3a
CTUMYTpaHe:

> KOHKYpCM.

TsaxHaTta nonynsapHOCT HenpeKbCHaTo pacTe cpeAa
noTpeoutTenuTe OoT BCUYKM Bb3pacTtu. 3a yyactvme B
TAX Cca HeobxoAMMM 3HaHUSA U YMEeHUd, KOUTO Cce
AeMOHCTpupat. B 3amMaHa Ha ToBa YyYacTHUUUTE
nony4yaBatT Harpagyu B pasnivyHa dopma - napuydHum,
MatepuvanHun, nbTtyBaHMa v pap. [lpaBunara Ha
KOHKypca Tps6Ba pOa ca dopMmynpaHn SICHO W
pesyntatute ga ce obsABABaT mybnuyHo. Harpaawure
He ©OuBa pQJa ce pOaBat 3a JieCHU BBLIPOCK, HO
CblLUEeBPEMEHHO MO CJIOXKHOCT JAa npuvBRvyar
UHTEpeca Ha noTpeobutenute. PasHOBMAHOCT Ha
KOHKYypCUTe ca BUKTOPMHUTE, USNCKBALUM MO3HaHWA
3a camMata dompmMa U HEMHOTO MPON3BOACTBO.




> JloTapuw. L o

OpraHusupar ce npu %
npeacraBsaAHe Ha .
KYNOHW, NUSPE3KM,

OoOHOBe, Kamaykyu, C KOUTO noTpebutenute
AOKa3BaT, 4Ye ca WU3BbLpPLIMIAM MNOKynKaTta.
Harpagute Tyk ce o4YakBaT C HECKPUT UHTeEpec,
Kato clyYaHocTTa Onpeaens CbOTBeTHUS
nodbeguten. PupMeHUTE Urpyv ca BULO JsioTapumn, c
NOopeAHN TYPOBE, KOUTO 3acumBat BHUMaHWETO
N yBenn4vyaBat nokymkute. B MHoro cmy4au ce
npunara v T.H. NaTpoHaX, T.e. Harpaga 3a
CJlyYaeH MoCceTuTes, MoOTPeouTeN NN Nacaxep.




> CpeAacrBo “nmoakKpena Ha CTOKN”

CBbLp3aHO € C TnpepocrtaBAHe  Ha
NOTPEOUTENICKU KpeauT, Ha Obe3nnatHu
yCiyru no TpaHchopTupaHe, nonpaBKa,
MOHTa)X W Ap. pasnuyHu rapaHuuwm. C
ycnex ce wu3nos3Ba rapaHuudra 3a
BpbLlUaHe napurte

3a CToKaTta, aKko 1‘ Y
. ) \u \
He yaoBneTBopABa i o g~ },_....
T A %,_.— $ 7 I8 . R @

BKycOBeTe ¥ . @ o=

Ha KynyBa4a.




3. CtumynupaHe Ha
TbProBCKUTE NocpeaHnLMN.

BTopyaT MOMEHT B TemaTta e =
CBBbP3aH c MeponpusTUATa e
3a cCTMMynupaHe Ha ﬂ ;
TbProBCKUTE NocpeaHnum, |
KbOETO OCHOBHUTE 3aaauun |
ce cBexaart Ao

yBeanaﬁsaHe obema Ha BtBexagaHeTo Ha HOB MPOAYKT Ha
npoaaxoute, npMBAnYaHe
Ha HOBY KNUEHTH. nasapa U3sMckKkBa AONMBLJTHUTENMHN
y6exaaBaHe CTUMYIN KbM TbProBCKUTEe
noTpebuTennTe KbM MNo- nocpeaHuum. Te TpssbBa ga
aKTUBHO NOTpPebrieHne Ha YHECHSAT NPEKNS KOHTAKT MexXay
TPagULNOHHW NMPOAYKTH,

noTpebuTen  HoBaTa CTOKa
HacbpyaBaHe P
cbopMmpaHeTo Ha CTOKOBWU ‘lpe3 OCVIFyPEHa BNANMOCT N
3amacv v ap. AOCTHLMHOCT Ha Pa3nosioKEHNEe

No pacdTOBETE.




CpegcTBaTta 3a ctumMynvpaHe Ha
ThProBCKNTE MOCPEAHNLMN Ca:

> TbProBCKa OTCTbIIKAa NMpu 3aKyrnyBaHe Ha
MO-roJyieMm KoJindectBa CTOKM,

> npeanocrtaBsdHe be3nnaTtHoO Ha ornpeacesieHo KoJinyecrBo

CTOKM, INpU yCJioBMeE, 4e Lie obae 3dKyTlEeHa HAKaKBa YacCT
OT TAX,

> MpemMus - NOATUKBaHEe, KOUTO ce U3NMallaT Ha TbPrOBCKUTE
nocpeaHUuLM Npy Npoaaxoa Ha CBPbLX YrOBOPEeHOo
KONIM4YeCcTBO 3a onpeaesieH nepuoa oT BPeMe;

> OpraHM3upaHe Ha KOHKYpCU 3a AUMLPY - TOBa ca
ChCTe3aHud Mexay camMuTe TAX Mo OTHOLUeHue
opraHusauusaTa Ha npogaxounTe. [pegocTaBAT ce NAPNYHM,
MaTepuanHu Harpagu 3a cMeTka Ha npou3BoauTens. ToBa
MOTUBMPA ThProBCKNTEe NOCpeAHNUN NPy nosaraHe Ha
noBeYe yCUnug 3a yBennyaBaHe obemMuTe Ha npoaaxonTe.




4, CTnmynnpaHe Ha cobcTBEHNS
THPIOBCKY MEPCOHArT.

> CrneaBalyuaT npobJsieM Ha TemMaTta € CBbp3aH CbC
CTUMyNpaHETO Ha  COOCTBEHMS = TbLProBCKM
nepcoHarl. 3agayMTte ca CBbp3aHU C nooLipsiBaHe
Ha Hau-edheKTUBHO paboTelunTe BLB bupmarta, C

AONBLJIHUTENNIHO MOTUBUPAHe Ha  _

opraHusvpaHe Ha : g#?

npodecuoHanH cpeLuy u }7;, '
Sia)

obMAaHa Ha ONMT.




CpeacrBara 3a CTUMynMpaHe ca:

> 0OyYyeHVe Ha COOCTBEH mepcoHan - 3a ga bbae
KOMMEeTeHTEeH, KBanudvuupaH v MHMopMUpPaH
MO OTHOLUEeHMe Ha npoAaaBaHUTE TMPOAYKTU,
KOUTO WM3UCKBAT MOHTHMpPaHe U AeMOHCTpauuns
Ha MACTO dumpmMaTa oOTAend cpeacrBa 3a
KypcoBe un oby4yeHue. [locrneaHoTO MOXe Aa ce
npoBexaa 60e3 OTKbCBaHe oT pa60Ta Unu
U3BBLH PaboTHUTE MEecTa; =

> Harpaawv 3a Han-goobpwure
TbpPFrOBCKN PaboOTHULM,
NOCTUrHarivn aHauYuTeneH
edpeKkT npy yBenvyaBaHe
obemMa Ha npoaaxoure;




> y4yacTve B naHavpu U U3NMOXOM - cmara ce, ue

TOBa € edeKTUBHO CpeacTBO 3a CTUMynvpaHe, npu
KOETO 3a KpaTbK nepuon MOXe Oa ce npeaocTtaBu
ronamMo KorindectBo WHdopMauusa 3a HeorpaHu4yeH
opon notrpeobutenn. [lo TO3M HaAuMH Cce mMNoBMLUABA
nMumaxa Ha dwmpmata M ce ycTaHOBSABaT KOHTAKTMW.
[logyepTaBar ce chneUundUUYHUTE XapPaKTEPUCTUKM Ha
npoAykKTMTe U  ychnyrume. CTtumynvpaHeTto  Ha
npoAaaxonte e CLMPOBOAEHO C peKnama, € BPb3KU C
OOLUEeCTBEHOCTTA M APYrM MapKeTUHroBu cpeactBa. 1o
Lerny Aa mosiyuym cumnHa n bbp3a peakuus oT cTpaHa Ha
nasapa. Hauv-rongdm edekT ce noriyyaBa npu
BHeaApssBaHe Ha HOBM CTOKM Korato TpsbBa Qga ce
npeoaosiee HeagoBepueTo KbM TAX M Oa ce yBenuyat
norpeoutTenntTe M. 3aegHO C JMMHUTE npoaaXou u
peKknamara CTUMyNIMpPaHeTo Cu ocCTaBa Hawu-
n3nosn3BaHara KOMYHUKaLUMOHHA cuctema B
MapKeTUHroBmsa MUKC Ha cbmpmMarta.




5. Penauug “ CtumynvpaHe Ha
npooaxoure - pekrnama’.

CnepBaluyadT BBAOPOC OT TEMaTa € CBbp3aH C
B3aMOOTHOLUEHNETO “CTMMYJpaHe Ha

npoAarkbnTe — pekmnava”. Ha BCekm etTan oT pasBUTUETO Ha
MapKeTVHra npv CBOETO ChLLUECTBYBAHE TE€ ca OTroBapsanin
Ha onpeAeneHn MoTPEBHOCTH.

> OCHOBHUTE TEXHN XapaKTEePUCTUKN
MOraT [da Ce NPeacTtaBsaT Mo CHeaHnNs
HaYMH:

Bk Tabnyua Nol




XapakTepucTuku Peknama CTtumynupaHe Ha
npogaxoute
OGekT [lacuBHM noTpeduTenn AKTUBHM noTpebuTenu c
KOHKpPEeTHO AencTBUue
KoHTakKT UHOoupekTeH OvpekTeH
Lenwu CTparernyeckm TakTnyeckm
BpemeTtpaeHe Ha NpoAabLMKUTEenHo Ao KpaTkoCcpo4YHO A0 HAKOJSKO
nocriaHneTo HSAKOJIKO FOAVNHMU ceamMmuumn
[lonsu 3a [lcuxonornyeckum MaTtepuanHu
noTpeoutennTe
OTHOLEeHne KbM [lpsiko cBBLp3BaHe BLHIWHNY CTUMYIUM 3a CTOKaTa
CTOKaTta
PaBHuLa Ha [lcuxomornyecko u [loBegeH4YeckKo
Bb3OencrtBue noBeAeH4YeCKO
OTHOLUEeHNEe KbM [loBULIaBa U HamansaBa ueHarta
LeHaTa NOoHWXaBa
[lobaBaHe Ha AGCTpaKkTHa n KoHKkpeTHa u BpeMeBo
CTONHOCT HeorpaHuyeHa BbLB onrpaHV4YyeHa
BpEMETO




> Peknamarta kato enemMeHT Ha KOMYHUKauMOHHUS
MMKC € He3aMeHVMMa hnpu NbpBUA cTaguv Ha
XU3HEHNA UUKBLJ1I Ha nOpoAaykKta, a MMEHHO
BbBeXaaHe U ce sBABa NbPBOM3TOYHMK Ha
nHdopmaumns 3a XapaKTepUCcTuKnTe Ha
npoaykra. CtumynmupaHeTto Ha npopgaxboute e
CBbpP3aHO Hau-Be4ye C TpeTus ctaguv — 3pernocrT,
Korato ca ohopMeHn nasapHuTe OaroBe.
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OCHOBHUTE MOMEHTU B N3NOM3BAHETO Ha
CTUMYNMpPaHEeTOo M peKnamara:

> snon3BaHe Ha _ CIMMynAVpaHeTo napanesiHo C

peknamara 3a AOoCTUraHe Ha ABLAroTpavniHn
KOMYHUKaLUUWOHHN edpeKkTn. Te ce TbpPCAT MO OTHOLUEHue
Ha npepnaraHe Ha onpeAaernieHa CTOKOBa Lpyna,
No3HaBaHe Ha 4dageHa Mapka UM Cb34AaBaHe Ha
OTHOLUEHMEe KbM Hes, KakTo UM npeau3BMKBaHe Ha
noTpeouTens KbM NpsKa NOKYynKa.

BTopata Hacoka e cBbp3aHa S
CbhC CTpaTerusaTa U TakTUKaTa,
KOATO ce nsanomn3ea. B 6baelue
ce oyepTaBa CTUMyJsiMpaHeTo Aa ce . L
pasrnexaa Kato cTpaTernyecku ﬁ .
WHCTPYMEHT 3a AoCTuUraHe Ha gp-i"a

e {
ABLArOCPOYHM Lienn. __IEE}




> TperaTta Hacoka e MnpuiioXeHne Ha CTUMYJNIMpPaHeTo He
camo B JiOKarneH, HO U MeXxayHapogdeH mawao. Mo To3un
HauyuH Llie ce pasKpuAT MoTeHUuuanHuTe Bb3MOXHOCTMU
Ha HacbpuYuTernHUTe TEXHUKWU, KOMTO Lie AonpuHecaT 3a
no-BUcoka edpeKTUBHOCT Ha MapKeTUHroBaTa cTpaTterus.

> KOM6MHI/IpaHeTO N3MoJjiaBdHE Ha pPEKIiiaMa, CrieABadHa OT

CTUMynpaHe MNOoBMLUABa MHOINOKpPaTHO obemMa Ha
npogaxouTe N reHepmpa NOBTOPHU MOKYMKM.

HET METASUTY W3 YEPHOBBINA! |
D
HET
PI-I]IUIITIEHHH
TFYBAM! |
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www.mdrncev.ru
Pa3paGoTka, NPOABMMKEHME W CONPOBOMARHHE ¥




6. PaspaboTrBaHe Ha nporpama 3a
CTUMyFNUpaHe Ha npoaaxkouTe.

ANropUTBLMBLT Ha pa3paboTBaHe Ha mporpama
3a CTUMyNMpaHe Ha npoaaoute BKIOYBA:

1 crbnka | AHanu3 Ha e bLHUWHama cpeoda u
ebmpeuwHo@uUpPMeH aHanu3

2 cTbhka | OnpedesissHe Ha uenume 3a cmuMyJsiupaHe

3 cTbhka | PopmupaHe Ha 6ro0xema Ha kKaMmaHuUsIma

4 cTbnka |(PaspabomeaHe Ha cmpame2usi U makmuka

5 cTtbhka | PaspabomeaHe u ripusiazaHe Ha ripospamMa

6 ctbnka | KoHmpos Ha pesysimamume U oUueHKa
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CiparTervsra 3a CTUMyNiMpaHe —

TPAOGBa Aa peLUy ¢ KaKkB/ CTUMYNMpaLLX cpeacTBa nnu
KOMOMHALUUA OT THAX LUe ce MOoCTMrHaT MoCTaBeHwuTe
Luenm.

TakTuKaTa 3a CTuMynvpaHe —
npeAanonara pellaBaHe Ha BLApocuTe:

KakBa cteneH Ha CTumMynupallo Bb3aencreme ga ce
npeanu3BUKa?

Koro e ctumynupa?

Kou LWie nony4yaBa nogapbuute?

KakBa Lie 6bae yectoraTta Ha CTUMynpaHe?
KakBa e obae npoAab/KUTEeNnHoCTTa?

KakBy ca HauMHuUTE 3a pasnpocTpaHsaBaHe Ha
cTUMynuTe?

KakbB e 6b4ae rpadvka Ha pasgaBaHe Ha
npeaAMeTNTEe C TOUYHM AaTv 1 YacoBe ?




CnegBalla CTbOKa € mpuaaraHeTo Ha

nporpamara
3a CTUMynMMpaHe Ha NpoAaaKouTe.

Heobxoavmo ga ce vva npeaoBua;

> a) Kou ca yyactHMUUTE B Nnporpamara?

> 0) KakBu meponpuaTtus Lie obxBalla?

> B) KakBO e BpemMeTpaeHeTo Ha CTUMYNPAHETO?

> ) KakBu cpeacrBa ca HeobxoanmMm 3a
U3NbJIHEHVETO U7

> O) N3bop Ha Bpeme 3a npoBeXaaHe Ha
MeponpuaTygaTa no CTUMYTMPAHETO.

> €) KakBB e OraXeThLT Mo CTUMYSIUPAHETO?




>|;|.911I/IT9 Hd CTUMVIJINPAHETO —

[lponztuuar oT MapKeTUHroBUTEe n
KOMYHUKaUMOHHUTEe Uenn Ha dupmara.
[IporpamaTta cuHTe3npa B cebe cu OCBEH TSX,
MEepKuTe, cpeacrBara, pecypcute, naaHnpaHu
BB BPEMETO OAEUCTBUSA, pa3xoau 3a pecypcu,
OYaKBaH edeKkT U ynpaBrneHe Ha nporpamMara.
OyakBa ce aHraxupaHe Ha Hau-gobpwuTte
cneuvanucTn, OBLpP3MHaA Ha WU3MbJIHEHUE U

BNCOKO HUBO Ha U3IMMbJIHEHUE.




[lpy nocmepgHata cTbkKa e HeobxoAMmMo Jga ce
CPaBHAT pe3ynTaTuTe ¢ MOCTaBEHMUTE LEenu U ga ce
Tbhpcy edbeKTMBHOCTTA OT aKUUATA.

> OueHsaBaHeTO Ha MporpamMarta 3a CTuMyrnvpaHe Ha
npoAaaxkouTe ma peluaBallo 3Ha4yeHue 3a BCsKa
cdompma. llonyyeHuTe pe3ynTaTtu ce aHann3ampar, 3a
Aa ce U3NOoM3BaT U Npy bbAeLlLy AEeNHOCTM!.

> MapkeTuHroBaTta nosiuTUKa Ha BCcdka dompma nma 3a
Len ga cCTuMmynnpa NnoTpebnTENICKOTO ThpPCeHe Ypes
Cb3AaBaHe M noaabpxXaHe Ha briaronpusaTHa
npegctaBa 3a coMpMaTa M NoJIoXUTEeNMHO OTHOLUEHWe
KbM HEMHUTE MPOAYKTHY, YAOBEeTBOpsBaLLN BCe
HOBW/ 1 HOBU NMOTPEOHOCTMN.




Pongdma Ha KyNTYpHUTE aKTopU B
NPoAdarkOEeHVS MPOLEC

-

. CbUHOCT Ha M@XXAYKYJATYPHUA aHaNUN3.

2. LleHHOCTUTE N TAXHOTO BJZINSHUE BbpPXY
npoaa>xébure.

3. KyatypHute cMMBOJIM U poJsiiTa UM B
MeXAYKY/NTYPHUA aHaNU3.

4. E3NKBT KaTO OCHOBEH eJiIeMeHT Ha

KYNATYPHUA (paKTOp.




1. CbLWHOCT Ha MeXAYKYNTYpPHUA
aHanus.

lMpeansBuKaTesictTBaTa Npea CBETOBHMTE NMPOM3BOAUTENN
HajslaratT fAa ce no3HaBaT KyJATypHUTEe nNpOMEHM B
KOHKpeTHaTa CTpaHa Mno OTHOoWeHMe nOoKyrnkKata W
ynotpebara Ha ctokute m ycanyrute. lNoTteHUMan»bT Ha
KyntypHute ddakrtopn TpssbBa aga 6bae npoyyeH M
OLeHeH OT MapKeTMHroBa TrJiegHa TO4YKa, KOeTo
rapaHTMpa ycnexa Ha 3aarpaHuyHuTe

PEKJ/IAaMHMU CTpaTerum.

Llenta e Aga ce n3seaar
KYyNnTypHUTE 0cobeHoCTH,

C KOMUTO ce cpeLuaTt
TbProBCKMTE NpeaAcTaBUTeNm
B pa3JIMYHMTE CTPpaHM,
OTUMTAUKMN OCHOBHMTE
KYJITYPHU ANMEHCUM.

o WOAE RN AR, T LTS e A - e, g
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MeXayKyaTypPHUAT aHaan3 BKAOYBA M3YUYaBaHETO Ha MPUANKUTE W

Pa3J/IMKUTE B ABE W/ NOBEYE Halhn U obLiecTBa.

B Teopusita ca M3BECTHW TpWU FPYRN KPUTEPUW 3a OLIEHABAHETO Ha

KyATypaTta — LEHHOCTHW, MCUXOMOrMYECKN N CTPYKTYPHMN.

A) MNbpBaTta rpyna obxealla:

NHavBnayannsbM, TOBa € CTerneHTa, B KO4ToO WHAWBUABLT
N3IMbKBa Had CbOTBETHATA IFPYlrlia.

MbXXECTBEHOCT — CTEMNEHTa, B KOATO poO/sidTa Ha MOJIOBETE €
onpeaeneHa, OT eaHa CTpaHa MbXKO MoBeAEeHME Ha 06LIEeCTBOTO
N OT ApYyra — XXEHCKO.

N369rBaHe Ha HECUTypPHOCTTa — CBbp3aHa € CbC CTEMEHTa, A0
KOATO MHAWBUAWNTE Ce 4YyBCTBAT HEYAOOHO U CUFYPHO, KaKTO WU
HaUMHBT MO KOMTO pearnpat Ha MHOBaALMUTE N NPOMEHUTE.

Pasnuka B cunata (pa3CctossHMe A0 BJiacirta) € CBbp3aHa C
dopMmpaHe Ha MexayJIMYHOCTHUTE OTHOLUEHNS. HIKOWN KynTypwu
Habndarat Ha CTPUKTHUTE OTHOLWIEHUS KaTo B AnoHud, Pycusd,
aokato B CALl n ctpaHuTte o CKaHAMHABCKUSA MOJIYOCTPOB- Ha
PaBEHCTBO N HE(OPMA/THOCT.




5) Bropata rpymna MCUXOMOrUYECKN KpUTEPMM MoraT Aa b6baar

MPEACTABEHN MO CJIEAHNA Ha4YUH .

Nuaukaropu XapaKkTepuCTUKU
KyJarypHo cxoacTBo CBbp3aHo € ¢ KayecTBaTa HA NMPEroBapsAIIMTe
busnec 1oBepue OO0xBalIa pa3BUTHETO HA IbJITOCPOYHUTE

TbHbProBCKH OTHOILICHUSA

MeHuIKBPCKO HOY- dopmMupa npeaBapuTeIHa NPeAcTaBa 3a
xay NMapTHbOPUTE

B) B TpeTtaTta rpyna CTpyKTYpHU eleMeHTU KaTo OCHOBHM C HaWl-
roisMa 3HA4YMMOCT Ce CMATaT LUeHHoCcTuTe, obunyaunTe,
CUMBOJINTE N e3MKa Ha Apyrute obuiecTtsa.




2. LleHHOCTUTe U TAXHOTO BIIAHNE BBHLPXY
npogaxoure.

LjeHHOCTHNTE npeacraBnsiBart JINYHO nnu obwecTBeHoO
npeaAnoYMTaHM HauMHM Ha noBeAeHue, KOUTO ca AOMMHMPpaALLO
NPpoAb/KUTENHO BpeMe. Te u3pa3siBaT aKTUBHOTO OTHOLUEHMUeE
Ha JIMYHOCTTA KbM o0O6eKkTuBHaTta [AEUCTBUTEJNIHOCT, HEWHOTO
oao6peHne nnm HeopnobpeHume.

LleHHOCTMUTE Cca CBbp3aHMU C:

= Yb6exxaeHnMss U Harsacm Ha mHANBMNANTE, KOMTO I'M Kapat Aa
NM3nNMTBatT ropaocCctT KM nNpuHagne>xxHocCtT Ha Aag€eHa KYJiTypa  Aa
OTXBDBPJNAT HYy>XAN nAeEN N BApBaHuUA.

= MecTHM HaBuuM M o6bumuau, BAUAELLUM BbpXy noTpebutenckortro
noseaeHue npu n3bopa Ha CTOKM U YyCNyru.

= St




Mopa/lHXW U €TUYHU HOPMM, KOUTO Ca VYHUCOH C
06L1EecTBEHOTO MHEHME U obunyan, MoraT Aa BAUSAAT BbpXY
BCUUYKWN UYJIEHOBE WM BbPXY onpeaeneHn oObWHOCTU WU
coumanHun rpynn, KbAETO BJIUSHUETO € HaW- CUJIHO
n3paseHo.

Penurnara wu cyeBepudata ca CbC CUNIHO Bb34ENCTBUE
BbpXY notpeburtenunte " TAXHOTO noeeneHue.
XPUCTUAHCTBOTO , OyAM3MBT W MIOCKHJIMAHCTBOTO Ce
onpenendr KaTtTo OCHOBHW pennrmm m ce Xapakrtepusunpar
CbC CbOTBETHU PEeNUrnmo3Hn M3NcKBaHus. YnortpebaTta Ha
aZIkOX0/1 B WUCNAMCKUSA CBAT e 3abpaHeHO M ToBa [AaBa
Bb3MOXHOCT Ha (puUpMUTE, npounsBexaalim 6e3asKoXoNHN
HAaNUTKW Aa yBenmyaTt NnpucbCcTBmeTo cun. Mak LdoHanac He
npoaasa B MHAMA nopaan dakTta, 4e KpaBaTa ce CcyYMTa 3a
cBeweHo XnBotHo oT 80% oT HaceneHuneTto, a epMaHus
He npueMa u3uano ynortpebata Ha KpeauTHU KapTu 3a
NOKYMNKa Ha CTOKU U YCNYIrM U 3a MoracsiBaHe Ha AbJIroBE,
TbW KATo AyMaTa "AbJr’ e paBHOCU/IHA Ha "BUHA".




= Obuyante, ce onpeaensat KaTto HOpMM M

OYaKBaHMA 3a HaAyvMHa, MO KOUTO MHAUWBMAUTE
NnpaBAT HellaTta B eAHa onpeaesieHa ctpaHa. B
TaH3aHMA He ce cepBMpaT Ha Aeuarta sauua,
NMOHEe)Xe ce CcMATa, 4Ye LWe rv posege Ao
MAewnMBoCT U MMMNOTEHTHOCT. EBponenuunte wm
aMepuKaHuuTe n3bsarear 6M3KOTO pa3cTtossHue
npy NperoBopu, KOETo ce ycrtaHoBsABa obaue
npu apabute n adppukaHumte. Obuuyaute ca
CBbp3aHM C HeBepbanHOTO noBegeHMe Ha
MHAUMBUANTE B Pa3JIMuHU KyATypu. AnoHuuTe
YyecTo KuMMaT C TrJlaBU U Te3m

O3Ha4yaBaT pa3bupaHe Ha
cbbecegHMkKa cu, a He
cbrnacue. Te noBeyeTo
BpeMe cnyLwaTt M Yyakar
yAO6HMSA MOMEHT 3a
CKJZIlOuBaHe Ha cnopa3yMeHMeTo.




3.KyntypHute cumBOnu 1 ponsaTta UM B
MEeXAYKYNTYPHUS1 aHanums.

s KyATYPHUTE CUMBOJAIEG Ca Hella, KouTo
NpeAcTaBAsgIBaT WAEN W MOHATUS W WUrpasT
Ba>kHa poJsid B MeXAYKYATYPHUS aHanus, ThbW
KatTo  pas/iMyHUTE  KYATYpU  [ApUNuUcBaT
Pa3/INYHN 3HAYEHUSA Ha [POAYKTIUTE WU
ycayrute. O6nacrtra, HapeydyeHa CeMMoTUKa
n3yyaBa 3aBUCUMOCTTa MeXXay CUMBOJINTE WU
T9XHaTa poJid B 3a/laBaHETO Ha 3HayeHue 33
XopaTta. Ype3 wm3nosiaBaHe Ha KyATypHUTE
CUMBOJIN CBETOBHWUTE MNPOU3BOANTENN MOraT
Aa 06Bbp>XaT MO3UTUBHUS CUMBOJIN3BM CbC
CBOUTE MpPoOAYKTU U YCAyru, 3a Aa nogobpsaTt
TSIXHaTa NpuB/EKaTETHOCT 3a
norpebutenure.




HeobxoanmMo e ga ce oTumTa, Ye:

AnoHUMTE ca cyeBepHM Ha 4uyuciaoTro 4 m Shi e gayMma 3a
YyeTupM M CbllO0 3a CMDbPT, AOKATO aMEPMKaHUMTE Cce
CTpaxyBaT OT YMcsioTo 13.

KyntypeH cuMmBon e 3anagHusa kayboum 3a uyurapurte
Mariboro B CALLl u EBpona, HO B XoHr KoHr kayb6osatr nMma
CTaTyC Ha TpyAaeu ce, a3Av 65851 KOH, KOeTO € CMMBOJ1 Ha
npu3HaHue B o61L1ecTBOTO.

B NaneuHumsa N3Ttok 6enute kapaMmduiam ca CMMBOJIM Ha
Jioll npeauvYyBCTBMA M CMBPT, a TOBa CHMMBOJAM3UpAT
XbNTUTE UBEeTA B MeKcuko, 6ennte nunmm B AHIrnuvs.

B IOrom3touyHa A3usa n3obpakeHueTo Ha TUrbp U APAKOH
yBesivyaBa NMOKYNKuUTe, a B Apabckute ctpaHu € CMMBOJI
Ha >XEeCTOKOCT.

B EBponenckute CTpaHM 3eJIeHUAT LUBAT € CMMBOJ1 Ha
3ApaBe, 3a Tponun4YecKuTe CTpaHM - Ha 6onecrtr, 3a
UCJISMCKMAT CBAT TO3U LBAT € CBelleH U He ce u3noJsi3Ba
3a peKkJlaMHM uUenu 3aeAHO C HeyTpaJiIHUA CUH LBAT.
benuatr UBAT € CMMBOJZ1 Ha Henopo4yHoctT B EBpona , B
Adpuka- Ha ASBOJ1a, a B A3Usi-Ha CMbpPTTA. XXDATUAT LUBAT
e npusaTeH cuMmBoa B JlatTuHcka AMepuMKa, a oTbnbckBaly B
Mekcuko, BeHeuyena, cMMBOJI Ha 6aHKpPYT M CMDBLPT B
NaneyHuunsa N3TOK.




lipyeMa ce, 4Ye BCUUYKM KYATYpuM npepnarar Ha
MeXXAyHapoAHUSA na3ap CBOM TpagUUMOHHU NPOAYKTMU,
npeBpbllavKn M B cuMBOAUN. KynatypHute CUMBOMIM
nopaxaatr Abs60OKM 4YyBCTBa B CbOTBETHaTa CTpaHa.
Korato koMmnaHusata Coca-Cola nperBopun AudenoBarta
Kyna v Kynata B [lm3a B nmo3Hartara 6yrtunka, edekrta
BbpXy norpeburenute 6eulie NnOoCTUrHatT, AOKATO rbpuUMTE
M3nagatr B APOCT MpUM npeBpbllaHeTo Ha AkponoJsia B
6ytunka Coca-Cola. Te cMmsaTar, 4ye TOBa € CMMBOJ1 Ha
BeJivuyMe M KOMMNaHuATa Tpsb6bBalle ga ce M3BUHM Ha
rppUukna Hapoa. CsBeToBHUMTE nNpou3BoAuMTEeNIM Cca
YYBCTBUTEJIHU KbM (paKTa, Yye CTpaHaTa Nno npom3xon niamu
NMPOM3BOACTBO Ha MNpPOAYKTM U ycayrm MoXxe paAa
CUMBOJIN3Ppa HUCKO WM BMUCOKO KaudecTtBo. Pyckute
norpeéburenn cMATaT, 4Ye MNPOAYKTUTE Nnpou3BeAeHM B
AnoHunsa n NepMaHusa ca nNo-Ao6pyM No KayecTtBO OT Te3U
npoaykTtu, npousseaeHn B CALL.




4. EANKBT KaTO OCHOBEH efieMeHT Ha
KynTypHus pakTop

E3KBbT € Han- YHUKaAHWAT efleMeHT Ha YOBELUKWS pa3yM.
E3nunTe ca TOoNKOBa pasjinyHy, 4ye e TpyAHO Aa WMa
bykBaseH rnpeBos. Ha mnpakinka B eAnMH W CblUy e3UnK
AyMuyTe Morat Aa WMMaT pas/iMyHy 3HayeHud u eTo 3allo
TOW ce 9B9Ba OCHOBHUWAT efleMeHT Ha KYATYPpHUS aKTop.
[IpeBoAbT U3NCKBa MNpPEeUn3HO mnoapexaaHe Ha AyMute Wu
npuaaBaHe Ha CMUCLJI Ha Tekcrta. [lo To3nm HaudunH
MapKeTUHroBuTEe CHEeUUaancT1 LWe pasyuTaTr Ha Yycrnex
CaMO aKO MnpeoaosiedT e3nkoBuTe 6apmepn B CbOTBETHUTE
CTPpaHMW. Ouwe noBeye HAKOU €e3UUM He CbAbpXaT
EKBMBAJIEHTHN €AHW Ha Apyrn AyMU WM Ce CpellaTt
HaUuWOHa/MIHW Hapeuuns, JAuanekTn. ToBa 3aTpyAHsBa
KOMYHUKWpPAHETO B CbOTBETHata CTpaHa WM Hajara
NpeUun3Ho npucrnocobsiBaHe Ha peK/aMHUTE TEKCTOBE KbM
0cobeHOCTUTE Ha CbOTBETHUA €3uK. ByKBanHUST NpeBoA
Ha PpeK/JaMHUTE nocC/aHund OT eAMH €e3UK Ha A4Apyr
npean3BmKBa HegoyMeHune y notpebutenure.




BANdHMEeTOo Ha KYyATYPHUTE UMHAMKATOpU B
6usHeca Ha rnobanHara WMKOHOMMKA
MOXXe aa cdbopMmupa CbOTBETHMUTE
KyntypHun 30oHu: CALl, 3anagHa wu
LleHTpanHa EBpona, CpeanzeMHOMOPCKa
EBpona, JilatuHcka AmMepuka, CpepeH
N3TOK, BBLLN COLIMAJZINCTUYECKMN CTPpaHM
M pa3BMBalLL/ Cce CTPaHMW.

BcsAka OT TAX nNnpefgnoJsiara
npuaaraHeTo Ha
CbOTBEeTEeH TUNn cTparterums
- rnob6anHa,
MeXxAyHapoaHa

M HAaUMOHAJIHA.




PasnnkaTta Mexay OTAENHUTE KYyATYpy KaTo LS/A0 Ce noAdyepTaBat
Npy BCSKa KOHKPETHa Cpella Ha TbpPrOBCKOTO MPEroBapsHeE.
Bceky npeacrtaBuTesl Ha KOHKPETHa CTpaHa CUMBOJAIM3MPaA
0OYyCNOBEH CTWJI, KOHKPETHO MOBEAEHME U MPOMECUOHANTNIBM.

NHaviBnayanmnaMa (KonekTnBmsaMa) e Hawv Aobpe mspaseH B CAILL,
AHrAnaS v Kntan, a Han-cnabo B AnoHmnsd n PpaHuus. To3u
NWHANKATOP MOoKa3Ba, 4Ye VHAWBMAYAAUCTUUYHWUTE Har/lacy AaBaTt
NpaBo Ha JindeH mn36o0p KakKTo W W3MBJAHEHWETO Ha
3aAb/KeHndaTa KbM cobcTtBeHata JNYHOCT. AKTMBHOCTTA  Ha
nperoBopnte OTHOBO € Haun-cuwiHa B CALLl, a cabp)XaHa B
AnoHnda, Kutam v AHMAnS. TBbpAUTE MNPEroBOPUY Ca XapaKTepHM
3a BCUYKMN CTpaHU C n3kawveHne Ha AnoHmna n CALL.

CpeneH M3TOR 1
Cepepua Adiprra

" b
a e
Adipirea: LleHTpanua,
W3TOYHA W 3aNaaHa )

Wxcna Adiprka




i3BoaAuTEe, KOMUTO MOraT [la Cce HanpassaT npu
MEeXAOVKVATVPHUA aHaaus B___raobanHaTta
MKOHOMMKA CEe CBeXaT Ao:

[16pBO:; KynTypHUTE eNeMeHT Ha MexayHapoAHaTa
busHeccpeaa W TIXHOTO pasfinymve 3a OTAE/IHUTE
KYATYPU OpMUPaT YCIOBUA 3a HOBY Bb3MOXXHOCTW B
OTHOLUEHNATa Ha 6u3HecrnapTHLOPUTE.

Bropo: KynTypHWUS eroueHTpu3bM T.e Yyb6exxaeHneTo, ye
ACMNEKTUTE Ha edHa Ky/ATypa Ca Mo-BuCLWW OT Apyra

TpgbBa Oa 6bAae npeodosidHO B robanusvpalimns
CBAT.

Ipeto: [OOMWHMPAHETO Ha MbXKWUTE LEeHHOCT HaA
XEHCKUTE O3Ha4yaBa, ye ce daBopu3npat
npeycrngealinte WU Cce UeHAT aMbuumo3HnTe =
penTenHnTe NHANBUAMN.

YerBbpT10: Pa3bupaHeTo Ha KYJATYPHUTE pasinyuvsa u
CXOACTBO LUle CTaHe 3HayMMo 3a CBETOBHUTE
NPONU3BOANTENIN, KOUTO LLEe OLEHAT NOTEeHUMaAbT Ha
KYNTYpHUTE daKTopy npu pa3paboTBaHETO Ha
MapKEeTUHIoOBUTE CTPaTEeruu.




CbBPEMEHHUW ACITIEKTU

HA PEKIIAMHATA
| )

s [\ [MOJINTUKA HA PUPMATA
[NMPU NMPOOAXBUTE

1. PeknaMHaTta nosMtuka Ha pypmMaTa n cucrteMmarta Ha
peKJIaMHUTE MeponpUuAaTUSNA.

2. PeknaMmHa UHTepHeT-noZiIMTUKa Ha pupmMmara

3. N360p Ha MEHNAXXDBPCKU peELLEeHUs, CBbpP3aHU C peK/laMHUTe
MeponpuaTus




1. PeknamMHaTa nonuTuKa Ha cdbmpmarta u
cucTemMaTta Ha peKknaMHuUTe MeponpusaTus

PeknamMHUTE MEPONPUATNSA UMAT TP OCHOBHM HACOKW Ha
Bb3AEVICTBIE BbPXY. MOTPEOUTENNTE:

= KbM pasyma — pPekiiaMatal MMal MHDOPMaTVBEH XapaKTep, CBbP3aH C
HEVHVIS MPEAMET;
= KbM MOACHL3HAHVETO — PEKIaMaTa Bb3AEVCTBA

LIAMOCTHO BbPXY. IMYHOCTTA;
= KbM HECH3HATENHOTO — PEK/IaMara Ma

CBOVCTBOTO /[ia MpUTbSBa Pa3CbabKka M

€ [a aKTVBMpa MOACb3HATEMHOTO Y MHAVBUAA.




TunoBe peknaMHun MeponpuaTus

NMumx-pexiaama Hacspunrteana
pexrjiama

SacuiiBaHe Ha
AKIABUBAPAHE HA

ONPEIICITCHO
llocmassne Ha wei HOTCHIAANIHNATE
Bb3IIPHUEMAHE Ha
KyILyBaYM.
NPOIyKTA
Hauun Ha
C JBIrocpouHo Kpatkocpouno
BH3OCUCTNBUEC
SAMECHACMOCH] HA Yecto HE €
BB3MOXKHO € Y4ECTO
NPOOYKmd BH3MOKHO
Jomunupawa Peximama Ha [Ipomornys,

dopma MEIUNTE IAPEKTHA PeKIaMa




dopmMyrna 3a Bb3aencTBue BbpXy
ayanTopuunTe:

NpyBJ/INYdaHe Ha BHHMaHHNETO — I10CTNId CE YPE3 HAKOJIKO AYMU,
N3KasBalllyl AOCTOBEPHO ob6ellaHne;

SadbpiKaHe Ha BHHMaHNETO — POJIA UIPadl 3dlJiaBHUTE HaANWCH,
OCHOBHUWTE MIKOCTPAUNN VNIV INEPBUTE a63aLm;

Cb3/4dBaHe Ha )XEJIaHns 3a MNOKYIIKa — 3d Ta3ll LEJI Cy>KaTl NOCOYEHUNTE
N3foAu Ha FIOTpe6VITeJ'IVITe;

Cb3/aBaHe Ha AOCTOBEPHOCT MM NPaBANBOCT YPE3 hakty, Py v
TapaHumn;

HAOKa3adTEJ/ICTBO 3ad N3Iro4Ha lNOKYIIKa,
Y/i€CHABAHE Ha lNOKYIIKaTad YPES YKa3dHWA 3a lNPaBEHE Ha INOPbYyKaj,

H3TbKBaHeE Ha OCHOBaHMS fa Ce Ky B MOMEHTa — NOCTra CE YPes
OTCTBIKX W CrieumanHm Aob6aBky 3a He3abaBHa MopbUKa.




2. PeknamHa WUHTepHeT-nonnTtuka Ha oupmara

Pasnnungara Mexay e[AHONOCoYHUTE Mean (paavo,
TeeBy3nd v ap.) v ABymnocodHvme (VIHTEpPHET) ca:

u /IHTEPAKITMBHOCTIT A,

= C[OCOOHOCTTAl 38 KOHTPOJI;

\
= [0/ly4aBaHeTo Ha 0bpaTHa Bpb3ka \q. R@ |

OT CTPaHa Ha noTpebuTtens Ha =ToRONITEIEGOM
MH(OpMaUnATa.




CbbupaHe
Ha
MHJOpMa-
LS

N360p Ha
TbproBckKa
Mapka

[Tokynka

XN3HEeH UMKBbI B OHJIaUH-
NMPOCTPAHCTBOTO




[Mpobrniemu npu cb3gaBaHeTo Ha on-line

peknama

s [IbpBHST MPO6JIEM — PEKIAaMATa MOXE [id Cb3Aa[e
NHTEPEC, HO \WED-CanTbT [a HE [0 OnpaBAae u
NPUTEXATENAT My, [ia HE 3HAE Aa/IV PEKIIAMHOTO! Kape
€ CBbP3aHO € OMEPTaTa, KOATO OTBEX /A
HOTEHUMAMHUTE KIAVEHTW B [JiaBHaTal CTPaHNLA.

5a [1a| CE OCBHLUECTBY
[poaaXkbata e HeoHXoANMO

[1a VIMa A0CTaTbYHO MHMOPMaLINS
1 MOAKPENSLL, MaTepmarn.




[lpoGrnemu npu cb3pgaBaHeTo Ha on-line
peKkrnama

s Bropusar mpobrsiem— Hanvle e edektBeH Web-
Caum, HO B CblLOTO BDEME PEKMAMHOTO MOC/AHNE, HE
OTPa39Ba TOYHO XaPaKTEPUCTMKITE Ha MPOAYKTa,
KOWITOI CE PEKTaMmpal. PEBYATATHT €

—— HEYIOB/IETBOPEHOCT Ha
BN [i0Tpe6yTenVTe. BesnnaTHana
OPEPTA, CHELUVATHNTE, LIEHN W
CbOTBETHUTE HaMaNEHNS, KaKTo U
nobaBeHaTa CTOMHOCT TpsbBa Aa
6baaT nogyYepTaHu B PEKIAMHOTO
Kape.




[Mpobrniemu npu cb3gaBaHeTo Ha on-line

peknama

s Iperusar rnpobJsieM e CBbP3aH C ToBa, Ye npu
TPaAVIIVOHHATAl PEK/IaMa € Bb3MOXHO, USTESIHE
Ha PEKIaMHOTO MOCAaHVE HPEAV| TO [Aa €
Bb3BbpPHa/0 MHBECTULIMVTE. [py on-line -
PEKJIaMaiia EKCHEPTUTE NPEANo/iaraT, Ye
KIIMEHTUTE, KOUTO BUAAT PEKMAMHOTO Kape Lie
NOCETAT CanTa 1 MOXE Aa CE MPEAOCTaBN
He3abaBeH OTroBOp Ha 3aUHTEPECOBaHUTE.




[Mpobrniemu npu cb3gaBaHeTo Ha on-line

peknama

s YerBopruar npobsiem 3VickBa TECTBAHE C

HEN id CE OUEHN EMEKTUBHOCTITA Ha PERJIdMdilid,

KaTo Ce OTUYMTa, Ye Mpy VIHTEPHET-PEKTIaMaTa
NPOLIECHT € MO-JIECEH M CE M3BBLPLLBA C M0-

MaJiKO: pasxo/u.




[Mpobrniemu npu cb3gaBaHeTo Ha on-line

peknama

s [lervsar npobJiem e CBbpP3aH ChC CbYETABAHETO
Ha peksiaMata C LeneBys masap, npy oTunTaHe
Ha HTEPECUTE VI LIENEBUTE FRYVIN.

-
NOKIA |

R ]
l




On-line peknamaTta ce CTpeMu KbM:

= [IPUBAVYaHE Ha noTpedbutenn B Web-canta;

2 HdCOYBaHE Ha BHUMaHWETO M KbM Pa3JindHN

CrpaHvin Ha Web-canTa;

= MOOLUIPSABaHE MOBTOPHOTO BpblUaHe kbm Web-

-l

cavTa.

PHOTOMNICS




3. MeHNaXXbpPCKUTE peLleHUs, CBbpP3aHNn
C peKnamMHuTe MepornpusaTnda obxesallaT

OMPEAENTHE Ha KPAaTKOCPOUHUTE, CPEAHOCPOYHUTE U
ABTOCPOYHVTE LEMV Hal pEKIaMHara NoanTnKa;

3aM03HaBaHE C Bb3MOXXHO Han-rosidM obxBaT MHBOOPMaLMS
33 Mazapal (kemmyecTBeHa, KauyecniBeHa, MoTVIBalloHHa,
KOHKYPEHILWS, HOpMaTVBHO-topyAnYecka 6a3a, MPoOAYKIM,
NpeasaraHe v ap.);

ONPEAENFHE Ha OrpaHnUnNTENHNTE YCnoBMS (Han-Beye
(OVIHAHCOBUTIE CPEACTBA, NPEABNAEHN B PEKIaMHNS
BIoMKeET);

OfNpeAensgHe Ha NOMOXKUTENHUTE apryMEeHT 1 Ae/INKaTHW
MOMEHTW (Harnp. 04YakBaHa ChIPOTBa OT CTPaHa Ha
noTpebutennTte), TEcHUTE MecTa v Ap.




PekamMaTta 3aeMa BaXXHO MACTO B “KapTaTa
Ha 6bAELLIETO” KaKTO Ha FOJIEMUTE
KOpHopaLUny, Taka ¥ Ha MaiKkuUTe 1 CpeaHn
MVPMY, HE3EBVCMO 0T 6paHIlia, B KOVTO
PasBMBaT BV3HECA CIA.

Advert.Techart

PeknaMHoOe areHTCTEO




NMpoaax6eHn TaKTUKN — HOBOCTU U
TeHaeHuuun

1. TakTuka ,J)xyno”

2. TakTuka ,Kurxan"

3. TakTuka ,,Jlyao npoaasaHe"
4. TakTUKa ,,3N1aTHaTa nyuka”

5. TakTuka , KyHr-py" “

6. TakTuka , Kamukaase"




,CO00roM Ha npopgaxébute” e HOBMAT pAOeBU3 Ha
npocnepupawmrte (pupMm Ha CBETOBHUTE nasapu. ToBa
B o6luM NMHMM O3HaA4YaBa, Ye KJlacMuyeckKaTta Tbprosus
Beye ce c usyepnana. ,Jlan napurte - eTo TM CTOKaTa" e
AEBU3 OT BYepawHua aeH. KaveHTUTe UCKaT Beye Bce
noeeye wHdOpMaUuMsa 3a nNpoAyKTUTe, no-aobpo
o6cny)xBaHe, No-AbJIrn rapaHuum, oopmv 3abaesneHuve un
M3)XXuBsiBaHe NMpu NOKynkute. ToBa e TBbpAe rosasiMo
npean3BuKaTesictBo 3a pupmute. He e BaXKxHO caMo Aa
npoussefell MoAepeH M KayecrtBeH HOB MPOAYKT.
Heob6xoanmu ca HOBM maeu 3a npoaaxoém.

, ORNASRIEREY | [




NMpoaoax6eHnTe cTpaTerMm M TaKTUKW, MU3NON3BaHU OT
Tbproeckure ¢uMpMmn, Bce noBevye CTaBaT MAapKEeTUHroBO
opMeHTMpaHu. TaHaTa Ha npoaaXxbeHus ycnex ce Kpue
B LesimTe Ha ¢upMuTe 3a NMBJIHOTO 3a40BOJISBaHE Ha
NnoTpebHOoCTUTE Ha KJINEHTUTE U B NpU-JlIaraHuTe NoXBaTu
M TEXHUKU 3a OCbLLECTBABAHETO UM.

3non3BaHute MeToAM MMAT 3a OCHOBa pobpe
pa3paboTreHn crTpaTterMm, TaKTUKM U TEeXHUKM 3a
nosuiiaBaHe obema Ha npoaaxbute n nogobpsiBaHe Ha
KaQayeCcTBOTO W KyAaTypata Ha o06cny)XBaHeTo Ha
KJineHtute. B apceHana Ha Tbproeckute GuUpMu ce
BKJ/IIOUBAT BCE HOBM M HOBMU CTpaTerum u Taktuku. Llenta
Ha HacTosi-llaTa TeMa € [Oa OCBeT/IM Makap M B
orpaHuyeHa cTteneH nocneaHu-Te HOBOCTU B Ta3u obnacrt
M nNpean BCUUYKO B 06/1aCTTa HAa NPUJIOKHUTE TaKTUKMN.




N3BeCTHO €, ye OCHOBHMTE na3apHuU cCTpaTervmm oT
MapKeTUHroBata Teopusi cCa: BbBeXaaHe Ha HOB
NPOAYKT, crneyesiBaHe Ha na3apeH Aq, na3apHa
cCerMeHTauums, nasapeH LUUMKDbJ/1 U BOEHHM mna3apHu
CTpaTeruvm.

CbhbOoTBEeTHUTE TaKTUKN, KOUTO Ca B LEeHTbpa Ha
BHUMaHMETO, M3MoJZI3BaHU  3a npuaaraHe Ha
cnoMeHaTute crtpaterum ca: ,Jhxkypo”, ,KuHxan",
,J1yAo npoaasaHe", ,3natHata nyuka", ,KyHr d¢y" wm
,JKaMukagse".

[10 TO3M MOMEHT Te ca MaJIKO NO3HAaTU U U3NOJI3BaHU B
TbProBCKaTa NPaKTUKa U NPeroBopMu. '




1. TakTuka ,[bxyno”

(,CnepgBau nbTa Ha noTpeburtenure!”, ,NMoBTapsiHe
ABKXEeHUsTa Ha noTpebutenure”)

Ta3u TaKTUKa ce npwujara npyv crpatervaTta 3a
nycKkaHe Ha HOB NpPoAYKT Ha na3apa. HoBute
NPoOAYKTU Ca YeCTO MeuTaHM OT PpupMmUTe, HO
MOHsIKOra, BbBEAEHM Ha nasapa, Te MoraT Aa




KakBo Tps6bBa pa ce HanpaBu, 3a p[Aa ce
npeaoTBpaTv TakbB Heycnex? KakBa e pa3siMkarta
MeXxxay npoBan u ycnex? Kak cdompmute Han-pobpe
Aa Ce OpueHTUpaT Ha nasapa? AMeHHO Npyu TaKMBa
clyyaM ce npwiara TakTtukata ,xypo”. Tlo
CbLIEeCTBO TS Ce OTHaca 3a aaAanTUBHOTO
npoaasaHe. [llpoaaBaybT TpssbBa pAa cneaBa
+ABMKEeHUATa Ha noTpeburtensa”, 1.e. Aa YCTAaHOBM
Herosute cneurvdpmyHy noTpebHOCTH, KeNlaHua WM
M3UCKBaHUA U Aa AenCcTBa NOo Hau-Ao6pusa HauMH
3a ynosneTBop;lBaHeTo UM.




Han-pobpoto 3a egHa cdupMa e paga npoaasa
NMPOAYKTUTE, KOMTO XOpa-Ta MWCKAT Aa Kyns§T,
¢dupmata TpsibBa ga cneaBa NbTHA, NO KOUTO ce
npuMaBMXBaT norpeéburenure. Npoente Ha
MapKeToJsio3uTe BbB (bupMmaTta TpsibBa Aa cbBnaaar
CbC CXeMaTa Ha KynyBauuTte. ,lloBTapsiHe Ha
ABMKEHUATA" - TOBa € CbLLHOCTTA Ha TaKTUKaTa
+AAxyno". HeobxoanmMo e oobpo 6asnaHcupaHe Ha
TbpPCEHEeTO C npeasiaraHerTo.




NMNbpBo TpsibBa Aa ce npoyunm TbpceHeto. Koum ca
NnpUYMHUTE 3a NosiBa-Ta Ha noTpebHocTute? Moxxe nu
HoBaTta noTpebHoctr pa 6bae 3apoBoOsie-HA CbC
CblUeCTBYBalll Beye npoAayKTr? AKO He, MoXe M
NPOAYKTbT caMO Aa 6bae moaudumumpaH? B kpaeH
c/lyyan 3a HoBaTa NoTpebHoCT TpsA6bBa Aa ce U3MMUCIU
CbBDbpPLUEHO HOB npoaykt. iMa MHOro npumMepum OT
MKOHOMMYECKO-TO pa3BUTHE 3a pPeBOJIIOLMOHHA NOSsiIBa
Ha TMNPOAYKTU KaToO YOJZIKMEHa, TpaH-3UCTopa,
aBTOMOGM/IN C afiTepHAaTUBHM U3TOYHMLIM HA FOPUBO MU

AP-




Kak

MOXXEM p[Aa Hanpa-BMM nNpoAYyKTUTE no-
aTpakTuBHu? lNMonyyaBaHeTo Ha AO06BpP oTroBoOp e
CBbpP3aHO C nMpuJaraHeTo Ha TaKTUKaTa
»AKyao". ANropuTbMbT Ha AEeNCTBUME Ha Ta3u
TaKTUKa e C/IeAHUAT:

lpoBexaa ce wu3cseaBaHe Ha KJ/IMEHTUM Ha
¢dmpmMmara no OTHOLLUEeHue
Ha TbpCeHeTO Ha onpeanesieHn TMpPOAYKTM.
Pesyntatute OT wu3cnepaBaHeto TpsA6bBa pAa
BKJ/IIOYBAaT BeJIMMMHATAa Ha noTpeburtenickurte
pa3xogu. NpaBu ce aHKeTHO NpoyyBaHe CaMO Ha
OT3MBUYMBUTE KJINEHTWU (kouto ot
CKJIOHHM Aa NONbJIHAT BbMNpPOCHULUTE - CaMo
TOraBa Lie MMa nossa).




6. AHanu3upatr ce CbliecTByBallUTE NPOAYKTM.

r.

Pa3rnexana ce Bb3MOXXHOCTTaA Aa ce npubasaT
oLle BapmaHTU (MoAUMUKALIMM) Ha NPOAYKTUTE
3a pa3J/IMYHUTE CEKTOPMU Ha na3sapa.

AHanusupa ce rnaBHUAT npoaykt. MUMa nu
Hy>XAa OT BTOpMYHM Bepcuun? Kak ce pa3BuBa
NPOAYKTDHT - 3aMeCTUTeN Ha riaBHUSA NPoAYyKT?
Kak MO)>e Aa ce yADbJ/HKU XXUBOTDHT Ha rfiaBHUS
NnpoAayKT?

KakBu ca npuno)XeHusitTa Ha ChbLUEeCTBYBalluMuTe
NPOAYKTU Ha HOBMUTE nNasapu? NpaBu ce
KPUTUYHA OLEeHKa Ha BCUYKU WU3MNOJI3BaHM
MapKeTUHroBu CpeacTBa.




KakBO MO)xe fja ce HanpaBu No OTHOLWIeHMe Ha
,A3cneasaHe n pa3dBn-Tue Ha HOBU NpoAyYKTHU"?
Ako BbB (pMpMaTa HAMaA TaKbB OTAEN, UMa NN
MHCTUTYL UM, KOUTO 6MXa ro HanpaBuM cpelyy
3annawjaHe (HayyeH MHCTUTYT, nabopaTtopus,
BHeApUTeJICKa opraHu3sauuvsa v gp.)?

Mo)xeTe 2in aa cte 6bp3 nocnenosaren?
Mo)keTe 2in Aa KonupaTe

KOHKYpPEeHTUTE, Aa ce pa3BuBaTe 6bp30 U Aa
npasute noaobpeHuns?




. CnpaMO KaKbB HOB nNpPOAYKT pfOa ce
npoBeXaa crTpaterMms Ha AbMAUHr? Kowu
NnPoAyKTU ce npoaaBat 6aBHO 6e3 Hapexaa 3a

npoMsHa? Kak
61bp30 Aa ce oTbpPBEM OT TAX?
3. MoxxeM v pa npopaageM oOT cnabo

npogaBallyM ce NpoaAyKTM Ha Apyrn (bvMpMM M
KOJIKO AbJIr0 MOXXe Aa npoAab/HXaBa ToBa? UMa
N bupMM, 3aMHTEpecoBaHM Aa MU3KYNAT Te3Mn
npoayKTu?

M3non3BaHeTo Ha TakTukata ,Jbxyao" ce
npenopbyYyBa MNPV NMyCKaHe Ha na3apa Ha HOB
wnym mogudnLMpaH NPOAYKT




2. TakTuka ,Kuxan" (TakTMka Ha OCTpUeTo)

TakTukaTa ,KnHxan" e ct M30CTpPSIHEe Ha
KOHKYPEHTHOTO npeavMCTBO. TS ce Uu3Mnos3Ba npw
npujaraHe Ha MapKeTUMHrosata cCTpaTtermsa 3a
yBeJ/indyaBaHe Ha na3apHusa Aasa. CblHOCTTa Ha
TaKTUKaTa € Aa Ce MPUJIOKU KauyeCTBEHUSAT KOHTPOJI.
Llenta M e pa ce ocurypsat npogaxbure c
BMCOKOKa4YeCTBEeHM NMPpoAYKTH, cepBus, ao6po
o6cny)xBaHe Ha KAuMeHTUTEe. BCMUKM MapKEeTUHroBM
cpeacTBa Aa cCa HAaCOuYeHM Aa u3Bepart (pMpMmaTta Haveno
Ha KOHKypeHuusita. AHaAM3bT Ha KauvyecTrBeHus
KOHTpPOJN1 TpsibBa Aa NOKa)ke KaKBO KynyBaT K/IMEHTUTe
M 3aLU0 KyrnyBaT OT KOHKYPEeHTHUTE.




TakTukata ,KuH)XXan" MoXe Aa ce MNpUIoXU C

A.

Nnporpama OT HAKOJIKO TOYKM.

KaKkBO KynyBaT KJ/IMEHTUTE - KaKBU NPOAYKTMH
nwnm ycnyrn? KakBum ca TexHuTe Bb3MOXHOCTM
Aa KynyBaT OT KOHKypeHuuaTa? MsapkaTta Ha
KJIMeHTuTe TpsAbBa pa 6bae MsApka Ha
¢dmpmara.

b. KameHTuTe KynyBaT OT npoAaBauuTe 3HaHMA.

KynyBaunte TpssbBa Aa ca ekcnepTtv B CBOSATA
obnacr. MeHMmKBLpPUTE NO npoaaxbure
TpsAbBa Aa pa3BMBaT KayecTBa Ha €KCrnepTu y
rnpoaaBaumTe.




B. KaineHTuTEe KynyBaT nogAapb)XKaTta Ha dompMarta.
Te THpPCAT HaAaeXXAHOCT, YyAO6CTBO, CUIrypPHOCT.
Te nckat 6bp3 OTroBOp Ha U3NCKBAHMUATA CM.
Te MCKaT f[Oa CHU VYJIECHAT >XXUBOTa 4pes
NMPoOAYKTUTE U yCNyrute Ha cpmpmMmara.

. KnimeHTUTe KynyBaT penyTauyuMaTa U MMUAXKA Ha
¢dmpmaTta. ToBa ce u3MepBa u4pe3 6pos Ha
TexXHUuTe onJiaKkBaHus, ¢dpmpmMeHoTO
PbKOBOACTBO TPSA6Ba Aa cneau 3a pekaMuTe U
AaBaHUTE NPOMOLIUM.




Axo chmpMaTa xenae ga KOHTPoJiMpa KadecTBOTO
Ha NpoAyKUMSATA, TS KOHTPOJIMpa CaMO 4acT OT
TOBAQ, KOETO KyrnyBa K/IMEHTbT. AKO Ka4eCTBEHUSAT
KOHTPOJ1 € pyTUHEH, TO TPpA6Ba Aa BK/IIOUBA:

ECrpaBsiHe C KOHKYPEeHLUUATa;
EMHEHMETO Ha KJIMeHTUTe 3a (bMpMaTa;
EMHEHMETO Ha KJIMEeHTUTE 32 KOHKYPEHLUMUATA;

ETeHAeHUMUTE Ha pa3BUTUE Ha CUJIHUTE CTPAHU Ha
¢dumpmara.




NMpunaraHeTo Ha TakTukarta ,KnHxan"
BKJ/1IOUBA HAKOJIKO cneuyuasim3mpaHm TecTa,
a UMEHHO:

TecTBaHe Ha NpoAyKTUTE.
TecTBaHe Ha npoAaaBaymTe.
TecTrBaHe Ha 06cnyxBaHeTo
TecTBaHe Ha penyTauuaTa

N

TakTnkara ,,KuHxan" (M3ocrpssHeTo Ha
KOHKYpPEeHTHOTO NnpeaMMCTBO) ce npuiara
npy yBesivyaBaHe Ha na3sapHusa Asn.




3. TakTuka ,,Jlyao npoaaBaHe™ —
(,,Crpewm npasunoto!”, ,Jlya Tbprosey")

TakTukarta ,Jlyao npopaBaHe"” ce u3MnoJsi3Ba Npu
MapKeTMHroBata CTpaTterMms Ha  nas3apHara
cerMeHTaums. CbLHOCTTa M € B HapylLlaBaHe
rnpaBuJiata Ha TbpryBaHe C Les1 crneyesiBaHe Ha
6usHeca. Tasu cneumasHa TexHUKa Ce M3MNON3BaQ,
KOoraTto TpsibBa Aa ce npeoaosiesitT NpensiTCTBUS.




M3yyaBaHeTO Ha cneuuasiHua BuUA npoaaBaHe
,J1YyAO0 npoaaBaHe"” e Ba)XHO 3a HAKOM Cly4yaMm.
TexXxHUKUTe, KOMTO Cce npuiaraTt TyK, MoraTt Aa
ce BOOAAT OT MCTUHCKM eKkcneptu. ToBa He
CbBrnaja CbC CbLIHOCTTA Ha TPEHUPOBDBUYHUTE
KypcoBe. Ho ,Jlyaoto npoaaBaHe" BKJ/1lOuMBa B
cebe cv mgen, KOMTO Ca neyenuslun. B TAX
yyacTBaT Xopa C roJisM onumTt U 3aHMMaBallM ce
Nno npaBwuJio C rosism busHec.




Npoaax6eHNAT TpeHMHr B noBeyeto (pupMun e
MHOro npocrtr. HoBonocrbnuiutTe npoaaBayM ce
BK/IIOYBAT B KypcoBe WU ce obyuyaBar Ha
CTaHAapTHU MoAenM Ha noBegeHne npu
onpepeneHn npoaax6eHn cutyaumn. Hukon He
CMOpPM 3a XapaKTepHUTE uYepTu Ha TMPOAYKTa,
npeauMmcrBaTta M Nos3uTe, 3a TOBa, Ye TpsAbBa Aa
ce OTKpMAT noTpebHoCTMTE M pAa ce pa3sBue
CbOTBETHOTO rnpepnaraHe. Ako rnoBevyeTo
npoaaBadv M3NoNa3BaT Te€3U KJIaCUMYECKMU NpaBuUna,
Te 6uxa 6mnm MHoro edpeKTMBHU. IMa OCHOBHM
npoaaxx6eHn npaBsuia, KOUTO HUKOU NpoaaBay He
UrHopmpa.




NpoaoakbeHnte TexXHUMKM ca cbop oOT HaBuum,
npaBusia MU CTUJ Ha npopaBaHe. TaAxHaTa OCHOBHA
Lieq1 e npeoaosisBaHe Ha Bb3paxeHusaTta. OcBeH ToBa
Te TpssbBa Aa npoaaBaT noJsidata OT NPoOAYKTa M Aa
AoBeaaT A0 KynyBayeckoTo ,Aa". C Te3n TeXHUKM ce
3afaBaT OTBOpeHuM Bbnpocu. Ho mmMa MOMEeHTM, B
KOUTO Te3M npaBuJia ce HapywasarT. [lpogaBaybT He
e pobor. Tom mMa cob6CcTBEHO MHEHME M [EeUCTBa
cnopen obcrositencreara.




4. TaKkTUKa ,3/1aTHaTa nymka”
(,KoHTpON Ha pacTexa")

[py MapKeTUHroBaTa CcTpaTervs 3a pacrexX Ha c¢pumpMmaTra
e NpaBWJIHO Aa ce npuJjara TakTukKara ,,3/1aTHaTa nymka".
Tyk npunaraHeto Ha TaKTUKaTa € CBbp3aHO C
KOHTpoO/iMpaHe Ha 6bp3usa pacrtex Ha dpupMmaTa. Kakeu
Morat Aaa 6baaTr npobnemMute, NpMYMHEHM OT TBbpAE
PaHHUA KbCMeT? KakKk pacteXXbT MOXe Aa cb3aajge
npo6nemu npn pyHKUMOHUpaHeTo Ha chupmaTta. EAMH oT
npo6nemMuTte MaBa OT NpoAaBayYMTe, KOMTO XMBEAT CaMo
OT pacTexxa Ha npogaxbéburte. Te ca 3annareHn Aob6pe,
npo-siBiBaT MHMLUMATUBA, BbPBAT Hanpea B Kapueparta. U
e o0cobeHO onacHO pAa 3abpaBAT, 4Ye pacTeXbT Ha
npoaaxxburte cam no cebe cm Hocu ronemm npobnemm no
OTHOLLUEeHMEe Ha ApyruTte 4yactym Ha busHeca.




ChbLiecTBYyBaT NeT npaBuia 3a KoHTpon Hafg
6bp3una pacTex Npu Npu-aaraHe Ha TakTUKaTa
,3NaTHaTa nymka":

NMpaBuno 1. Boaere cu cpmHaHCUTE NMpPaBUJIHO.
MHoro e TpyaHOo duvpMaTta Aa € C BUCOKa
neyanba m 6bpP3 pacte’xk NO eAHO U CblUo
BpeMe. AKO cTte dduHaHcMpaHun oOT 6aHKa,
onutaute Aa, paborute c gBe cMeTku. Llle ce
Cbrniacu i 6aHKOBUAT MEHMAXXDbP Aa BU AaBa
AONbJ/IHUTENIEH 3aeM, aKO MoXXeTe fAa Cwm
nJaTtuTe BalwmMTe TOYKM oOT 6aHKOBOTO
cnopasyMeHue?




MpaBuao 2. BawumsaT napuyeH NOoToK TpsibBa aa e
Hapea. OnuTauTe ce Aa HaMepuTe KJIMeHTU, KOUTO
Aa noAaabp)XXaT Bawwmsa pactex. B 6bp30 pacrsul
nasap nNpoAaBaYbT € CWIEeH, a KynyBaubT
OTHOCUMTENIHO C1ab, Taka 4ye ce onuTauTe pAa
npoaaBsate 6e3 kpeaut. He Tps6bBa oa HaBpeaute
Ha nevyanbara cu. Moxxete M Aa nNpuABWXBaTe
no-6oLp3o yekosetre cu? Moxxere i Aa NOMOJIUTE
KJIMEHTUTE CU Aa BU Ce u3ab/HKasaT no-6bp3o0?

MpaBuno 3. BawaTta agMMHUCTpauusa Tpsbea fga e
B pea. TpsbBa BCMUYKM AOKYMEHTM Aa ce BOAAT
npeun3HoO: OT KOHTpPOJiIa BbpXY CTOKOBMUTE 3anacu
npes3 oduca 3a npoaaxkbute A0 KpeaAuUTHUSA
KOHTPOJ1 U YNpPaBJIEHCKOTO CYEeTOBOACTBO.




[IpaBusio 4. braere CUrypHy, 4ye nepcoHano»T BMU e
Ao6bp. bbp3nAT pacTtexx ce HyXaae OT noBeye
XOpa 3a MeHVMHXMbHTAa. HAMa BpeMe 3a MHOro
TPeHUpPoBKN. Mo)xeTe 2IM Aa NoBMLUaBaTe KagpuTe
CU B ANTbXXHOCT?

MpaBunos5. Cheaere MKOHOMUYECKUTE NoKa3aTesm.
NepanTte BCEeKM nMnoKasaTten: o6emM npoaaxébm,
nevyanba, MmeceyHm pesyntatun. Cnepere 3a MUKCa
Ha 6u3Heca, MMKCa Ha KJIMeHTUTEe U ocobeHOo 3a

JIOLUMTE nMniaTunm.




Ako uMMaTe Aa obcnyxBate 6BpP30 NpoMeHsiW| ce
nasap wWim ako umMmarte npobinemMum c napurte B
6pou, Npu npunaraHe Ha TaKTuUKaTa ,3/1aTHaTa
nymka" Tps6bBa ga ce NOMUC/IM 3a cCleaHuTe
Ba)XHU Hella:

@ WM3pabortetre pob6bpa THLProBCKa nNpoOrHosa 3a
KpPaTKOCpPO4eH 6usHec.
Bu3Hec, KOMTO LUle AoHece nevyan6ba 3a 1-2
Mecela, KOJIKOTO e Heobxoauma. Ta TpsA6bBa Aa
6bae B 6pom.

@ HanpaBeTe BCMUKO, KOETO MOXXeTe fa ce CeTure,
32 pAa ce noaob-py nNapUYyHUAT TMOTOK.
NMpoagaBanTe rpvIXZIMBO Ha KJ/IMEHTUTE CW.
Ocuryperte cpokoBeTe Ha nJjaljaHe.




NperoBapssute 3a nNO-AbJITM CPOKOBE C
aocraBumumTte. He paborere Ha KpeauT C TAX.
BCMUYKM e ucKaT Aa paboraTr € Bac, ako
npoaaxébmute Bu pacrat 61p30.

YexkoBeTe fla ce ocpebpsaBaTt Bceku aeH!

ApbxTe 34paBo aAMUHUCTpaUMATA 7
cyeroBoauTenmTte CM.
He m3gurante 6bBp30 M MHOro OT HOBUTE CHU
CITY)XUTENM.

He no3BonsgBavte Ha CBOUMTEe NOAUMHEHM
npogaBauv ga Bu 3abnyxaaBaT C NOPDBUKMH,
AOCTaBKM, Pa3J/INMHU YCJZIYIU UM C KPpEeAUTM.




5. TakTuka , KyHr-cpy"
(,,Camo3awumTta”)

TakTukaTa ~KYHr-py" (ol npunara npm
MapKeTUHroBata CTpaTervs 3a na3apHUSl LUKDJI.
CbLHOCTTA U e B OTKpMBaHe Ha BpeaHMTe 3a
¢dpmMpMaTa MEHUAXBPU NO Npoaab6ute. UMa HAKOMU
OT THX, KOMTO Ca npeKasieHO caMoyBepeHu. B
TakTukaTta ,KyHr-cpy" te ca Hapu4yaHu ,Meracrap”
nopaav MerasioMaHcKaTa cuM (paHaTUYHOCT.




1.

ETO HAKOWM KOHKPETHW MepPOonpuUATUS Mpu
TakTukata , KyHr-gy":

Mucnete 3a XxopaTta, KouTo HaeMmate! Konko
epekTeH e TeXHUAT ctun? IMa MACTO 3a MHOro
pa3JIMyHM CTUJI0BE ynpaBJieHMe, HO AaJZiM TOBa €
npasusieH CTua 3a paborara, KOATO BbpLUAT?
NMMaTe M ZIMYHM NpOTEeKUMM U penervpartre num
npasa?

Kak ca Bawumte MEeHVMMKbpUM NOo npoaaxbéurte,
Korato HaeMaT M o6byuyaBat HOBUSI NepCcOHa’l.
Odann ro oTrnexpar rpmwxXaMBo WMIM O
XBbPJ/IAAT BbB BoAaTa Aa Ce HayuM Aa njiyBa caM.




XU3HEeHUAT UMKDB/A Ha pupMaTa U XXU3HEHUAT
LUMKDbJZ1 HAQ NpoAayKTa ce pa3nuyvyaBart. lNpeau Aa
cTrapTupamMe, TpssbBa rpm>x2iMBo Aa macnepgBame u
TecTBaMe, rjnegavky ot passimyHM brauv. KoraTto
obyyaBaMe nepcoHasna, nNa3apHUAT OASAS1 MOXKe U
Oa ce 3aAbp)XXu, U oa HaMmanee. BaXHOTO e Aa
MMa [OOCTaTb4yHO pa3bupaHe, KOHTpoOn W
nevyanoébm.

Mucnere 3a PposiiTa, KOATO BpPb3KUTE C
obulecTBeHOCTTa U ny6aiMyHOCTTA MrpasaT. ToBa e
MOLLHO CpeAacTBo 3a HacouyBaHe KbM
cneundny-HM Lenn. KakBO Busie BDbpPXY
nybnanmyHoctta? AKO e CaMO eroto, ToOBa €
Heneno. Ho ako wuckate pAa cbob6buMTe 3a
¢pmpMaTa M 3a NpoAayKTa, TOBa C NOXBaJZIHA Len.
Mucnetre 3a TOBa, KaK pAa cu nopobpure
ny6siMyHoCTTA.




6. TakTuka ,, KamMukaase”
(,Camoy6miicTBOTO B NnpoaaBaHeTo")

[Ip npunaraHe Ha MapKeTUHroBU CTpaTeruvum,
B3€TU OT BOEHHOTO Aesio, UMa CJly4yaMm, Korato ce
M3noJsi3Ba TakTukarta ,KamMmukaase". Tbn KaTo HAMaA
rapaHtTMpaHM nbTUILA p[a Cce crnevyenaum B
npoaoaBaHeTo, MMa MHOro HauyMHM f[a OCTaBMULU
npoaaBaya Ha cobcrBeHaTa My cbAaba.




Kak na u3berHem ,kaMuKkaa3se"” B npoaaBaHeETo?
INa cm nya T1obproBey e eaHo. ToBa e pAa
npeHebpersaw npaBunaTta, 3a Aa cne4yenuuw. Ho
pa cn ,KaMukapa3e” e Jiowlo, TOBa € KaTto
caMoybuucCTBO B NpoAaBaHEeTo.

MMa po6bpo npaBuno 3a 6usHeca Ha
KOHKYypeHuumsita. He Ha3oBaBa KOHKYpPEeHLUUSATa W
He ce cpaBHsiBaM c TaX. He 6Mn No KOHKypeHTuTe!

AKO uckaw pga nocaagvll CbMHeHMe B yMa Ha
KJINeHTa, NPocTo Ka)ku: "E, a3 He 3HasA HMULUO 3a
npoaykta wam cpmpmMmaTta, KOSTO Ha3oBaxTe".




[Ip nNpunaraHeTo Ha TaKTUKaTa MOXXe fOa ce
npeasiodXM Ha KJAMEeHTUTE A[a M3MUCAAT TPYAHMU
BbNpocu KbM &upmMmaTta. [llpenopbuBatr ce 6
BbMpoCca, OT KOUTO nNOHe Ha 4 TpsA6bBa Aa ce
OTFrOBOpPM C KOHKYPEHTHO npeauMmcTtBo. Hakpas
MOXe Aa HaKapaMe KJMeHTUTe Aa 3afAaaaT Ha
(PUpMNTE-KOHKYPEHTU CbluuTEe BbNpocu. ToBa e
Aobpe, ocobeHO ako nMpoaaBaTe Ha rpyna xopa

' npean3smnKBatTe€ KM BbIIPOCMH.




B 3aK/iroMeHMe MO)XXe Aa ce noauyeprae, ye
HsMa yCneJsiu U HeyCnenv TaKTUKM.
MoMeHTDbT Ha n3bupaHe Ha egHa wam apyra
TaKTUKa B 3aBUCMMOCT OT npoaaxbeHaTta
CUTYaLMa 3aBUCU OT NPodPeCUOHAJTHUTE
YMEeHUS Ha npoaaBayva. B 6baelle we ce
HaJsiara BCe rnoseuye Aa ce U3nosi3BaT Haun-
pPa3HOO6pa3HN TaKTUKU U TEXHUKM, 3a Aa ce
CNpaBAT (PUpMUTE C KOHKYPEHLUMATa U Aa
npoaasar C ycnex.
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The decision whether to
iInternationalize
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Part I: The decision whether to internationalize
Chapters 1-4

Part ll: Deciding which markets to enter
Chapters 5-8

Part lll: Market entry strategies J

Chapters 9-13

¥

Part IV: Designing the global marketing programme
Chapters 14-17

'

Part V: Implementing and coordinating the global
marketing programme
Chapters 18-19

L]

Figure 1.1 T he five-stage decision model in global marketing

Hollensen: Global Marketing, 50 Edition, © Pearson Education Limited 2011
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Tools used in different stages (references to the book) | Process stages Description
PART I: The ‘nine strategic windows' model: ] ) ™ Introduction:
THE DECISION PRr———— I_Wﬂdumm ) The international marketing plan is based on a firm's mission
TO INTERNATIONALIZE Purpase of the intemational marketing plan ) (purpose of the business) and vision (where do we want to go),
Local W ot Developing an intemational marxeting plan is the systematic
3. Enter |6, Propam |8, Svengthen A process involving the assessmeant of market opportunities
Mt Ll tar vew glagal . . combined with the internal resources, the determination of
B g = c::::u = ‘:::::,m = p:::-. [ Phaper 1 [ Sould the cnn;m:;{qge intemationel marketing chjectives, and the plan for implementation of the
ig . Rrs il e sonl e ) P |'1t|.f-rl1at|onal marketing mix. The plan des.[:-mm; all the mgrke'. ng
gg Chiiad Farts inberrational | aliwnces activities that the firm should perform during a specified time
E RISESS A period (usually one to three years),
5 e | " nenaein | lra What ars th sisnoss of the fim and |
P interranianal | buyeut [ m: :mm :hmbz t.r:;:. ; 'atl.rm - The ‘nine strategic windows' model:
markels | Should They be wd intermationally? J This model uses industry globalism and the firm’s preparedness
+ as criteria for deciding i the firm should go abroad or rather stay
Benchmarking = competence profile | at home
}.:Fm:rr:ar Very xireng :\':?:u Aerage aE::-:p .
Lipsirearn - Benchmarking = competence profille:
mﬁ:::il“* oL 4'5,':“;':,, i e‘.u 520 The customer parceived velue of the diffarent competitar
Praduct sveloprment wants "'{ . Internal analysis: Externall analysis: | offerings along tha valus chain provide the necessary input for
e P ldentifying firm = Political forces determining where the firm has got its core competence and
]”-" Firm A \ Chantar4 | Competences » Economic forces | where further capabilities should be developed
:.':';m.‘mm Critical BUCEEsE fmlnrﬁ?;ﬂ?::"“ = Imnqualional * Socio=culiural
Wakst croslnege ﬁm){\ — competitiveness forces . SWOT-analysis:
Persgnal seling = W’"Y (Chapter ) = Market size Strengths and Weaknesses (inside your company)
ATr-silee orVic H—] (Chapters 5 and G)| ldentify internal strengths and weaknesses of your company. For
~ Ealy waming SWOT-analysis example educatior=level, international experence and reputation
| | — In your area of expartisa is most likely a strangth
+ = |rternal | Strengths Woak- Opportunities and Threats (from outside)
nesses - .
PART B: Total market:  Countries entering Identity ar}" rank by °"'I:‘E' of importance, any *“I’Eﬂtf or
DECIDING WHICH the screening process . opportunities your business may face from outside influences,
MARKETS TO wnities | Thots [ Extarnal The whole issue is to find the right match between the intermal
ENTER - and external analysis, i.e. whera in the global market can we use
e our special firm competances?
IMS = International Es‘timalio_n of total market: Numbers of buyers « average
ggememng Market Selectian consumption per year
f process in Segmentation: Rajevant segmentation/screening criteria
Chapter 8§ B2C markets: Demographic: age, income, occupation
Psychographic: ifeste, preferences, etc.
Geographic: Countries, regions
Behavioural: heavy, medium, lght users
B2B markets: Demographic: size of firm, type of industry
+ Economic: Buying power of customers

Figure 1.2 Development of the global marketing plan

Source: Hollensen, S. (2008) Essentials of Global Marketing, FT/Prentice Hall, pp. 6 —9

Hollensen: Global Marketing, 5t Edition, © Pearson Education Limited 2011



Slide 1.6

Selection] of target
market {country

L )
See
Screening
Process in
Chapter 8

Positioning in
target market
relative 1o
competitors

}

STP = segmentation,
targeting and
positioning

Objective in three
Market share years (15%) for market X
158% ——---—-------—------—---—

} } } time

Selection of
targat markat

Y

Compatitor
analysis

Positioning in
chosen target
market

Marketing
objectives in
target markeat

* Geographical market: region (Western Europe, Eastern Europe,
Far East, North Amarica ate,) country o area in a country

* Customer type: end=customer, middlemen, OEMs, Global
Accounts (GAs)

Competitor analysis:

You'll discover your company’s competitive advantage -

the reason customers do business with you instead of your
competition, By observing the actions of your competitors,
you might learm more about your market, For example, does
a successful competitor offer reduced prices in a specific
market? If so, what might that tell vou about the market's
spending habits. If you find that your market is saturated with
capable competitors (‘red ocean’), you can avoid the costly
mistake of selecting a target market without adequate demand
for your offer. You can then redirect your efforts toward
something that will generate mare profit with the existing
rasources base in your company (‘blue ocean strategy’).

Marketing objectives:
Mesating marketing objectives should lead to sales, (If not, you

need to set different marketing objectives). They should be clear,
measurable, and have a stated time frame for achievement.

With other words the objectives shoukd follow the SMART-
concept: Specific, Measurable, Achievable, Realistic, Timeable

Setting your marketing objectives and finalizing the remaining
components of your marketing plan may serve as a realty check:

Do you have the resources and competencas necessary (o
accomplish your objectives?

Example: Increase market share in target market from now (tg)

PART IR: 5% to 15% in three years (t;) = Is that realistic?

MARKET ENTRY

STRATEGIES Entry mode strategy:

Once the firm has set its target objectives in target markets the
next stap is to choose the hest way to enter the market, The
chosen entry mode can be regarded as the first decision level in
the vertical chain that will provide distribution to the next actors
in the vertical chain at the national level.

Y
Entry mode strategy: Entry mode
) Hierarchical modes strategy

Increasing

internallzatian Intermachiate modes | See Chaplers 9-12

Following characteristics are connected to the three typeas of
entry modes (seen from the manufacturer's perspective):

» Export modes (agent, distributor): low control, low risk, high
flexibilty

* [ntermadiate mode (joint venture, strategic allance): shared
control and rigk. split ownership

» Hierarchical modes (own subsidiary): high control, high risk,
low flexibility

Figure 1.2 Development of the global marketing plan (Continued)

Source: Hollensen, S. (2008) Essentials of Global Marketing, FT/Prentice Hall, pp. 6 —9

Export modes

Hollensen: Global Marketing, 5t Edition, © Pearson Education Limited 2011
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See Chapters
' 14-17

PART IV: Marketing mix plan (per country and overall)
DESIGNING | marketing mix (activities) | Year 1 (1) |Year2(t) | Year3(ty
THE GLOBAL Product New MNew Develop
MARKETING | Features, quality, name, variant product new tech-
PROGRAMME | guarantees, packaging, line and nology /
suUpport sarvices services product
Price Keep Lower Stabilize
List price, additional skimming | price price
services prices, credit price
facilities, terms/conditions,
allowances
Place Selective Expand New int.
Distributors, wholesalers, dist, distr, with Markats
retailers, locations, MEw
transport partners
Promotion Keep Development | Personal
Advertising, diract mail, current of e=mail selling
e=mail, publicity, sales advertising | campaign
promotion, personal selling, | Madia
company literatura, Internat
L
PART V: Implementation Year 1 Year 2 Year 3 Responsible
IMPLEMENTING | of marketing
AND activities
COORDINATING | (@ -auarten  a1adaciadaijadadadaradadas
THE GLOBAL Advertising == : | : XX
MARKETING E-mails ‘ === Xy
Demonstrations e st s | YX
PROGRAMME Personal selling | | | | | | | | | | YY

pSee
Chapter 18

}

Developing the
international
marketing mix
(the 4 Ps)

W

Implementation
and Cross-border
negotiation

Development of the marketing mix:

The international marketing mix section of your plan (the 4 Ps or
alternatively the 7 Ps) outlines your game plan to achieve your
marketing objectives internationally. It is, essentially, the heart of
the marketing plan. The marketing mix section should include
information about:

* Product = your offering: product(s) and services

* Price — what you'll charge customers for regarding delivered
products and services

Promotion = how you will promote or create awareness and
interest for your product in the marketplace

Place (distribution) = how you will bring your product(s)/services
together with your customers? How can you create extra value
by developing relationships with your customer?

Implementation:
To translate the strategy into action (organizing):

* Assemble the 4P=mix for each product/service (SBU)

¢ Organize the marketing effort

* Who is responsible for the implementation of the activities?

¢ When will the activities take place?

* Internal marketing plan: Sell the the marketing plan inside the
organization before going outside, Are there any internal
barriers that should be considered?

Cross-border negotiation:

The most fundamental gap influencing the negotiation climate
between buyer and seller is the cultural distance, represented by
differences in communication and negotiation behaviour, the
concepts of time, space and work patterns, and the nature of
social norms. The cultural distance can be reduced by cultural
training and market research.

Figure 1.2 Development of the global marketing plan (Continued)

Source: Hollensen, S. (2008) Essentials of Global Marketing, FT/Prentice Hall, pp. 6 —9

Hollensen: Global Marketing, 5t Edition, © Pearson Education Limited 2011
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International marketing budgeting (three years): Marketing budget:
U U J U U J J 1 A marketing budget derived from a tactical marketing
Year 3 P81 D NTUKIUSH. L F strategy must have adequate resources allocated to meet the
T R A - performance objectives of the strategic market plan, An estimate
Year 2 i S i D i N i UK i us 109 = [ntemational of market and profit performance is made for each year of a
Year 1 i s i D i N i UKE us i ) i 3 marketing budget 3 year strategic market planning horizon.
t ’ ’ ’ t ’ ’ Concerning the figure at the left, the international marketing
Total market size (in value) ! ! ! ! ! ! ! manager / director is responsible for maximizing the total
x T T T T T ‘Marketing contribution® for the whole world (Z). In order to
Market share i i i i i i i optimize this total marketing contribution (Z), this person has the
F—— "t i i e e e | right to coordinate and transfer marketing resources across
Total sales g1 I 1 I borders, by cooperation and negotiation with country managers,
— variable costs T S Y R B who are responsible for maximizing the ‘Marketing contribution’
[Tttt T Rl i e for their single countries.
= Total contributions 1 A e R
B - i i : , i : Organization of global marketing activities:
B T T Different options for organizing these activities:
* Salary for sales force ! ! ! ! ! ! !
= Advertising I I I I I I I s Ad hoc exporting
(newspapers, journals) | i i i i i i * Functional structure
* Exhibitions R B T | See v * International division structure
* Sales training A | | Chapter 19 * Product structure
* In-store promotions I Organization of * Geographical (customer) structure
* E-mails campaigns ! : ! ! ! ' ' — global marketing * Matrix structure
» other marketingcosts 1 1 1 1 1 « Global Account Management (GAM)
---------------------- R S S
= Total contribution 2 i i i i i i Marketing control:
(Marketing contribution) !,f !X I L’ L-'T’ L"’ b Feedback _I::‘anning and budgeting are t.he main formal control methoc_|5.
e budget spells out the objectives and necessary marketing
1 costs to achieve these objectives. Control consists of measuring
actual figures against budget figures. If there is tolerable variance
R T T e then no action is usually taken.
each responsible for maximizing Performance is evaluated by measuring actual against planned
this figure performance. The problem is setting a performance standard.
The international marketing Usually it is based on historical performance with some kind of
manager / director is responsible v industry average,
c;c:‘rg:jm;:zt: agt rls';%l‘;:n;z :m:ﬁ d . Problems of international comparison inevitably occur like how
« e d Marketing control budgets in different countries are affected by currency
negotiating with country managers /

fluctuations during the budget period.

Figure 1.2 Development of the global marketing plan (Continued)

Source: Hollensen, S. (2008) Essentials of Global Marketing, FT/Prentice Hall, pp. 6 —9

Hollensen: Global Marketing, 5t Edition, © Pearson Education Limited 2011



CHAPTER 1

Global marketing in the firm
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Ch. 1: Learning objectives

Characterize and compare the
management style in SMEs (small and
medium sized enterprises) and LSEsS
(large-scale enterprises)

ldentify drivers for global integration and
market responsiveness

Explain the role of global marketing in the
firm from a holistic perspective

Hollensen: Global Marketing, 5" Edition, © Pearson Education Limited 2011



Ch. 1: Learning objectives (2)

O Describe and understand the concept of
the value chain

O'ldentify and discuss different ways of
iInternationalizing the value chain

Hollensen: Global Marketing, 5" Edition, © Pearson Education Limited 2011



Globalization

Globalization reflects trend of buying,
developing products / services,
producing, selling and distributing
products / services in many countries
and regions of world

Hollensen: Global Marketing, 5" Edition, © Pearson Education Limited 2011



Formation of strategy/
decision-making
processes

Organization

Risk-taking

Flexibility

Take advantage of
economies of scale and
economies of scope

Use of information
sources

The characteristics of LSEs and SMEs

LSEs

Many resources

Internalization of resources

Coordination of

— personnel

— financing

— market knowledge, etc.

Deliberate strategy formation
(Mintzberg, 1987; Mintzberg
and Waters, 1985) (see
Figure 1.3)

Adaptive decision-making
mode in small incremental
steps (logical incrementalism)
(e.g. each new product:
small innovation for the LSE)
(see Figure 1.4)

Formal/hierarchical

Independent of one person

Mainly risk-averse

Focus on long-term opportunities
Low

Yes

Use of advanced techniques:
— databases

— external consultancy

— Internet

SMEs

Limited resources

Externalization of resources
(outsourcing of resources)

Emergent strategy formation
(Mintzberg, 1987; Mintzberg and
Waters, 1985) (see Figure 1.3)

The entrepreneurial decision-
making model (e.g. each new
product: considerable innovation
for the SME) (see Figure 1.5)

The owner/manager is directly
and personally involved and will
dominate all decision-making
throughout the enterprise

Informal

The ownerfentrepreneur usually
has the power/charisma to
inspire/control a total organization

Sometimes risk-taking/sometimes
risk-averse

Focus on short-term opportunities
High

Only limited

Information gathering in an
informal manner and an
inexpensive way:

— internal sources

— face-to-face communication

Hollensen: Global Marketing, 5t Edition, © Pearson Education Limited 2011
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ex ante

ex post

Realized
strategy

Unrealized
strategy

Source: Mintzberg, 1987, p. 14. Copyright © 1987 by the Regents of the University of California. Reprinted from the California
Management Review, Vol. 30, No. 1. By permission of the Regents.

Figure 1.3 The intended and emergent strategy

Source: Mintzberg (1987, p. 14). Copyright © 1987, by The Regents of the University of California. Reprinted from the California Management Review, Vol. 30, No. 1. By permission of
The Regents

Hollensen: Global Marketing, 50 Edition, © Pearson Education Limited 2011
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>

A

Amount ofichange

Time

Environmental change
Strategic change

(a) Incremental change

A
@
o
C
i
=
D . -
'S Strategic drift
€
=
o
E
<
>

Time

Environmental change
———— Strategic change

(b) Incremental change and strategic drift

Figure 1.4 INncremental change and strategic drift

Source: Johnson, G. (1988) ‘Rethinking incrementalism’, Strategic Management Journal, 9. pp. 75-91. Copyright 1988 © of John Wiley & Sons Ltd. Reproduced with permission
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e |\ Alternative 1

Strategy .
changes Realized

=+ |/ Alternative 2

Figure 1.5 T he entrepreneurial decision-making model

Hollensen: Global Marketing, 5t Edition, © Pearson Education Limited 2011
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EXHIBIT 1.2 Economies of scale with Nintendo Game Boy

Having sold 200 million Game Boys worldwide from 1989
to mid-2009, Nintendo dominates the hand-held game
market, even as it is losing market share in console systems
to Sony and Microsoft. Over the past 15 years, such com-
panies as Sega, NEC, SNK and most recently cellphone
giant Nokia have launched nine competing portable game
systems without much success.

The economies of scale primarily relate to the manu-
facturing of the hardware. In the software, economies of
scale were limited. Many different types of game have to be
offered and the popularity of most of them was short-lived.
This is especially so in the case of software linked to a film:
the popularity of the game diminished as the film ceased to
be shown in cinemas.

Bildagentur-online/Alamy

Hollensen: Global Marketing, 5t Edition, © Pearson Education Limited 2011
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Industry globalism
Local Fotentially Global
global
Li Enter 6. Prepare 9. Strengthen
Mature new for your global
business globalization position
5 9
E N 2. Consolidate 5. Consider 8. Seek
= E Adolescent your export expansion in global
o .2 markets international alliances
&2 markets
5
- E 1. Stay at 4, Seek 7. Prepare
Immature home niches in for a
international buyout
markets

Figure 1.6 T he nine strategic windows

Source: Solberg (1997, p. 11). Reprinted with kind permission. In the original article Solberg has used the concept ‘globality’ rather than ‘globalism’

Hollensen: Global Marketing, 50 Edition, © Pearson Education Limited 2011
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Definition of ‘Global Marketing

Global marketing is defined as the firm’s commitment to coordinate its marketing
activities across national boundaries in order to find and satisfy global customer needs
better than the competition. This implies that the firm is able to:

e develop a global marketing strategy, based on similarities and differences between
markets;

e exploit the knowledge of the headquarters (home organization) through worldwide
diffusion (learning) and adaptations;

e transfer knowledge and ‘best practices’ from any of its markets and use them in
other international markets.

Hollensen: Global Marketing, 5t Edition, © Pearson Education Limited 2011
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Global marketing strategies
Globalization Localization
(Standardization) (Differentiation)
- , o
100% 100%

Global low=-cost

production and
selling

Culturally close
to consumer

GLOCAL
(Global + Local)

Flexible response
to local customer
needs

Global roll-out
of concepts/
high-speed

Regional
and local market
penetration

Figure 1.7 The glocalization framework

Hollensen: Global Marketing, 5t Edition, © Pearson Education Limited 2011
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Feedback

Core global business strategy
(HQ)

Internationalizing the strategy

s £ @
Country Country Country ~ Country 2
A B C D S

< o 0
Q

!

¢

¢

!

Transferring global know=how and 'best practices’

between countries with feedback to HQ
| |

Figure 1.8 The principle of transferring knowledge and learning across borders

Hollensen: Global Marketing, 50 Edition, © Pearson Education Limited 2011
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- I I
High | A ‘glocal’
c Past L SEs | strategy
_ 2 P | » (‘Think global,
1] E I ,‘, -
25 | act local’)
- I
= I
s .
i -_E I
ﬁ .E : SMEs
S D
L E I
8 |
| ® Past
Low I
Low High

Forces for national market responsiveness

Figure 1.9 The global integration/market responsiveness grid: the future orientation of
LSEs and SMEs

Hollensen: Global Marketing, 50 Edition, © Pearson Education Limited 2011
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What Is this?

/When accumulated volume In \
production results in lower cost price
per unit, OCcCur.

\Economies of scale /

Hollensen: Global Marketing, 50 Edition, © Pearson Education Limited 2011




Finding economies of scale

Reducing operating costs per unit and spreading
fixed costs over larger volume due to
‘experience curve effects’

Pooling global purchasing gives the opportunity
to concentrate global purchasing power over
suppliers

Building of centres of excellence by using larger
scale and focusing talent in one location

Hollensen: Global Marketing, 5" Edition, © Pearson Education Limited 2011
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What Is this?

/ When resources can be reused \
from one business/country In

additional business/countries,

OCCuUT.

\Economies of scope /

Hollensen: Global Marketing, 50 Edition, © Pearson Education Limited 2011
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McDonald’s Is moving towards a
higher degree of market
responsiveness

Hollensen: Global Marketing, 50 Edition, © Pearson Education Limited 2011



Forces for global
coordination/integration

O Removal of trade O Worldwide markets
barriers O Global village

O Global O Worldwi
accounts/customers oriawide

. . communication
O Relationship _
management/network O Global cost drivers
organization

O Standardized
worldwide technology

Hollensen: Global Marketing, 5" Edition, © Pearson Education Limited 2011



Forces for
market responsiveness

O Cultural differences
O Regionalism/protectionism
O Deglobalization trend

Hollensen: Global Marketing, 5" Edition, © Pearson Education Limited 2011
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Figure 1.11 A simplified version of the value chain

Hollensen: Global Marketing, 5t Edition, © Pearson Education Limited 2011

Research Sales
and Production Marketing and
development service
Technology Purchasing Marketing information  Sales force
Research Scale economies system management
Development Productive Distribution Merchandizing
Patents capacity Prices Logistics/
Product features  Productivity Communication transportation
Technical Component parts Technical literature Terms of sale/
specification Assembly Packaging delivery
Product Material flow Product Terms of payment
performance Production argumentation |I"I‘».u"&["l’['t:ﬁI"g-r
Design technology (versus Customer service
Engineering Quality competing (BDA service =
Product quality management products) before, during
Manufacturing Brand positioning and after
cycles purchasing)
% o
Upstream Downstream



1. Strategic

ST N~ |-
/11X

> > Pmductlun> Marketing> Salas and

Figure 1.12 The value chain in relation to the strategic pyramid

3. Operational

Hollensen: Global Marketing, 5t Edition, © Pearson Education Limited- 2891



EXHIBIT 1.4 Pocoyo - upstream-downstream cooperation about globalization
of an animated preschool series

Pocoyo Series © Zinkia Entertainment, S.A.

Zinkia Granada Pocoyo sold to
Entertainment, Ventures, > more than 100 countries
Madrid UK (beginning of 2010)
Upstream Downstream

Figure 1.13 The value chain in relation to the strategic pyramid

Hollensen: Global Marketing, 5t Edition, © Pearson Education Limited 2011
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Marketing Saleslaﬂd Country
service A
Home country

(head office or third country)

R&D Production Sales and Country

Marketing corvice 5

Centralizing upstream
functions

Marketing T -

RN

Decentralizing downstream
functions

Figure 1.14 Centralizing the upstream activities and decentralizing the downstream
activities

Source: Hollensen, S. (2008) Essentials of Global Marketing, FT/Prentice Hall Hollensen: Global Marketing, 5t Edition, © Pearson Education Limited 2011
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Table 1.2 The traditional value chain versus the service value chain

Traditional value chain model

Value creation through transformation of inputs
(raw material and components) to products.

Sequential process ('first we develop the product,

then we produce it, and finally we sell it').

Support functions: Firm infrastructure
Human ressource
manageament

Sales
ductiont Marketing)! and
Sarvices

Suppﬂrt functions: Technology development
Procuremnent (buying)

Source: based on Stabell and Fjeldstad (1998)

Service value chain (value shop) model

Value creation through customer problem-solving. Value is created
by mobilizing resources and activities to resolve a particular and
unigque customer problem. Customer value is not related to the
solution itself but to the value of solving the problem.

Cyclical and iterative process.

™y ™y
P
ﬁ?bhm‘ Problam
finding and solvi
acguisition ng
- o
Choice
Ty "y
: : Execution
evaluation
A A

Hollensen: Global Marketing, 5t Edition, © Pearson Education Limited 2011
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Product value chain:

Suppm functions: Firm infrastructure
Human resource

managemeant

R&D

Procduction) Marketing ) and

‘Moment of truth’

Sales

services Seller Buyer

Support functions: Technology development
Procurement (buying)

E.r
Y

e

|

Service value chain:

£ i,
Problem,
i | Problem
finding and :
b solving
acquisition
Vi) i
Ty o Y
C
cmtru_::l Execution
evaluation
\ J \. v

‘ Choice

By this service interaction new knowledge is created ==

Improvement of the existing products/services processes

Figure 1.15 Combining the product value chain and the service value chain

Hollensen: Global Marketing, 5t Edition, © Pearson Education Limited 2011
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What Is this?

/ What term refers to an extension of \
the conventional value chain,

where the information processing
itself can create value for
customers?

\\/irtual value chain /

Hollensen: Global Marketing, 50 Edition, © Pearson Education Limited 2011
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Physical value chain

R&D Production Marketing 3:';1: >

A A A A

—— = [ ——————————

Y Y Y Y
: Organize,
_ Define selectand \ Synthesize \ Distribute
information . i . : Value
gather information / information
problem : :
information

Virtual value chain

Figure 1.16 The virtual value chain as a supplement to the physical chain

Hollensen: Global Marketing, 5t Edition, © Pearson Education Limited 2011



Creating value
by using information

Managing risks
Reducing costs
Offering products and services

Inventing new products

lllllllll : Global Marketing, 5" Edition, © Pearson Education Limite&?%h
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CASE STUDY 1.1
Build-A-Bear Workshop (BBW): how to manage the global comeback?

- W e —
i _———
3 e
< : = : //;’/// -
- S ’ o g .
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QUESTIONS

1. How would you characterize the current global
- BBW strategy?

2. Is the headquarters of BBW In the USA follow-
Ing the right mixture of own stores and franchised
stores?

3. What would you consider as the main reasons for
the BBW failure in Germany?

4. How should BEBEW manage the global comeback?
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CASE STUDY 1.2

Arcor: a Latin American confeetionery player IS gl-::-balizing Its business
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QUESTIONS

1. What would be the major obstacles to Arcor's
attempt to penetrate markets outside Latin
America’?

2. How could Arcor use the concept of the virtual
value chain to increase internationalization”?

3. Where are Arcor's competitive advantages in the
value chain?

Hollensen: Global Marketing, 5t Edition, © Pearson Education Limited 2011
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VIDEO CASE STUDY 1.3 Nivea

download from www.pearsoned.co.uk/hollensen

Nivea (www.nivea.com) is Beiersdorf’'s (www.beiersdorf.com)
largest brand in terms of sales, product and geographical
reach. The brand is a market leader in a number of product
areas, including skin care and sun care, especially in Europe.

Questions

1. Which degree of market responsiveness and global
coordination/integration does Nivea represent?

2. Do you think that the Nivea Vital commercial (shown in
the video) is able to cross borders without any adapta-
tion? If not, which elements should be adapted? Nivea and Beiersdorf UK Ltd.

3. Which marketing problems does Nivea anticipate when
penetrating the US market?

Hollensen: Global Marketing, 5t Edition, © Pearson Education Limited 2011



Questions for discussion (1)

O What is the reason for ‘convergence
orientation’ in LSEs and SMEs?

O 'How can an SME compensate for its lack
of resources and expertize in global
marketing when trying to enter export
markets?
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Questions for discussion (2)

What are the main differences between
global marketing and marketing in the
domestic context?

Explain the main advantages of
centralizing upstream and decentralizing
downstream activities?

How is the ‘virtual value chain’ different
from the ‘conventional value chain’?
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Ch. 2: Learning objectives

ODiscuss the reason (motives) why firms go
iInternational

OExplain the difference between proactive
and reactive motives

OAnalyse the triggers of export initiation

Hollensen: Global Marketing, 5" Edition, © Pearson Education Limited 2011



Ch. 2: Learning objectives (2)

OExplain the difference between internal
and external triggers of export initiation

ODescribe different factors hindering export
Initiation

ODiscuss the critical barriers in the process
of exporting

Hollensen: Global Marketing, 5" Edition, © Pearson Education Limited 2011



Slide 2.4

motives (Section 2.2) maotives (Section 2.2)

. ,

Barriers hindering internationalization (Section 2.4)

[Intﬂrnal triggers B / \ \

t
Inpu [F’mactive internationalization ] [Heactiva internationalization ]

P (Section 2.3) 4 Information Informed on Internationalization
TOCAss search and
: internationalization ready
translation

External triggers |
(Section 2.3) y

( Exit the intemationalization process ]

Y
Output [Antlnn: internationalization trial j

.

Chapter 3: Internationalization theories

Figure 2.1 Pre-internationalization: initiation of SME internationalization
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Major motives for starting export
Internationalization motives

Proactive
O Profit and growth goals
O Managerial urge

O Technology
competence/unique
product

O Foreign market
opportunities/market
Information

O Economies of scale
O Tax benefits

Table 2.1 Major motives for starting export

Source: adapted from Albaum et al. (1994, p. 31)

Reactive
O Competitive pressures

O Domestic market: small
and saturated

O Overproduction/excess
capacity
O Unsolicited foreign orders

O Extend sales of seasonal
products

O Proximity to international
customers/psychological
distance

Hollensen: Global Marketing, 5" Edition, © Pearson Education Limited 2011
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EXHIBIT 2.1 Global marketing and economics of scale in Japanese firms

Japanese firms exploit foreign market opportunities by using a penetration pricing strategy — a low-entry price
to builld up market share and establish a long-term dominant market position. They do accept losses in the
early years, as they view it as an investment in long-term market development. This can be achieved because
much of Japanese industry (especially the keirefsu type of organization) is supported or owned by banks or
other financial institutions with a much lower cost of capital,

Furthemnora, because of the lifetime employment systam, labour cost is regarded as a fixed expensea, not
a variable as it is in the West. Since all marginal labour cost will be at the entry salary level, raising volume is
the only way to increase productivity rapidly. As a result market share, not profitability, is the primary concept
in Japanese firns, where scale of operation and experience allow economies of scale, which also help to
reduca distribution costs. The international trading companies typically take care of international sales and
marketing, allowing the Japanese firn to concantrate on economies of scale, resulting in lower cost par unit.

Sowurce: Gensstra of al (1995)

Hollensen: Global Marketing, 5t Edition, © Pearson Education Limited 2011



Slide 2.7

EXHIBIT 2.2 Inte
and reactive mo

nalization of Haler — proactive

Kevin Lee/Bloomberg/Getly Images.
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What Is this?

/ Internal or external events taking place \
to Initiate internationalization are known
as

\Internationalization triggers /

Hollensen: Global Marketing, 50 Edition, © Pearson Education Limited 2011
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Triggers of export Initiation

Internal triggers External triggers
OPerceptive OMarket demand
management/personal O Competing firms

netwc.)rks. ONetwork partners
O Specific internal event OOutside experts

Olmporting as inward
Internationalization

Table 2.2 Triggers of export initiation
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Country B

Inward internationalization

impaorti

(importing) Supplier
Cutward
internationalization
(exporting)

Y
Buyer Supplier's network
—
Country C

Figure 2.2 Inward/outward internationalization: a network example
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Outside experts

Export
agents

Banks Governments

Chambers
of commerce
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Barriers hindering

Internationalization initiation

O Insufficient finances
O Insufficient knowledge

O Lack of foreign market
connections

O Lack of export
commitment

O Lack of capital to
finance expansion into
foreign markets

O Lack of productive
capacity to dedicate to
foreign markets

O Lack of foreign
channels of distribution

O Management emphasis
on developing domestic
markets

O Cost escalation due to
high export
manufacturing,
distribution and
financing expenditures
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EXHIEBIT 2.3 De-internationalization at British Telecommunications (BT)

International activities as
%% of total BT tumover
A

15%

1%

> 1

I !
1994 2007

Figure 2.3 lllustration of BT’s internationalization 1994—-2007

Source: Hollensen, S. (2008) Essentials of Global Marketing, FT/Prentice Hall, p. 47
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De=internationalization Internationalization

Figure 2.4 Global strategy options

Source: Hollensen, S. (2008) Essentials of Global Marketing, FT/Prentice Hall, p. 48
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Barriers hindering the further
process of internationalization

.
[ General market risks

/
7 >

Commercial risks

~
A

~
_4

Political risks
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General market risks

OComparative market distance

O Competition from other firms
ODifferences In product usage
OLanguage and cultural differences

ODifficulties In findin
ODifferences in proc

g the right distributor
uct specifications

OComplexity of ship

niNg services
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Commercial risks

O Exchange rate fluctuations

O Failure of export customers to pay due to
contract disputes, bankruptcy, refusal to
accept product or fraud

O Delays and/or damage In the export
shipment and distribution process

O Difficulties In obtaining export financing

Hollensen: Global Marketing, 5" Edition, © Pearson Education Limited 2011
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O
O
O

O

O

Political risks (1)

Foreign government restrictions
National export policy

~oreign exchange controls imposed by
Nost governments

_ack of governmental assistance In
overcoming export barriers

Lack of tax incentives

Hollensen: Global Marketing, 5" Edition, © Pearson Education Limited 2011
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Political risks (2)

O High value of domestic currency relative to
export markets

O High foreign tariffs on imported products

O Confusing foreign import regulations and
procedures

O Complexity of trade documentation

O Enforcement of national legal codes regulating
exports

O Civil strife, revolution and wars disrupting foreign
markets

Hollensen: Global Marketing, 5" Edition, © Pearson Education Limited 2011
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Risk-management strategies

Avoid exporting to high-risk markets
4 I
Diversify overseas markets
Insure risks when possible
Structure export business so that buyer bears most risk

- J
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CASE STUDY 2.1

LifeStraw: Vestergaard-Frandsen transforms dirty water into clean drinking water

; Per cent of population without access v /&
. 1 No data Bl 26-50% Bl 76-100%
1 1-25% Bl 51-75%

Countries without access to safe drinking water
Sources from World's Waler 1988-1589 by Peter H, Gleick, Copyright & 1998 Island Press. Reproduced by permission of Island Press, Washington, DC.,
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Children drinking water from the LifeStraw in India
Vestergaard-Frandsen.
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QUESTIONS

1.

In McNeil (2009) Kevin Starace states:
‘Vestergaard is just different from other com-
panies we work with. They think of end
users as a consumer rather as a patient or a
victim. What can be the meaning behind this
statement?

Which factors are most critical in the further
internationalization process of Vestergaard
Frandsen?
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CASE STUDY 2.2

Elvis Presley Enterprises Inc. (EPE): internationalization of a cult icon

all sbons alvis
Erocciand toury
Ssartibreak botel
ecards & downloads
acwy & lags
Licenzing, exdarsesza
& sponsuraliip
aboeatum
shopelvis.com

ebuisizailets. com

v 10
CracclandCam

BLYIS S

lod Bl al ol od BNl od ol W 4

[ !

The Fd Sulllenn | 4 0 § -JJ o

Shews DVD E’l H of Gracaland | - %B'- Ly
o , (o) v

Wedcome 10 the Oficial 15y Presley Web Site

© EMlis Presley Enterpises, Inc. Used by permission.
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QUESTIONS

1. What are the main motives for the internationaliza-
. tion of EPE"?

2. What can EPE do to maintain a steady income
stream from abroad

3. What are the most obvious assets for further inter-
nationalization of EPE?
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VIDEO CASE STUDY 2.3 TOMS Shoes

Tiffany Rose/Wirelmage/Getty.
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Questions

. 1. What would be the key barriers in the early days
of internationalization if TOMS Shoes decided to
expand to Europe?

2. What have been the driving forces (motives) for
the early internationalization of TOMS Shoes?

Hollensen: Global Marketing, 5t Edition, © Pearson Education Limited 2011



Questions for discussion (1)

EXxport motives can be classified as
reactive or proactive. Give examples of
each group of export motives. How would
you prioritize these motives? Can you
think of motives other than those
mentioned In the chapter? What are they?

What is meant by ‘change agents’ in
global marketing? Give examples of
different types of change agent.
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Questions for discussion (2)

O Discuss the most critical barriers to the
process of exporting.

O'What were the most important change
agents in the internationalization of Haler
(Exhibit 2.2)?

O What were the most important export
motives in Japanese firms (Exhibit 2.1)?

Hollensen: Global Marketing, 5" Edition, © Pearson Education Limited 2011
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Learning objectives

Analyse and compare the three theories
explaining a firm’s internationalization process:

the Uppsala internationalization model,

the transaction cost theory, and
the network model.

Explain the most important determinants for the
Internationalization process of SMEs
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Learning objectives (2)

O Discuss the different factors which
Influence internationalization of services

O Explain and discuss the relevance of the
network model for an SME serving as a
subcontractor

O Explain the term ‘Born Global” and its
connection to Internet marketing

Hollensen: Global Marketing, 5" Edition, © Pearson Education Limited 2011



Historic development of
Internationalization

O Traditional marketing O Internationalization/

approach transaction cost
O“Life cycle’ concept approach

for international trade O Dunning’s eclectic
O The Uppsala approach

Internationalization O The network

model approach
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The Uppsala
Internationalization model

O Stage 1: no regular export activities
(sporadic export)

O'Stage 2: Export via independent
representatives (export modes)

O Stage 3: Establishment of a foreign sales
subsidiary

O Stage 4: Foreign
production/manufacturing units

Hollensen: Global Marketing, 5" Edition, © Pearson Education Limited 2011
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FDI (foreign direct investment)

' M

Mode of No regular Independent : Foreign
Market ~2peration export representatives | Foreignsales | oroquction and
(country) (sporadic export) | (export modes) subsidiary sales subsidiary
Increasing market commitment
Market A -
=
5
Market B g \
=1 7
Market C B g,
Q &
m 5 %a :
o &ﬂ
Market D = "’:Q/é
0 aﬁ’g
| 2 "
| @
| @ \
i § .
Market N YS \

Figure 3.1 INnternationalization of the firm: an incremental (organic) approach

Source: adapted from Forsgren and Johanson (1975, p. 16)
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Exceptions to the
use of incremental steps
towards market commitment

O Firms with large resources can take larger
iInternationalization steps

O'When market conditions are stable and
homogeneous, relevant market knowledge can
be gained in ways other than experience

O When the firm has considerable experience from
markets with similar conditions, it may be able to
generalize this experience to any market
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What Is this?

/ What term refers to differences In \
language, culture and political

system, which disturb the flow

between the firm and the market?

\Psychic distance /
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Foreign operation
methods

How: Agents, subsidiaries,
A licensing, franchising,

management
contracts
Sales objects Markets
What: Where:
Goods, services, Political/cultural/
know-how, physical distance
systems differences
Organizational
capacity
Organizational Personnel
structure International skills
Export department, and experience;
international division training
Y
Finance

Figure 3.2 Dimensions of internationalization

Source: Welch and Loustarinen (1988). Reproduced with permission from The Braybrooke Press Ltd.
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Entry order to target markets
@
(

A
@

Y Y \ Y Y Y Y
Level of commitment Low, e.g. export via agent
to foreign operations:

\

High, e.g. foreign investment

=t
%)
[¥]
I
8y
=2

p o

m

Time

S o) g

)
)\
e

Figure 3.3 Internationalization pattern of the firm as a sum of target country patterns

Source: Welch and Loustarinen (1988). Reproduced with permission from The Braybrooke Press Ltd.
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The transaction cost
analysis (TCA) model

Firm will'tend to expand until the cost of
organizing an extra transaction within the
firm will become equal to the cost of
carrying out the same transaction by
means of an exchange on the open market
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What Is this?

/ The friction between buyer and \
seller, which Is explained by
opportunistic behaviour is called

\Transaction COStS /
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What Is this?

/ What term Is used to describe \
pehaviour that Is characterized by
self-interest with guile and includes
methods of misleading, distortion,
disguise and confusion?

\Opportunistic behaviour /
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Transaction cost analysis
framework

O Cost minimization explains structural
decisions

O Firms internalize (vertically integrate) to
reduce transaction costs
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Country A Country B

Seller: § g Buyer: End-
Producer . Export customer
Intermediary

‘Friction’ between
seller and buyer

Transaction cost:

e Ex ante cost — search costs
- contracting costs

e Ex post cost — monitoring costs
¢ - enforcement costs

If ‘transaction costs’ are higher than ‘control cost’
through an internal ‘hierarchical’ system, then

'

Country A ‘Forward integration’ 5 Country B
Internal firm:
PSec:Ier. >  Foreign [H—> Etnd-
roducer subsidiary customer
-

‘Internalization’

Figure 3.4 Principles of the TCA Model
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Cost elements
of the TCA model

EX ante costs EX post costs
Search costs Monitoring costs
Contracting costs Enforcement costs

Transaction costs = ex ante costs (search + contracting costs)
+ ex post costs (monitoring + enforcement costs)
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What Is this?

/When firms do business using an \
Importer, agent or distributor 1t IS
called

\Externalization /
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What Is this?

/When firms implement a global \
marketing strategy using their own

subsidiaries, it I1s called

\Internalization /
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Limitations of the
TCA framework

O Narrow assumptions of human nature
O EXxcluding ‘internal’ transaction costs

O Relevance of ‘intermediate forms’ for
SMEs

O Importance of ‘production cost’ is
understated
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The network model

The relationships of a firm in a domestic
network can be used as bridges to other
networks in other countries
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Country A
(home countny)

Country B

—~

Subsupplier
head office

Governmenta

organization

overnmental
organization

Customers

Figure 3.5 An example of an international network

N

Subsupplier
subsidiary

Production
subsidiary
(upstream
functions)

Country C
Sales
subsidiary
(downstream
functions)
Customers
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Degree of internationalization of the market

Low High
Low The early starter The late starter
Degree of
internationalization
of the firm

The international

High The lonely international
among others

Figure 3.6 Four cases of internationalization of a firm

Source: Johanson and Mattson (1988, p. 298). Reprinted by permission of Taylor & Francis
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Importance of personal factors

O Positive perceptions of global environment
O Entrepreneurial orientation
O Innovativeness
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Internationalization
preparation

Conducting international market research
Committing resources to support venture

Adapting products to target foreign markets
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Table 3.1 SMEs inward—outward cross-border business activities

R&D

Production

Marketing and distribution

Sourcer adapted from Jones (2001, p. 197).

Inward

Contract-in R&D

License-in technology from
overseas-based firms

Technical service or
consultancy performed in the
home country for overseas-
based clients

Contract-in manufacture for
overseas-based firms

Import from overseas-based
supplier

Import with distribution in the
home country

Management or marketing
service or consultancy
performed in the home
country for overseas-based
clients

Hollensen: Global Marketing, 5t Edition, © Pearson Education Limited 2011

Outward

License-out technology to
overseas-based firm

Contract-out R&D to overseas-
based firm

Contract-out manufacture to
overseas-based firm

Technical service or consultancy
performed overseas

Minority investment in overseas
production

Majority investment in overseas
production

Exporting through home country-
based intermediary

Exporting through foreign-based
agent/distributor

Exporting through overseas-based
sales representative or branch

Management or marketing
services or consultancy performed
overseas



What Is this?

/ What term refers to a firm that from \
its “birth’ globalizes rapidly without

any preceding long-term
Internationalization period?

\Born global /
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Characteristics of
born globals

O SMEs with less than 500 employees

O Annual sales under $100million

O Reliance on cutting-edge technology

O Managed by entrepreneurial visionaries
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, Internal environment

* Firm's human and
financial resources

* Global management

External environment
* Favourable/unfavourable
domestic/foreign market

Managers’
characteristics and

conditions mindset competences
. * Industry/sector trends ¢ Global knowledge base
and learning |
Decision to internationalize
Organic pathway Born global
[ (Uppsala model) ] ( Home market J pathway

Psychically

close markets [Exp-nn market Aj (Expurt market N)

[ Home market

Time

(Export market Bj

(Expnrt market A)

}

(Expurt market B)

¥
Most distant
markets

(Export market N)

Figure 3.7 TWO extreme pathways of internationalization: the organic versus born global

Source: adapted from Aij6 et al. (2005, p. 6)
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Factors supporting
born globals

O Role of niche markets

O Advances in process/technology
production

O Flexibility of SMEs/born globals
O Global networks

O Advances and speed in information
technology
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Internationalization
of services

. Simultaneous production and
consumption

. Customer participation in production
process

. Services as series of activities/processes
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Factors to consider In the
Internationalization of services

[ Information technologies }

P Cultural issues } [ Geographic locations }

[ Standardization versus }

customization
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Strategies for
Internationalizing services

1. Direct export
2. Systems export
3. Direct entry
4. Indirect entry

5. Electronic marketing
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Table 3.2 Summary of the three models explaining the intermationalization process of the firm

Ulnit of analysis

Basic assumpiions
about firms' behawviour

Explanatory varmables
affecting the
development process

Normative implications
for international
marketers

Uppsala
internationalization model

The firm

The model is based on
behavioural theories and
an incremental decision-
making process with little
influence from competitive
market factors. A gradual
learming-by-doing process

The firm’'s
knowledge/market
commitment

Psychic distance between
home country and the firm's
international markets

Additional market
commitments should be
made in small incremental
steps: choose new
geographic markets with
small psychic distances
from existing markets

Choose an entry mode with
few marginal risks

Transaction cost
analysis model

The transaction or set of
transactions

In the real world there

is friction/transactional
difficulties between buyer
and seller. This friction

is mainly caused by
opportunistic behaviour:
the self-conscious attention
of the single manager (i.e.
seeking of self-interest with
guile)

Transactional difficulties and
transaction costs increase
when transactions are
characterized by asset
specificity, uncertainty,
frequency of transaction

Under the above-mentioned
conditions (i.e. prohibitively
high transaction costs), firms
should seek internalization of
activities (i.e. implement the
global marketing strategy in
wholly owned subsidiaries)

Network model

Multiple inter-organizational
relationships between firms

Relationships between one group
of firms and other groups of firms

The ‘glue’ that keeps the network
(relationships) together is based
on technical, economic, legal
and especially personal ties.

Managers' personal influence on
relationships is strongest in the
early phases of the establishment
of relationships. Later in the
process routines and systems
will become more important

The individual firms are
autonomous. The individual
firm is dependent on rescurces
controlled by other firms

Business networks will emerge
in fields where there is frequent
coordination between specific
actors and where conditions are
changing rapidly

The relationships of a firm in a
domestic network can be used as
bridges to other networks in other
countries. Such direct or indirect
bridges to different country
networks can be important in the
initial steps abroad and in the
subsequent entry of new markets.
Sometimes an SME can be
forced to enter foreign networks:
for example, if a customer
requires that the sub-supplier

(an SME) follows it abroad.

As an example see Case
Study 13.2 on LM Glasfiber
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CASE STUDY 3.1
Cryos: they keep the stork busy around the world

I'YOS | International e m

m HOME ®E ABOUT US ® FRANCHISE ® DONOR SEMEN @ PRODUCTS EEDISTRIBUTORS ® SITE MAP

Cryes International is a worldwide
. network of sperm banks and
Worldwide network of sperm banks distributors of clinical sperm related
products.

¥ Denmark
W India
B New York

Supply of high quality frozen tested
donot semen to mote than 60
countries all over the world,

B | 5825 pregnancies since 1991
= Anonymous and Non-
anonymous donors

= Extended profiles

The Cryos International sperm bank
network offer o selection of neardy 500
donore of different races and
ethnicities

Click on the yellow dots to visit our departments around the world.
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HOWME M FRIVATE B CLINICE M SEMEN STORAGE M ABOUT US

Products

SpermFilter
SpermFilter® is a silane-silica based density gradient medium used in ART for separation and
purification of highly maotile human spermatozoa,

Spermiwash
Sparmwash® culture medium is used for semen preparation by “swim-up” for TUI or IVF, for
washing of spermatozoa and/or for dilubing stock solution of density-gradients,

SpermiCrya All-round

SparmiCryo™ 15 a highly concentrated cryoprotective medium used for freezing of human semen.

04 Request
Downloads of certificate of analysis for the above media.

IUI catheters
IUI catheters for insemination of punified spermatozoa into the uterine cavity.

Counting Chambers
Counting chambers for clinical or scientific semen analysis,

Incubator
Incubators for incubation of media and for “swim-up® preparation.

CBS high security straws

Accessories that have been developed especially for the freezing of human embryos and semen,

|| I |=ps

| Search ﬂ
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QUESTIONS
1. Would you characterize Cryos as a ‘born global'?
Why/why not?

2. What do you think about Ole Schou's ideas of a
‘global franchising system’?

3. What ethical and moral i1ssues are involved for
Cryos in selling sperm worldwide?
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CASE STUDY 3.2

Classic media: internationalization of Postman Pat
A

@ JETL Images/Alamy.
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QUESTIONS

1. List the criteria that you should use for choosing

. new International markets.
2

. If you were to advise CM would you recommend
them to use the ‘organic’ or ‘born global’ pathway
for the internationalization of Postman Pat?

3. What values/benefits can CM transfer to the
license partners for consumer products apart from
using the Postman Pat characters?
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VIDEO CASE STUDY 3.3 Reebok

Questions

1. Which of the internationalization theories is best for explaining the Adidas acquisition of Reebok®?

2. What could be the motives behind Adidas’ acquisition of Reebok?

3. Which of the three internationalization theories is best for explaining whether Reebok follows the establish-
ment of its retailers, for example Foot Locker, in international markets®?

4. |Is Reebok able to copy its US marketing approach (connecting to the youth segment through famous
rappers, like 50 Cent) in other international markets?
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Question for discussion

O Explain why internationalization is an ongoing
process in constant need of evaluation.

O EXplain the main differences between the three
theories of internationalization: the Uppsala
model, the transaction cost theory and the
network model.

O What is meant by the concept of ‘psychological’
or ‘psychic distance’?
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GLOBAL MARKETING

Svend Hollensen

5th Edition

Chapter 4 Development of the firm’s
iInternational competitiveness

Hollensen: Global Marketing, 5% Edition, © Pearson Education Limited 2011



Slide 4.2

Learning objectives (1)

Define the concept international competitiveness
INn @ broader perspective from a macro level to a
micro level

Discuss the factors influencing the firm’s
iInternational competitiveness

Explain how Porter's traditional competitive-
based five forces model can be extended to a
collaborative (five sources) model
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Learning objectives (2)

O Explore the idea behind the competitive
triangle

O Analyse the basic sources of competitive
advantage

O Explain the steps in competitive benchmarking

O Explain how a company can create customer
value by the use of Blue Ocean Strategy
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Development of a firm’s
International competitiveness

O Macro level. Analysis of national
competitiveness

O Meso level: Competition analysis in an
iIndustry

O Micro level: Value chain analysis

Hollensen: Global Marketing, 5" Edition, © Pearson Education Limited 2011
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Figure 4.1 Development of a firm’s international competitiveness
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Analysis of national
competitiveness (Porter diamond)

Firm strategy,
structure,
and rivalry

Factor

conditions|

»~
N

~. N
~-

] Demand

conditions

Related and
supporting
Industries

Figure 41 Development of a firm’s international competitiveness (Continued)
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Factor conditions In
Porter’'s diamond

O Climate

O Physical infrastructure

O Natural resources

O Educational system

O Human resources

O Technological infrastructure
O Capital
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Demand conditions In
Porter’'s diamond

O Nature of home demand
O Size of home demand
O Economies of scale

O Transportation costs

O Buyer sophistication
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Industry level

Suppliers

Porter’s five-forces model

New entrants

Y

Market
Competitors

Intensity
of rivalry

Market level

A

Buyers

Substitutes

Figure 41 Development of a firm’s international competitiveness (Continued)
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Determinants of market
competitiveness

O Concentration of industry
O Rate of market growth

O Structure of costs

O Degree of differentiation
O Switching costs

O Exit barriers
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Bargaining power
of suppliers

O Supply Is dominated by a few companies
O Products are unique

O High switching costs

O Forward integration Is possible

O Backward integration Is unlikely

O Market Is not an important customer to
supplier group
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Bargaining power
of buyers

O Buyers are concentrated and/or purchase
In large volumes

O"Backward integration is likely
O Products are standardized

O Many suppliers exist

O Buyers earn low profits

O Industry product is unimportant to quality
of buyer’s products, but price is important
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Threat of substitutes

N
Buyer’s willingness to substitute

/

Relative price and performance of substitutes

J

Costs of switching
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Factors affecting
entry barriers

O Economies of scale

O Product differentiation and brand identity
O Capital requirements in production

O Switching costs

O Access to distribution channels

Hollensen: Global Marketing, 5" Edition, © Pearson Education Limited 2011
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Table 4.1 The five-sources model and the corresponding five forces in the Porter model

Porter's five-forces model The five-sources model

Market competitors Horizontal collaborations with other enterprises
operating at the same stage of the production
process/producing the same group of closely related
products (e.g. contemporary global partnering
arrangements among car manufacturers).

Suppliers Vertical collaborations with suppliers of components
or services to the firm — sometimes termed vertical
quasi-integration arrangements (e.g. the keirefsu
formations between suppliers and assemblers that
typify the car, electronics and other industries in Japan).

Buyers Selective partnering arrangements with specific
channels or customers (e.g. lead users) that involve
collaboration extending beyond standard, purely
transactional relationships.

Substitutes Related diversification alliances with producers of
both complements and substitutes. Producers of
substitutes are not ‘natural allies’, but such aliances

are not inconceivable (e.g. collaborations between
fixed-wire and mobile telephone firms in order to
grow their joint network size).

New entrants Diversification alliances with firms based in previously
unrelated sectors, but between which a blurring of
inclustry borders is potentially occurring, or a process
(commonly due to new technological possibilities)
that opens up the prospect of cross-industry
fertilization of technologies/business that did not
exist before (e.g. the collaborations in the emerging
multimedia field).

Source: from Burton (1995) Reproduced with permission from The Bravbrooke Press Lid,
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b F o
{ Product benefits for customer: service benefits for customer:
+ Meeting customer requirements * Product service and support
= Flexibility to meet changing = (Customer support
customer needs = BDA-service (Before, During and After the actual
* Fitness for use buying of the product solution)
* |mproved efficiency in operation * Short lead time
* Batter profitability
« Branding (trust in the brand, it provides ‘safe’ use,
the product signals quality)
Technically superior product
Sustainable product solution ('‘Green’ profila/CSR)
Elimination of waste
L \ & . ’( A
CPV* ‘Get’ Product benefits + Service benefits
‘Give’ Direct costs + Indirect costs
< f ) i .\ i
Direct (monetary) costs for customer: Indirect costs for customer (customer participation
* Price of product (paid to the supplier) in achieving the benefits):
+ Lifetime costs (including financing) * Conversation/negotiation with the supplier
*Ccustomer | ®  Quality assurance (transaction costs)
perceived | * SPare part costs * Internal costs (administration etc. in order to get
value the product to work)
= Long lead time from suppliers resukting in necessary
increased inventory of materials and final products
Service costs
Installation costs

LS A L A

Figure 4.2 lllustration of customer value (perceived value)

Source: adapted from Anderson et al. (2007, 2008); McGrath and Keil (2007); Smith and Nagle (2005)
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What Is this?

/The consists of a customer, the \

firm, and a competitor. The winning of
the customer’s favour depends upon the
perceived value offered compared to
the relative costs between the firm and
the competitor.

\Competitivetriangle /
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Value chain analysis

Customer

Percelved value/ Perceived value/
price A price B

Firm A Relative cost Firm B

R&D Production ) Marketing R oS R&D Production ) Marketing Sales
& service & service

Figure 41 Development of a firm’s international competitiveness (Continued)
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Perceived value (compared to the purchase price)
Higher for A Higher for B
Lower for A | Il
Relative
costs
Lower for B ] v

Figure 4.3 Perceived value, relative costs and competitive advantage
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What Is this?

/ What term refers to a firm’s cost \

position as it relates the configuration of
the activities in its value chain versus
that of the competitors?

\Relative cost advantage /
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New manufacturing
technology

-
Cumulative output

@)

Figure 4.4 Leapfrogging the experience curve
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O Capacity utilization

O
O
O

Cost drivers In value chains

_inkages
nterrelationships

ntegration

O Timing

O
O
O

Policy decisions
_ocation

nstitutional factors
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Performance A
Tangible Assets (flexible/short

Term)

Competitive advantage

competences

Intangible Assets (“tacit know

esources ledge / long term

Figure 45 The roots of performance and competitive advantage

Source: adapted from Jittner and Wehrli (1994)
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High

Profit

Low

Easy —=

COMPETITOR RESPONSE

Price
Place

New product
know-how

PATENTS

» Hard
Monopoly
Core A
competence
Competitive
advantage

Low

Figure 4.6 lllustration of the core competence

Source: reprinted from Long Range Planning, vol. 27, no. 4, Tampoe, M. (1994) ‘Exploiting the core competences of your organization,’ p. 74, Copyright 1994, with permission from

Elsevier

Sources of market strength
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What Is this?

/ What term refers to value chain \

activities in which the firm is regarded
as better than its competitors?

\COFG competences /

Hollensen: Global Marketing, 50 Edition, © Pearson Education Limited 2011
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What Is this?

/What term refers to a technique for \
assessing relative marketplace

performance compared with main
competitors?

\Competitive benchmarking /

Hollensen: Global Marketing, 50 Edition, © Pearson Education Limited 2011
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Competitive Benchmarking profile

Benchmarking - competence profile

Value chain Very strong Above Average Below
functions average average
ggg;fg;”’;s fecalg 2045 40 35 30 25 20
4

(in production) Cf;ﬂge; \\
Product development N
Internal logistics - 5
etc. \ Firm A

|
Downstream Critical success factor Or%ft g?ﬁﬁ b
Market knowledge ' .

Firm B

Personal selling

After-sales service
etc.

—
e

rge gap

L
Y

Early warning

Figure 41 Development of a firm’s international competitiveness (Continued)
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Examples of value chain functions
(mainly downstream functions)

Customer
Importance to customer
(key success factors)

Own firm (Firm A)
How do customers rate
performance of our firm?

Key competitor (Firm B)
How do customers rate
performance of key
competitor?

Low
importance

High
importance

Good Bad

Good Bad

5 4 3 2 1

Uses new technology

High technical quality and competence

Uses proven technology

Easy to buy from

Understands what customers want

Low price

Delivery on schedule

Accessible for enguiries

Takes full responsibility

Flexible and quick

Known contact person

Provides customer training

Take account of future requirements

Courteous and helpful

Specified invoices

Gives guarantees

IS0 8000 certified

Right first time

Can give references

Environment conscious

Figure 47 Competitive benchmarking (example with only a few criteria)
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'S B
Analysis of situation

Stage 1 Identification of competence gaps: how are
firm A's competences in relation to market
(customers’) demands for a supplier?
e

l

Scenarios
Stage 2 How will market (customers’) demands for
a supplier look in, e.g., 5 years' time?

:

Objectives
Stage 3 | How does firm A want the competence
profile to be in, e.qg., 5 years?

l

Stage 4 [ Strategy and implementation J

How should the objectives be reached?

Figure 4.8 Model for development of core competencies
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Primary value drivers Secondary value drivers

—[Sala:s increase ]
—(EBH—indut‘:&ﬂ revenue in{:rﬂﬂﬁﬁj—

—[E‘-EFI grants and subsidies )

SR
benefits

‘ Savings from CSR-induced ['"ta" o ol aevnee j

e —[Fl.educﬂnn of taxes and duties )

GSR Primary value drivers Secondary value drivers
value
added : :
_(ﬂl'lﬂ-tllﬂﬂ donations
—( One-~time CSR costs j— [ Investment costs
—[ Other one-time CSR costs

r’-
L Continucus donations

%—[ Fees

— Continuous CSRA costs

vl ey e ey e Nl e/

Figure 49 CSR value added drivers

Source: adapted from Weber, M. (2008) The business case for corporate social responsibility: a company-level measurement approach for CSR, European Management Journal, 26, 4:
247-61. Reproduced with permission from Elsevier
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The vertical network

-----------------------------

1 i
Suppliers
The horizontal network Upstream |
i : : Complementors/ |
s e > paren | |
i ' i
i Customers ,

Figure 4.10 The value net
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Blue-ocean strategy

Red Oceans: Tough head-to-head
competition in mature industries often results
In"bloody red oceans of rivals fighting over a

shrinking profit pool

Blue Oceans: The unserved market, where
competirtors are not yet structured and
market is relatively unknown. Here, it is
about avoiding head-to-head competition
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What Is this?

/ What term refers to tough head-to-head \
competition in mature industries which

often results in nothing but fighting over

a shrinking profit pool?

\Red oceans /

Hollensen: Global Marketing, 50 Edition, © Pearson Education Limited 2011
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What Is this?

/ What term refers to unserved markets, \
where competitors are not yet

structured and the market is relatively
unknown?

\Blue oceans /

Hollensen: Global Marketing, 50 Edition, © Pearson Education Limited 2011




Value innovation at Formule 1

O Which of the factors that the budget hotel
Industry took for granted should be eliminated?

O Which factors should be reduced well below
the industry standard?

O Which factors should be raised well above the
Industry standard?

O Which new factors (that the industry had never
offered) should be developed?
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EXHIBIT 4.1 Value innovation at Hotel Chain Formule 1

NV & i

Tony Souter © Dorling Kindersley.
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Average bwo=star  Avarage one-star Farmula 1°s

Eating faciitios |- hotel value curve _ hote] value curve value curye

o o

Architectural assthatics

Lownges -

Roam sise -

Ayallablity of recaptionist

Fumiture and amenities in rooms

Elements of product and zervice

Bed quality

Hygene at the hote| and in rooms |-

Room quietness

Price |-

Viery Very

9 Relative performance level
[perceived by the customers)

¥

Figure 411 Formule 1’s value curve

Source: Adapted from Kim and Mauborgne (1997)
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CASE STUDY 4.1
Nintendo Wii: Nintendo's Wi takes first place on the world market — can it last?

The Nintendo Wii
Bob Riha Jr/Wirelmage/Getty Imagss.
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—4&— Nintendo Wi

0\ —l— Microsoft Xbox 360

\.\‘/.\ / v —A— Sony Playstation 3
2

e

«@’ a*ﬂe“’#f
fﬁf““

customers
P

Realative performance
level = perceived by

Factors of competition

Figure 1 Value curve: Wii versus. Xbox and SP3
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Table 1 World sales of games consoles {units) and market shares
2005 million units 2006 million units 2007 million units

(%) (9%) (%0)
Sony
PS2 16.8 11.7 B.6
PS3 - 1.2 7.2
Total 16.8 (89%) 12.9 (53%) 15.8 (40%)
Microsoft
Xbox 3.6 0.7 -
Xbox 360 1.2 6.8 7.8
Total 4.8 (2096) 7.5 (31%) 7.8 (20%)
Nintendo
GameCube 2.7 1.0 -
Wii - 3.0 15.5
Total 2.7 (11%) 4.0 (16%) 15.5 (409%)
Total 24.3 (100%) 24.4 (1009%) 39.1 (100%)

LSovrca: wwwwgeharz.com; hitp:degchartz comshwoomps. phpPaeekly=1.
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(%)

7.4
10.3

17.7 (33%)

11.2

11.2 (21%)

248
24.8 (46%)

53.7 (100%)
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CASE STUDY 4.2

Senseo: creating competitiveness through an international alliance

Hollensen: Global Marketing, 50 Edition, © Pearson Education Limited 2011



The global market for coffee
machines (2008)

Retail volume (million units)

Western Europe 17.8
Eastern Europe 0.6
North America 28.4
Latin America and Carribbean 4.1
Asia Pacific (minus Australia and NZ) 2.9
Australia and NZ 0.3
Africa and Middle East 0.7
World total 54.8

Source: adapted from Euromonitor International.
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The Western European coffee machine market

Category Typical brands Sold units in Typical price Value in millions
millions 2008 € 2008 € 2008

Traditional filter machines Melitta, Mr Coffee 10.0 30 300

Pod coffee machines Nespresso, Senseo 3.5 70 245

Espresso machines De Longhi, Jura, Krups 43 200 860

and Rowenta, Rotel

Total 17.8 €1,405

Sourcen adapted from: Jurg Mipkow and Enc Bush: Coffee machines: recommendations for pelicy design, Report T August 2008, Topten International Group
TG, Paris, wwwitopteninfo.
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QUESTIONS

1. What are the key success factors in this industry?

2. Explain how the competences represented in
the Senseo concept can create international
competitiveness.

3. Which threats is Senseo facing in the future sales
of Iits product concept?

4. Which new markets are relevant for Senseo to
enter?
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VIDEO CASE STUDY 4.3 Nike

Questions

1. Discuss how Nike's growth can be attributed to its targeting of diverse market global segments.
2. How did Nike penetrate the European soccer footwear market?

3. What are the key driving forces behind Nike's international competitiveness?
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Questions for discussion (1)

How can analysis of national competitiveness
explain'the competitive advantage of the single
firm®

ldentify the major dimensions used to analyze a
competitor's strengths and weaknesses profile.
Do local, regional and global competitors need
to be analyzed separately?
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Questions for discussion (2)

O How can a country with high labour costs
Improve its national competitiveness?

O As the global marketing manager for Coca-
Cola, how would you monitor reactions around
the world to a major competitor such as Pepsi?

Hollensen: Global Marketing, 5" Edition, © Pearson Education Limited 2011



GLOBAL MARKETING

Svend Hollensen

5th Edition

| 4§ Prentice Hall

Intrution Part Il and
Chapter 5 Global marketing research
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PART II

Deciding which markets to enter



[mfm.}

research

Y

P 3.

Foreign market {micro environment)
= Market potential = Market growth
= Market size = Profit potential
= Competition = Market access
(&g tariffs)
Chapter Buyer/decision=making unit
. Emm?‘nlu ® AU cOnRITa Chapter 7
forces . FB“MTLE;“ Sociocultural
= Political/legal forces
forces * Government
L ~
. ¢ Regions/countries/markets
GGDDClOOOGG
Chapters | screening
The international market -
selection (IMS) process ¢
~ screening |

One specific market or a priori list of markets

international marketing mix

Development of the
{Part IV of this book)

Figure .1 The structure and process of Part Il
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CHAPTER S

Global marketing research



Learning objectives (1)

Explain the importance of having a
carefully designed international
INformation system

Link global marketing research to the
decision-making process

Discuss the key problems in gathering and
using international market data
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Learning objectives (2)

O Distinguish between different research
approaches, data sources and data types

O Discuss opportunities and problems with
gualitative market research methods

O Understand how online surveys are carried
out

O Understand the relevance of the World Wide
Web as an important data source in global
marketing research
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Slide 5.7 Table 5.1 Information for the major global marketing decisions

Global marketing decision phase Information needed

1. Deciding whether to Assessment of global market opportunities (global
internationalize demand) for the firm's products

Commitment of the management to internationalize

Competitiveness of the firm compared to local and
international competitors

Domestic versus international market opportunities

. Deciding which markets Ranking of world markets according to market
to enter potential of countries/regions
Local competition
Political risks

Trade barriers
Cultural/psychic distance to potential market

3. Deciding how to enter Mature of the product (standard versus complex product)
foreign markets Size of markets/segments
Behaviour of potential intermediaries
Behaviour of local competition
Transport costs
Government requirements

4. Designing the global Buyer behaviour
marketing programme Competitive practice
Available distribution channels
Media and promotional channels

5. Implementing and Megotiation styles in different cultures
Eﬂ”““'_“”ﬁ the global Sales by product line, sales force customer type and
marketing programme countryfregion

Contribution margins
Marketing expenses per market
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Infernal data - : » FExternal data
s N | ™
Firm general data | | | Macroeconomic
(firm=context) | | data for country B
= Size : « GNP
« Product lines « Stability of £ B
* Financial : currency h:-:l;l-ll‘ﬂ‘.h"h
situation | | = Inflation bl
Secondary ate. | | ete. of sectors Secondary
data . 4. /| = Analysis of data
A \ | / imports A
- : ~ / » Characteristics
Problem of competition
s |5 there a market for ele.
the firm's product A in ~ ~
L T Ty e B e — — — — — — =
s |f yas, how large is it
and what is the Competitors
possible market share Specific
. | Fi strategies
Y / | \\ Y
Primary = ~  Primary
clata Strengths=weaknesses | | - -, | Intermediaries data
profile {(benchmarking) || End customers « Purchasing
Compared to main : Buying behaviour behaviour
competitors: | | * Threat of using * Financial
+ Corporate level | substitute capabilities
= Product-line level I products + Access to
(SBU level) || » Consumption distribution
= Specific product level : patterns channels
atc. | etc. ate.
. A | L A A
internal data - ! » External data

Figure 5.1 Categorization of data for assessment of market potential in a country
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What Is this?

/Information that Is collected first-hand, \
generated by original research tailor-

made to answer specific research

guestions Is known as

\Primary data /
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What Is this?

/ Information that has already been \
collected for other purposes and thus is

readily available is known as

\Secondary data /

Hollensen: Global Marketing, 50 Edition, © Pearson Education Limited 2011
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Secondary research

Advantages
O Less expensive
O Less time-consuming

O Low level of
commitment

O No constraints by
overseas customs

O Speed

Disadvantages

O Non-availability of
data

O Reliability of data
O Data classification
O Comparability of data

O Data privacy
concerns
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Questions to ask when judging
the reliability of data sources

O Who collected the data?

O Would there be any reason to purposely
misrepresent the facts?

O For what purpose was the data collected?
O How was the data collected (methodology)?

O Are the data internally consistent and logical in
the light of known data sources or market
factors?
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Internal data sources

O Total sales O Sales volume by type

O Sales by country of channel distribution

O Sales by products O Pricing information

O Sales volume by O Communication mix
market segment information

O Sales representatives’
records and reports
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External data sources

Library
resources

Electronic
databases
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What Is this?

/ What term is used to refer to the \

technique which uses time-series data
from one country to project sales in
other countries?

\Lead-lag analysis /

Hollensen: Global Marketing, 50 Edition, © Pearson Education Limited 2011
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Figure 5.2 Lead—lag analysis of penetration of DVDs (digital versatile discs) in the
USA and lItaly (illustrative examples)
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What Is this?

/What term is used to refer to the technique for \
estimating demand in another country market

pased on a single-factor index with a
correlation value between a factor and demand
for a product that is obtained in one country
and applied to a target international market?

\Estimation by analogy /

Hollensen: Global Marketing, 50 Edition, © Pearson Education Limited 2011




analogy — an example

Population size in the United Kingdom: 60 million

Population size in Germany: 82 million

Furthermore we know that the number of refrigerators sold in the United Kingdom in 2002
was 1.1 million units.

Then by analogy we estimate the sales to be the following in Germany:
(82/60) % 1.1 million units = 1.5 million units
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Forms of primary research

Quantitative research Is data analysis
based on questionnaires from a large
group of respondents

Qualitative research provides a holistic
view of a research problem by integrating
a larger number of variables, but asking
only a few respondents
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antitative research Qualitative research
Variable no. Variable no.
i 2 3 4 - - - 12 3 4 - - -

A WO N =

y
2
3
4

Respondent Respondent
no. no.

Figure 5.3 T he trade-off in the choice between quantitative and qualitative research
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waﬁve versus qualitative research

Comparison
dimension

Objective

Type of research

Fexibility in research
design

Sample size

Choice of
respondents

Information per
respondent

Data analysis

Ability to replicate
with same result

Interviewer
requirements

Time consumption
during the research

Quantitative research
(e.g. a postal questionnaire)

To quantify the data and
generalize the results from
the sample to the population
of interest

Descriptive and/or casual

Low (as a result of a
standardized and structured
questionnaire: one-way
communication)

Large

Representative sample of
the population

Low

Statistical summary

High

No special skills required

Design phase: high
(formulation of questions
must be correct). Analysis
phase: low (the answers to
the questions can be coded)

Qualitative research (e.g. a focus
group interview or the case method)

To gain an initial and qualitative
understanding of the underlying
reasons and motives

Exploratory

High (as a result of the personal
interview, where the interviewer can
change questions during the interview:
two-way communication)

Small

Persons with considerable knowledge
of the problem (key informants)

High

Subjective, interpretative

Low

Special skills required (an
understanding of the interaction
between interviewer and respondent)

Design phase: low (no ‘exact’
questions are required before the
interview). Analysis phase: high (as
a result of many ‘soft’ data)
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Research approaches

AN

Observation Surveys

Experiments




Contact methods

{ Mail/Internet }
E Telephone }
E Personal }
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Questions/questionnaire Mail Internet/e-mail Telephone Personal
Elexibility/ (@ability te’clarify problems) Poor Fair Good Excellent
RPossibility/offin-depth information Fair Poor Fair Excellent
(use offopen-ended questions)

Use of visual aids Good Excellent Poor Good
Possibility of a widely dispersed sample  Excellent Excellent Excellent Fair
Response rates Poor Fair Good Fair
Asking sensitive questions Good Poor Poor Fair
Control of interviewer effects Excellent  Fair Fair Poor

(no interviewer bias)

Speed of data collection Poor Excellent Excellent Good
Costs Good Excellent Excellent Poor

Table 5.3 Strengths and weaknesses of the four contact methods
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What Is this?

/What term refers to a scheme which \
outlines the group to be surveyed in a
marketing research study, including how
many individuals will be chosen, and on
what basis this choice is made?

\Sampling plan /
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Sampling procedures

Probability Non-probability
sampling sampling
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Why use non-probability
samples in marketing research?

O Less expensive than probability samples
O Appropriate when accuracy Is not critical
O Faster to collect data

O Can be reasonably representative
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Methods for
determining sample size

Traditional statistical techniques

~

Y

. o

Budget available

Ya

Rules of thumb

N\l

B

Number of subgroups

L/ W
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Guidelines for
formulating questions

O The wording must be clear

O Select words so as to avoid biasing the
respondent

O Consider the ability of the respondent to
answer the question

O Consider the willingness of the respondent
to answer the guestion
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Problems with using
primary research

O Limited ablility to draw probability samples

O Non-response (and the potential for non-
response bias)

O Language barriers
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What Is this?

/ What term is used to refer to the \

consistency of results over several
measurements?

\Reliability Y
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What Is this?

/If a measurement method measures \
what it Is supposed to measure, it Is
said to possess high

\\/alidity /
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Construct

a

Internal

N

Types of validity

a

External

N
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Situation 1 Situation 2 Situation 3

Neither reliable Highly reliable Highly reliable
nor valid but not valid and valid

Figure 5.5 lllustrations of possible reliability and validity situations in measurement

Source: McDaniel and Gates, (2007, p. 283)
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Online surveys

Advantages Disadvantages
O Low financial resource O Respondents have
implications no physical address

O Short response time O Difficult to guard

e | respondent
O Saving time with data anonymity

collection and analysis 5 Technical issues like
O Visual stimuli can be speed of download

evaluated may arise
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Other types of
marketing research

Ad hoc research
Continuous research
Sales forecasting

Scenario planning
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Forecast trend .

. Sales " /
Trend = .— -
. STavasy
400 - ' ' Forecast sales
300 -
200 -
100
0

1 2 3 41 2 3 41 2 3 41 2 3 41 2 3 41 2 3 4 Quarters
1997 1998 1999 2000 2001 2002  Year

Figure 5.6 An example of trend forecasting
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‘Convergent’ and ‘divergent’ forces T, + 5 years
influence the outcome of the scenario

Scenario A

Convergent\\ 7

To+2 years\ Dimension
two

Divergent

Scenario B

\ @ Dimension

one

Now

Figure 5.7 Development of scenarios A and B over time
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What is this?

about plausible alternative \
es are called

\\?cenaﬂos ///
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What Is this?

/Factors that drive developments in the \
same direction are called , While

factors which drive developments apart

from each other are called

Convergent forces;

\Divergent forces /
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International MIS

/An International marketing \

Information system is an interacting
organization of people, systems and
processes devised to create a reqgular,
continuous and orderly flow of
information essential to the marketer’s
problem-solving and decision-making
activities.

. /
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Input Process Output
Macro International
environment marketing
Demographic planning and
Economic budgeting
Natural (reallocation of
Political Locating Gathering Processing Presenting international
g“gl':"'al information information information and using markets)
ublic ; ;
1 ¢ Primary and * Marketing ¢ Inputting sl
Micro . secondary intelligence data e Information
environmen i ; ;
Suppliers .| information o Marketing - ¢ Analysing L presentation >
Intermediaries ¢ Internal and research data ¢ Information
. - . ‘r
Customr:ers ?n)i(‘toer::zlcion s Records e Storing el el .
Competitors search data o [nformation Implement.atlon/
c int | use execution
ompany mema * Analytical * Retrieving
functuqnal areas model data
Marketing
Finance
Production
Accounting Y
Human resources Control
Feedback

Figure 5.8 INternational marketing information system

Source: Schmidt and Hollensen (2006), p. 587
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CASE STUDY 5.1

Teepack Spezialmaschinen GmbH: organizing a global survey of customer satisfaction
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QUESTIONS

Please visit www.teepack.com before you answer
the questions.

1. How would you forecast worldwide demand for
tea bag machines?

. How can Teepack and Teekanne use the relation-

ships to each other in regard to collecting relev-
ant market research data for both companies?

. Argue the case for the market analysis method
you would choose if you had to evaluate the
competitiveness of Teepack Spezialmaschinen on
the global tea bag packaging machine market.

4, In order to achieve better customer feedback,

the top management of Teepack is interested in
learning how to measure customer satisfaction.
Propose a questionnaire design that contains
some of the themes which it would be relevant to
include in the questionnaire.
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CASE STUDY 5.2

Tchibo: expanding the coffee shops’ business system In Eastern Europe
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Tchibo coffee shops in Europe in

2008
Country Number of coffee shops
Germany around 600
United Kingdom around 70
Switzerland around 100
Austria around 200
Poland around 50
Czech Republic around 25
Turkey around 25
Total around 1070

Source: Tchibo and other public sources,
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QUESTIONS

Tchibo is planning to expand its business system
in Eastern Europe. The company plans to open over
400 coffee shops in Russia, Ukraine and Romania.
However, in order to develop the right promotion
to the right customer group, Tchibo asks you as an
international marketing consultant to answer the
following questions.
1. Which market analysis should be made in Eastern
Europe in order to target the right promotion
campaign to the right customer group?

2. How would you estimate the potential market for
coffee shops (in general) in Europe?

3. How will you use market analysis methods for esti-

mating the possible European market share of
Tchibo coffee shops?

Sources: www.tchibo.com; Reuters: German coffee firm Tchibo scales down the UK business, 26 November 2008; http://www.reuters.com/
article/rbssConsumerGoodsAndRetailNews/idUSLQ26922220081 126; Germany’s Tchibo mulls exit from Britain, Business News for the Food Industry (Flexnews), 26 November 2008,
http://mwww.flex-newsfood. com/pages/20678/Coffee/Germany/germanys-tchibo-mullsexit- britain.html.
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VIDEO CASE STUDY 5.3 Ziba

download from www. pearsoned.co.uk/hollensan
A

Questions

1. Describe some of the market research methodolo-
gies that Ziba make use of.

2. Generally, why is ‘defining the research problem’
a crucial part of the research process?

3. How is Ziba transforming knowledge about
consumer behaviour into meaningful insights that
can help its customers?

4. Generally, how is marketing research done in an
international environment different from national
marketing research?
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Questions for discussion (1)

Explore the reasons for using a marketing
Information system in the international
market. What are the main types of
Information you would expect to use?

What are some of the problems that a
global marketing manager can expect to
encounter when creating a centralized
marketing information system? How can
these problems be solved?
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Questions for discussion (2)

What are the dangers of translating
guestionnaires (which have been
designed for one country) for use in a
multi-country study? How would you avoid
these dangers?

ldentify and classify the major groups of
factors that must be taken into account
when conducting a foreign market
assessment.

Hollensen: Global Marketing, 5" Edition, © Pearson Education Limited 2011



Slide 5.51

Questions for discussion (3)

A US manufacturer of shoes is interested in
estimating the potential attractiveness of China
forits products. Identify and discuss the sources
and the types of data that the company will need
In order to obtain a preliminary estimate.

ldentify and discuss the major considerations In

deciding whether research should be centralized
or decentralized.
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Questions for discussion (4)

Distinguish between internal and external
validity. What are the implications of external
validity for international marketers?

Would Tokyo be a good test market for a new

brand planned to be marketed worldwide? Why
or why not?

If you had a contract to conduct market research
In Saudi Arabia, what problems would you
expect in obtaining primary data?
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Questions for discussion (5)

Do demographic variables have universal
meanings? Is there a chance that they may be
Interpreted differently in different cultures?

In forecasting sales in international markets, to
what extent can the past be used to predict the
future?

How should the firm decide whether to gather its
own Intelligence or to buy it from outside?
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GLOBAL MARKETING

Svend Hollensen

5th Edition

Chapter 6 The political and economic
environment
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Learning objectives (1)

Discuss how the political/legal environment
will affect the attractiveness of a potential
foreign market

Distinguish between political factors in the
home country environment and the host
country environment

Explain the steps in a political risk-analysis
procedure
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Learning objectives (2)

O Distinguish between tariff barriers and
non-tariff barriers

O Describe the major trading blocs

O Explore why the structure of consumption
IS different from country to country

O Explain how managers can influence local
politics
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Learning objectives (3)

ODefine regional economic integration and
identify different levels of integration

ODiscuss the benefits and drawbacks
associated with regional economic
iIntegration

OEvaluate conseguences of the EMU and
the euro on European business
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Aspects of the political/
legal environment

[ Home country environment }

[ Host country environment }

[ General international environment }
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'HE GENERAL INTERNATIONAL ENVIRONMENT

| \

Home country environment | Political/legal Host country environment

* barriers +

—> Exporting | < > Market |<e ——
firm

A A
1 A

Figure 6.1 Barriers in the political /legal environment
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The home country environment

O Promaotional activities (sponsored by
governmental organizations)

O Financial activities

O Information services

O Export-facilitating activities

O Promotion by private organizations
O State trading
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Kinds of information
typically available

O Economic, social, political O Lists of potential

data on individual overseas buyers,
countries distributors and agents
O Summary and detailed for various products in
information on aggregate different countries
global market transactions O Information on relevant
O Individual reports on government regulations
foreign firms O Foreign credit information

O Specific export
opportunities
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Major types of political risk In
the host country environment

Ownership Operating Transfer
risk risk risk
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Effects of political risk

O Import restrictions

O Local-content laws
O'Exchange controls
O Market control

O Price controls

O Tax controls
O Labour restrictions

O Change of
government party

O Nationalization
O Domestication
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What Is this?

/ What term is used to describe the \
takeover of foreign companies by the
host government?

\I\Iationalization /
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What Is this?

/ What term is used to describe trade \
laws that favour local firms and
discriminate against foreign ones?

\Trade barriers /
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Categories of trade barriers

4 N O A

Tariff barriers: Non-tariff barriers:
» Specific * Quotas
« Ad valorem  Embargoes
* Discriminatory « Administrative
delays

e Local-content
requirements

. AN /
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What Is this?

/ are tools used by governments to \

protect local companies from outside
competition. They are direct taxes and
charges imposed on imports.

\Tariffs /
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Why do countries
levy tariffs?

a )
To protect domestic producers
- J
4 )
To generate revenue
- J
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Step 1: Issues of relevance to the firm
Determine critical economic/business issues relevant to the
firm. Assess the relative importance of these issues.

[ Step 2: Potential political events

Determine the relevant political events.

Determine their probability of occurring.

Determine the cause and effect relationships.

Determine the government's ability and willingness to res.pnnd.j

Y

o ™y
Step 3: Probable impacts and responses

Determine the initial impact of probable scenarios.
Determine possible responses to initial impacts.
Determine initial and ultimate political risk,

Figure 6.2 Three-step process of political risk analysis
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Relationship building

4 N
Build relationships with government

\_ J

4 N
Build relationships with customers

- J

{ Build relationships with employees }

{Build relationships with local community}
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How does the threat
of terrorism affect business?

O Short and long-term decline of customer
demand

O Unpredictable shifts in the supply chain
O Government policies and laws

O Macroeconomic effects such as falling
stock market values

O Deteriorating relations among countries
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What Is this?

/ The states that an identical \

product must have an identical price in
all countries when price is expressed In
a common-denominator currency.

\Law of one price /
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Classifying
countries by income

O Less developed countries (LDCSs)
O Newly industrialized countries (NICs)
O Advanced industrialized countries
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Slide 6.22 The hamburger standard (based on 4 February 2009 Big Mac prices)
Country Big Mac InUS Implied PPP Actual Over(+)/
price in dollars of the US$ exchange Under(-) valuati
local currency (local price divided rate 1 USD = against the
by price in US) dollar, %
United States $3.54 3.54 - 1.00 -
Argentina Peso 11.50 3.30 3.25 3.49 -7
Australia A$3.45 219 0.97 1.57 —38
Brazil Real 8.02 3.45 2.27 2.32 -2
Britain £2.29 3.30 1.65% 1.44* —
Canada C%4.16 3.36 1.18 1.24 -5
Chile Peso 1,550 2.51 438 617 —)]
China Yuan 12.50 1.83 3.53 6.84 —48
Czech Republic Koruna 65.94 3.02 18.6 219 -15
Denmark DK29.50 5.07 8.33 582 43
Egypt Pound 13.0 2.34 3.67 5.57 —34
Euro area £€3.42 438 1.04 1.28 24
Hong Kong HK$13.30 1.72 3.76 7.75 -52
Hungary Forint 680 2.92 192 233 -18
Indonesia Rupiah 19,800 1.74 5,593 11,380 —51
Israel Shekel 15.0 3.69 4.94 4.07 4
Japan ¥250 3.23 81.9 89.8 -9
Malaysia Ringgit 5.50 1.52 1.55 3.61 -57
Mexico Peso 33.0 2.30 9.32 14.40 —35
New Zealand NZ$4.90 2.48 1.38 1.97 -30
Norway Kroner 40.0 5.79 11.3 6.91 —83
Peru Sol 8.06 2.54 2.28 3.18 — )]
Philippines Peso 98.0 2.07 27.7 47. 4 —42
Poland Zloty 7.00 2.01 1.98 3.48 —43
Russia Rouble 62.00 1.73 175 35.70 —51
Saudi Arabia Riyal 10.0 2.66 2.82 3.75 -25
Singapore S$3.95 2.61 1.12 1.51 =26
South Africa Rand 16.95 1.66 4.79 10.02 —53
South Korea Won 3,300 2.39 932 1,380 —-32
Sweden Skr 38.0 4.58 10.7 8.30 29
Switzerland SFr 6.50 5.60 1.84 1.16 58
Taiwan NT$75.00 2.23 21.2 33.60 —37
Thailand Baht 62.0 1.77 17.50 35.0 —50
Turkey Lire 5.15 3.13 1.45 1.64 -12

* Dollars per pound.
Source: The Economist, 4 February 2008 @ The Economist Newspaper Limited, London (4.2.09).
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What Is this?

/ What term refers to the value of all \
goods and services produced by the
domestic economy over a one-year

period, including income generated by

the company’s international activities?

\Gross national product (GNP) /
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Economic union

Common market

Customs union

Free trade
area

Free trade
among

Figure 6.3 FOrms of economic integration in regional markets

Source: from Czinkota/Ronkainen. Global Marketing, 1E. © 1996 South-Western, a part of Cengage Learning, Inc. Reproduced by permission. www.cengage.com/permissions
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Benefits of
regional integration

Trade creation
Greater consensus

Political cooperation
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Drawbacks of
regional integration

Trade diversion
Shifts in employment

Loss of national sovereignty

Hollensen: Global Marketing, 5" Edition, © Pearson Education Limited 2011



Major trading blocs

4 N 8 e 2
Association of
European Union South East Asian
¢ )@ Nations (ASEAN) y
. > ; 2
Asia Pacific North American
Economic Free Trade Area
kCooperatlon (APEC)/ < (NAFTA) 7
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Slide 6.28 Major trading blocs as of 1 January 2008
Organization Type Members Population GHNI (US$bn) GHNI per
{million) capita (USY

European Political and Belgium 10.7 374.5 44,330
Union economic Luxembourg 0.5 41.4 84,890
unior Denmark 5.6 3251 59,130
France 62.0 2,702.2 42,250
Germany 821 3.,485.7 42 440
Ireland 4.5 221.2 49 590
Italy 59.9 2,109.9 35,240
UK 61.4 27872 45 390
MNetherlands 16.4 824.6 50,150
Greece 11.2 3220 28,650
Portugal 10.6 218.4 20,560
Spain 1415.6 1,456.5 31.960
Sweden 9.2 469.7 50,940
Austria 8.3 386.0 46,260
Finland 5.3 255.7 48,120
Bulgaria T.5 41.8 5,490
Cyprus 0.9 19.6 22 950
Czech 10.4 173.2 16,600

Republic
Estonia 1.3 19.1 14270
Latvia 2.3 26.9 11.860
Lithuania 3.4 39.9 11,870
Hungary 10.0 128.6 12,810
Malta O 4 6.8 16,680
Poland 381 453.0 11.880
Romania 21.5 170.6 7,930
Slovakia 5.4 78.6 14,540
Slovenia 2.0 49.0 24 010
Total 496.5 171872 34,617
Association Limited trade Indonesia 208.2 458.2 2,010
of South and cooperation Brunei O.4 10.2 26,740
East Asian agreement Vietnam 86.3 77.0 890
MNMations Malaysia 270 188.1 5,970
(ASEAMN) Singapore 4.8 168.2 34,760
Philippines 20.3 170.4 1,890
Thailand 674 191.7 2840
Laos 5.2 4.7 750
Myanmar 49.2 n.a. n.a.
Cambodia 14.7 8.9 600
Total 574.5 1.277.4 2,223
Asia Pacific Formal China 1,325.6 2.678.5 2770
Economic institution Japan 1277 4.,879.2 38,210
Cooperation South Korea 48.6 1,046.3 21,530
(APEC, excl. Taiwan® 23.0 7245 31,500
ASEAN, USA Australia 21.4 862.5 40,350
and Canada) MNew Zealand 4.3 119.2 27940
Total 1.550.6 11,3102 7.294
MNorth American Free trade area us 2041 14 466.1 A4TF7 580
Free Trade Area Canada 33.3 1,390.0 41,730
(NAFTA) Mexico 106.4 1,061.4 9,980
Total 443.8 16.917.5 99,290

* According to the Cia World Factbook as Taiwan is not in the World Bank Statistics.
Source: based on Word Bank (2008).
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Criticisms of using
per capita income figures

O Uneven income distribution
O Purchasing power not reflected
O Lack of comparabllity
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Poverty as a market opportunity

Prahalad recognizes that serving the low-income sector requires a commercial strategy in
response to the needs of those people; to succeed, other players have to get involved — mainly
local and central government, financial institutions and non-governmental organizations
(NGOs). He proposes four key elements to thrive in the low-income market:

creating buying power;
shaping aspirations through products innovation and consumer education;

1.
2.
3. improving access through better distribution and communication systems; and
4. tailoring local solutions.
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The poor as marketers of products and services

In order for the BOP to develop successful entrepreneurs, there are three critical aspects that
should be fulfilled in order to serve the BOP market (Pitta et al., 2008)

® access to credit (micro finance)
e the establishment of alliances
e adaptation of the marketing mix.
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CASE STUDY 6.1

G-20 and the economic and financial crises: what on earth is globalization about?
Massive protests during a meeting in London in 2009

SAUL LOEB/AFP/Getty Images.
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QUESTIONS

1. What were the key arguments of the anti-
globalization groups?

2. How could these protests affect the operations of
multinational companies®

3. How could the G-20 do a better marketing job in
communicating its views to the global audience?
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CASE STUDY 6.2

Sauer-Danfoss: which political/economic factors would affect a manufacturer of
hydraulic components?
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QUESTIONS

1. Which political and economic factors in the global
environment would have the biggest effect on the
future global sales of Sauer-Danfoss hydraulic
components/systems to:

(a) manufacturers of construction and mining
equipment (e.g. Caterpillar)?

(b) manufacturers of agricultural machinery
(e.g. John Deere)?

2. What are the biggest problems In forecasting
future demand for a sub-supplier such as
Sauer-Danfoss?
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VIDEO CASE STUDY 6.3 Debate on globalization

download from www.pearsoned.co.uk/hollensen

Ay
Questions

- 1. In your opinion, is globalization inevitable”? Are the
overall benefits of globalization positive? What are

the gains and losses from globalization®?

2. What external influences does a company
encounter when determining how and where to
conduct business globally?

3. How do the stages that a company goes through
evolve as its operations become more globalized?
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Questions for discussion (1)

O ldentify different types of barriers to the free
movement of goods and services.

O EXplain the importance of a common European
currency to firms selling goods to the European
market.

O How useful is GNP when undertaking a
comparative analysis of world markets? What
other approaches would you recommend?
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Questions for discussion (2)

O Discuss the limitations of per capita income In
evaluating market potential.

O Distinguish between: (a) free trade area, (b)
customs union, (c) common market, (d) economic
and monetary union and (e) political union.

O Why is the international marketer interested in the
distribution of the population in a market?

Hollensen: Global Marketing, 5" Edition, © Pearson Education Limited 2011



Questions for discussion (3)

Describe the ways in which foreign
exchange fluctuations affect: (a) trade, (b)
INvestments and (c) tourism.

Why is political stability so important for
International marketers? Find some recent
examples from the press to underline your
points.
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Questions for discussion (4)

How can the change of major political goals in a
country have an impact on the potential for
success of an international marketer?

A country’s natural environment influences its
attractiveness to an international marketer of
iIndustrial products. Discuss.

Explain why a country’s balance of trade may be
of Interest to an international marketer.
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GLOBAL MARKETING

Svend Hollensen

5th Edition

Chapter 7 The sociocultural environment
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Learning objectives (1)

Discuss how the sociocultural
environment will affect the attractiveness
of a potential market

Define culture and name some of its
elements

Explain the ‘4+1" dimensions in Hofstede's
model
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Learning objectives (2)

O Discuss the strengths and weaknesses of
Hofstede's model

O Discuss whether the world’s cultures are
converging or diverging
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Culture

/ Culture is ‘the collective \

programming of the mind which
distinguishes the members of one
human group from another’
(Hofstede, 1980).

It Is the learned ways in which a
soclety understands, decides and

\ communicates. /
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Characteristics of culture

O Culture Is learned
O Culture Is interrelated
O Culture 1s shared
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The visible daily behaviour
e.g. — body language

— clothing

— lifestyle

— drinking and eating habits

Values and social morals
e.g. — family values

— sex roles

— friendship patterns

Basic cultural assumptions
e.g. — national identity

— ethnic culture
— religion

Figure 7.2 The visible and invisible parts of culture
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EXHIBIT 7.1 Scotch whisky crossing international borders

Scotch whisky is consumed globally but bought for many different reasons. The right image has to be commu-
nicated for each culture, without of course losing any of the product's core brand values. The key value for
Scotch generally is status.

In the United Kingdom this tends to be underplayed, and is never brash or ‘in-your-face’ In ltaly the image
is more tied to machismo and any Scotch ad would have to show a man with a woman on his arm, flaunting
the status the drink confers. In Japan, however, the status value is all about going with the majority. It is not
aspirational to be individualistic in Japan.

Thus the understated drinker image that might work in the United Kingdom is inappropriate in other countries.

Source: MacKenzie (1098)
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National culture

Business/industry culture

Company culture

Individual behaviour/
decision maker

Figure 7.2 The different layers of culture
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L ow-context
cultures

Hall’'s communication
context

High-context
cultures
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Table 71

Characteristic

Communication
and language

Sense of self and
space

Dress and
appearance

Food and eating
habits

Time consciousness

Family and friends

Values and norms

Beliefs and aftitudes

Mental process
and learning

Business/work
habiis

Low-context/Individualistic
(e.g. western Europe, US)

Explicit, direct

Informal handshakes

Dress for individual success,
wide variety

Eating is a necessity, fast food

Linear, exact, promptness is
valued, time = money

Muclear family, self-oriented,
value youth

Independence, confrontation of
conflict

Egalitarian, challenge authority,
individuals control destiny,
gender equity

Lateral, holistic, simultaneous,
accepting life's difficulties

Deal oriented (‘quickly getting
down to business'), rewards
based on achievement, work
has value

General comparative characteristics of cultures

High-context/collectivistic (e.g.
Japan, China, Saud| Arabla)

Implicit, indirect

Formal hugs, bows and handshakes

Indication of position in society,
religious rule

Eating is a social event

Elastic, relative, time spent on
enjoyment, time = relationships

Extended family, other-oriented,
loyalty and responsibility, respect
for old age

Group conformity, harmony

Hierarchical, respect for authority,
individuals accept destiny, gender
roles

Linear, logical, sequential,
problem-solving

Relationship oriented (first you
make a friend, then you make a
deal’), rewards based on seniority,
work is a necessity
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Japanese
7/
Arabs
/

Latin Americans
7/

Italians/

Spanish

7/
English
7/
North Americans
7/
Scandinavians
7/
Germans
7
Swiss
Low >
Explicit Implicit
Messages

Figure 7.3 The contextual continuum of differing cultures

Source: Usunier, J.-C. (2000). International Marketing, Pearson Education Limited
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Elements of culture

O Language O Education

O Manners and O Values and attitudes
customs O Aesthetics

O Technology and O Religion

material culture
O Social institutions
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The role of language In
global marketing

O Language Is important in information-
gathering and evaluation efforts

O Language provides access to local society

O Language capability is important to
company communications

O Language enables the interpretation of
context
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Official languages and spoken languages in the world

Mother tongue No. of speakers

(first language) {million)
Chinese 1,000
English 350
Spanish 250
Hindi 200
Arabic 150
Bengali 150
Russian 150
Portuguese 135
Japanese 120
German 100
French 70
Punjabi 70

Moter Chinese is composed of a number of dialects of which Mandarin is the largest.
Source: adapted from Phillips af al (1994, p. 7).
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What Is this?

/ Includes time, space, material
possessions, friendship patterns and
business agreements. It is more
important in high-context than low-
context cultures.

\I\Ion-verbal language

~

/
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Table 7.3 The main non-verbal languages in international business

Non-verbal language

Time

Space

Material possessions

Friendship patferns

Business agreements

Implications for global marketing and business

The importance of being ‘on time' In the high-context cultures
(Middle East, Latin America), time is flexible and not seen as a limited commodity.

Conversational distance between people.

Example: individuals vary in the amount of space they want separating them from others. Arabs
and Latin Americans like to stand close to people they are talking with. If an American, who may
not be comfortable with such close range, backs away from an Arab, this might be taken
incorrectly as a negative reaction.

The relevance of material possessions and interest in the latest technology. This can have a
certain importance in both low-context and high-context countries.

The significance of trusted friends as a social insurance in times of stress and emergency.

Example: in high-context countries extended social acquaintance and the establishment of
appropriate personal relations are essential to conducting business. The feeling is that one
should often know one's business partner on a personal level before transactions occur.

Rules of negotiations based on laws, moral practices or informal customs.

Example: rushing straight to business will not be rewarded in high-context cultures because
deals are made not only on the basis of the best product or price, but also on the entity or
person deemed most trustworthy. Contracts may be bound by handshakes, not complex
agreements — a fact that makes some, especially Western, business people uneasy.
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EXHIBIT 7.2 Sensuality and touch culture in Saudi
Arablan versus European advertising

Jaoleshs

~

-

:
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=

&
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AP AT ST O]

Drakkar Noir: Sensuality and touch culture in Europe and Saudi Arabia

Source : Field (1986)
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What Is this?

/ What term refers to attitudes towards \
peauty and good taste Iin the art, music,
folklore and drama of a culture?

westhetics /
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Major religions

Christianity
Islam
Hinduism
Buddhism

Confucianism
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EXHIBIT 7.3 Polaroid’s success in Muslim markets

During the past 30 years Polaroid’'s instant photography
(though the original camera cannot be bought today) has
been largely responsible for breaking down taboos against
picture-taking in the Arab world, especially those concerning
women revealing their faces.

When Polaroid entered the market in the mid-1960s it
discovered that instant photography had a special appeal.
Because of religious constraints there were only a few
photo-processing laboratories, but with Polaroid's instant
cameras Arab men were able to photograph their wives and
daughters without fear of a stranger in a film laboratory
seeing the women unveiled and without the risk of someone
making duplicates.

Sourcer Harper (1986).

ROBYN BECK/AFP/Getty Images.
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Power distance }

Uncertainty avoidance

~

J
5
Individualism
J
N
Masculinity

Hofstede’s model of
national cultures

[ Time perspective }
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EXHIBIT 7.4 Marriott International fights against ‘high power distance’ in Asia

Marriott International operates hotels in 60
countries, and the company is planning further
expansion abroad, especially in Asia. Marriott
emphasizes its ‘care of associates’ mindset in
every hotel and region it enters. The focus of this
can vary depending on the needs of the region.
In Eastern Europe where employees are gener-
ally sceptical of management, Mariott aims to
gain associates’ trust and emotional attachment;
whereas in Asia, where notions of employee
empowerment are not widespread (i.e. a high
‘power distance’), the company makes an effort
to train and empower associates to make
independent decisions and take initiative.

Source: based on Bellin and Pham (2007).

Hollensen: Global Marketing, 5t Edition, © Pearson Education Limited 2011



EXHIBIT 7.5 Pocari Sweat — a Japanese soft drink expands sales in Asia

Pocari Sweat is a popular Japanese soft and sports
drink, manufactured by Otsuka Pharmaceutical Co.,
Ltd. The brand started selling in Japan in 1980
and has secured a good foothold for international
expansion. The drink is now distributed in 16 coun-
tries and regions such as China, South Korea,
Taiwan, Thailand, Indonesia, Egypt and the United
Arab Emirates. In addition it can be obtained in the
Chinatown areas of many cities around the world.
Pocari Sweat's slogan is:

‘Pocari Sweat — A drink that smoothly supplies
the lost water and electrolytes during perspiration.
‘About 60 per cent of the human body is made up of
body fluids and which contains a critical balance of
sodium and other ions' is also included in advertising.
Contrary to the odd name and its translucent-grey colour, Pocari Sweat does not taste like sweat; it is a
mild-tasting, relatively light, sweet drink.

www.pocarisweatinfo

e What do you think about the brand name (Pocari Sweat) and its slogan?

Sources: Otsuka Pharmaceutical Co, Ltd. www.pocarisweatinfopocarisweatinfo (website of Pocari Sweat).
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What Is this?

/What term refers to one’s unconscious \
reference to one’s own cultural values

when attempting to understand another
culture?

\Self-reference criterion (SRC) /
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Approaches
to eliminate SRC

O Define the problem or goal in terms of home
country culture, traits, habits and norms

O Define the problems or goals in terms of the
foreign culture, traits, habits and norms

O Isolate the SRC influence in the problem and
examine It carefully to see how it complicates the
problem

O Redefine the problem without the SRC influence
and solve for the foreign market situation
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Most ethical

Practical standard

L east ethical

Spirit of morality

Adherence to law
plus common sense

Just adherence
to law

Not ethical

Figure 7.4 Ethical decision-making

Not even
following law
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The code of ethics for
the ‘'most ethical’ include

O Organizational relations
O Economic relations

O Employee relations

O Customer relations

O Industrial relations

O Political relations
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EXHIBIT 7.6 Google decides to stop censoring of its Chinese website

China has the world's largest internet population. China has 384 million internet users, according to govern-
ment data, more than the total population of the US. The number may grow to 840 million, or 61 per cent of
the population, by 2013.

Google, Inc., the world’s biggest search engine company, first entered the Chinese market in early 2000
by creating a Chinese language version of its home page. Google's approach was to maintain a Chinese-
language version of Google.com that was housed in the United States but could handle search requests orr-
ginating within China. In this way, the technology was not subject to Chinese censorship laws as the facilities
were not within China's physical boundaries, and Google did not need a licence from the Chinese govern-
ment to operate its business.

In 2004, Google realized that its approach in China was not sustainable. Google was losing market share
to Baidu, and others (for example, Microsoft and Yahoo) were gaining ground through their local presence. In
January 2006, Google announced the creation of Google.cn, which was located in China and subject to
Chinese filtering. With Google.cn, the company did exclude material and links from sources the government
deemed subversive or harmful in order to comply with local Chinese laws and regulations. The Chinese
government in Beijing has tight control over online content in a vast system, removing information it considers
harmful, such as pornography and violent content, but also politically sensitive material.

On 12 January 2010, Google announced that it was no longer willing to continue censoring results on
Google.cn, citing a breach of the Gmail accounts of Chinese human rights activists. On the 22 March 2010
Google repeated this message, which points to a de facto withdrawal from China, putting the ball in the court
of a Chinese regime that virtually everyone expects will begin censoring search results on the Google.cn site.

Google has only a third of the search-engine market in China, which is dominated by the Chinese giant
Baidu. Although its revenues have continued to rise, many analysts believe that Google would have a hard
time in China, and after leaving China, it would be even harder for Google to make a comeback there.

e Is it a wise decision for Google to withdraw from the Chinese market instead of abiding by the China's
censorship laws?

Sowrces: various public media

Hollensen: Global Marketing, 50 Edition, © Pearson Education Limited 2011



Slide 7.29

What Is this?

/What term refers to planning, execution \
and evaluation of programmes to

Influence the voluntary behaviour of
target audiences in order to improve
their personal welfare?

\Social marketing /
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CASE STUDY 7.1

Lifan: a Chinese sub-supplier and brand manufacturer of motorcycles is aiming at
the global market
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QUESTIONS

1. Based on the information in the case, how is the
international marketing management philosophy in
Lifan different from a typical company in western
Europe?

2. How can the difference in marketing management

philosophy be explained by the differences in
culture between western Europe and China?

3. How should Lifan overcome the cultural differences
If they decide to enter the western European
market?
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CASE STUDY 7.2

IKEA catalogue: are there any cultural differences?

1 i
o) X F A . c
. p s " =4
- ¥ eraia ! s g
2 lrg med! Med de mange legemebider 3os Barnenes  REA PS BANGIS sbbedtajontv 225, il 5 broge. icbewt w5l 275 RAES, ARESAS AT AN ILORNERRLE Lane KA 73 LPOHTIL SEW BRE T3P RN, 17

H132 e JODB01LTS i WA PS SVRIOA fummgeeted 487 Pust/uil

KEA fir familins yngain rasor sl sjore muligheder
st hopg
loore. Fotwddy

B74 017 om Beskmegde ) m CORA5S 87 Wl indenders Do IRE. F5. SR, KR Ae. ¥4 0 x:r:”’m-:r::::?t ‘::‘ :‘v.‘a‘x".
salancere, Klatre, genme sig, sloppe of o sappleres med BORRE kroge 20,2 . SO0 410 4P IKLAPS PO | - = P RRITEY RESAAMRELRFARN W74 BT, WALy S vwm;z b4 1) lﬁt’l'v

Tagetiappe 390, Pl i, L1750 805 g P00 543,00 WEA 15 ¥ItR0 LN LNREE HANG s
Iobomesbyvede TVY 3. Pubpesn it D 12 N 28 o9, 800.00002 PELER B e .Q,‘",‘n ..':::.,:: et b et

vod, At 4l das aRTVIEet er s viglig dal

if bosmerme ndvikling, Op bernene? De vil bare lege!

NESRENHRS RN ANAALZER W08

lllustration of the same product in the IKEA Catalogue in Denmark and Shanghai
Inter IKEA Systems BV.
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QUESTIONS

1. Discuss the advantages and disadvantages of
having the same product range shown in all IKEA

catalogues around the world?
2. The catalogue is the most important element In
IKEA's global marketing planning. Discuss if there

could be some cultural differences in the effec-
tiveness of the catalogue as a marketing tool.

3. Explain some cultural differences which are illus-
trated by the two different illustrations of the
same product (from the Danish and Chinese IKEA
catalogues).
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VIDEO CASE STUDY 7.3 Communicating in the global world

Download from www.pearsoned.co.uk hollensen

——
Questions

1. Language can be a barrier to effective commu-
nication. What steps can a company take to
minimize language barriers across borders?

2. Cultural differences need to be considered when
communicating across borders. What charactens-
tics of a country’s culture need to be researched to
ensure business success across borders?

3. This video mentions that some companies have
trusted contacts in a country they wish to do
business with, while other companies rely on a
significant amount of research to learn more about
cultural characteristics, etc. What method do you
feel 1Is most effective for gathering useful, accurate
and up-to-date information regarding cultural
Issues?
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Questions for discussion (1)

As English is the world language of
business, Is it necessary for UK managers
to learn a foreign language?

According to Hofstede and Hall, Asians
are (a) more group oriented, (b) more
family oriented and (c) more concerned
with social status. How might such
orientations affect the way you market
your product to Asian consumers?
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Questions for discussion (2)

Do you think that cultural differences
between nations are more or less
Important than cultural variations within
nations? Under what circumstances Is
each important?

ldentify some constraints in marketing to a
traditional Muslim society. Use some of
the examples in the chapter.
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Questions for discussion (3)

O What layers of culture have the strongest influence on
business people’s behavior?

O The focus of this chapter has mainly been the influence
of culture on international marketing strategies. Try also
to discuss the potential influences of marketing on
cultures.

O What role does the self-reference criterion play In
International business ethics?

O Compare the role of women in your country to their role
In other cultures.

O How do the different roles affect women’s behaviour as
consumers and as business people?
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GLOBAL MARKETING

Svend Hollensen

5th Edition

Chapter 8 The international market
selection process
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Learning objectives (1)

O Define international market selection and
identify the problems in achieving it

O Explore how International marketers
screen potential markets/countries using
secondary and primary data (criteria)

O Distinguish been preliminary and ‘fine-
grained’ screening
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Learning objectives (2)

Realize the importance of segmentation in
the formulation of the global marketing
strategy

Choose among alternative market
expansion strategies

Distinguish between concentration and
diversification in market expansion
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Why Is it important to identify
the ‘right market’ to enter?

O Influences likelihood of success

O Influences nature of marketing
programmes

O Affects firm’s ability to coordinate foreign
operations
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International
market selection in SMESs

Low psychic distance
Low cultural distance

Low geographic distance }
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The firm The environment

v

International
market segmentation

l

INTERNATIONAL MARKET SELECTION
(IMS)

Figure 8.1 Potential determinants of the firm’s choice of foreign markets
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Figure 8.1 Potential determinants of the firm’s choice of foreign markets (Continued)
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Determinants of firm’s choice

The firm The environment
O Degree of O International industry
internationalization A slstructuref
: egree o
> Slze/ampunt Oif NSRS Internationalization of the
O Type of industry/nature of market
business O Host country:
O Internationalization goals O Market potential
O Existing networks of O Competition
relationships O Distance

O Market similarity
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The firm \/ Environment

— Step 1: Selection of segmentation criteria
B Step 2: Development of segments

s Step 3: Screening of segments

> Step 4. Microsegmentation

l

Market entry

Figure 8.2 INnternational market segmentation
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Step 1 Selection of the relevant
segmentation criteria |
& + ™)
Development of appropriate
Step 2 segments
LY + A
o '
Screening of segments to narrow

Step 3 down the list of markets/countries
Choice of target markets/countries
L ey

Y

r Microsegmentation: ]
Step 4 develop segments in each qualified

country or across countries
LS -

Y

Market entry
How many markets?
When?
Sequence?

Figure 8.2 INternational market segmentation (Continued)
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Criteria for
effective segmentation

O Measurablility

O Accessibility

O Substantiality/profitability
O Actionabillity
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General characteristics
Geographic
Language

Political factors
Demography
Economy
Industrial structure
Technology

Social organization
Religion

Education

Specific characteristics
Cultural characteristics
Lifestyle

Personality

Attitudes and tastes

/% High degree of measurability,
accessibility and actionability

Low degree of measurability,
accessibility and actionability
(however, high degree of

N/ relevance in specific situations)

Figure 8.3 The basis of international market segmentation
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The screening process

Stage 1. Stage 2:
Preliminary Fine-grained
screening screening
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What Is this?

/ The IS a useful tool for coarse- \

grained, macro-oriented screening of
International markets.

Business Environment Risk Index

K(B ERI) /
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Table 8.1 Criteria included in the overall BERI index

Criteria Weights Multiplied with the score Overall BERI
(rating) on a scale of 0-4* index?

Political stability 3

Economic growth 25

Currency convertibility 2.5

Labour cost/productivity 2

Short-term credit 2

Long-term loans/venture capital 2

Attitude towards the foreign investor and profits 1.5

Mationalization 1.5

Monetary inflation 15

Balance of payments 15

Enforceability of contracts 15

Bureaucratic delays 1

Communications: phone, fax, Internet access 1

Local management and partner 1

Professional services and contractors 0.5

Total 25 % 4 (max.) = max. 100

" 0 = unacceptable; 1 = poor; 2 = average conditions; 3 = above average conditions; 4 = superior conditions.

* Total points: =80 favourable environment for investors, advanced economy; T0—=79 not so favourable, but still an advanced economy; 55— 69 an immature economy
with investment potential, probably an NIC; 40-64 a high-risk country, probably an LDC. Cuality of management has to be superior to realize potential, <40 very high
risk. Would only commit capital if there were some extracrdinary justification.
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High 5
Invest/grow Dominate/divest
joint venture
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) A countries
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=
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&
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5
Harvest/divest
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Low 1 , , | J
5 4 3 2 1
High Competitive strength Low

Figure 8.4 The market attractiveness/competitive strength matrix
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Table 8.2 Dimensions of market/country attractiveness and competitive strength

Market/country attractiveness

Market size (total and segments)

Market growth (total and segments)

Buying power of customers
Market seasons and fluctuations
Average industry margin

Competitive conditions (concentration, intensity,
entry barriers, etc.)

Market prohibitive conditions (tariff/non-tariff
barriers, import restrictions, etc.)

Government regulations (price controls, local
content, compensatory exports, etc.)

Infrastructure
Economic and political stability

Psychic distance (from home base
to foreign market)

Competitive strength

Market share

Marketing ability and capacity (country-
specific know-how)

Products fit to market demands
Price
Contribution margin

Image
Technology position
Product quality

Market support
Quuality of distributors and service
Financial resources

Access to distribution channels
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Market size
The total market volume per year for a certain country/market can be calculated as:

Production (of a product in a country)
+ import

— export
= theoretical market size

+/— changes in stock size

= effective market size
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Time of analysis:
Analysis of product area:
In country:

A. Market attractiveness

Very Poor | Medium | Good Very Weight |(grading =
poor good factor weight)

Market size

Market growth

Buying structure

Prices

Buying power

Market access

Competitive intensity
Palitical/economic
risks

ete.

Total 100

Market attractiveness = Result : 100 = ..cccceeiienin

B. Relative competitive strength
with regard to the strongest competitor = e

1 2 3 4 5 % Result
Very Poor | Medium | Good Very Weight |(grading =
poor good factor weight)

Products fit to
market demands

Prices and conditions

Market presence

Marketing

Communication

Obtainable market
share

Financial results

etc.

Total 100

Relative competitive strength = Result : 100 = cvweisneeen

Figure 8.5 Underlying questionnaire for locating countries on a market
attractiveness/competitive strength matrix
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Cluster 6

Cluster5 577

Figure 8.6 Transnational clustering of the western European market

Source: Welford and Prescott (1996). European Business: An Issue-Based Approach, 3rd edition. Reprinted by permission of Pearson Education Ltd.
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y Chosen fields of operation of companies
/ based on a micromarket segmentation

Figure 8.7 Micromarket segmentation
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Develop subsegments

Demographics

Lifestyles/Psychographics

Consumer motivations
Geography
Buyer behaviour
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North Western \[ Eastern af""::i:c’j‘ld Al Secondary data
America Europe Europe = ® I\ Pacific (desk research)
East
A
Regional macroscreening
A v _F_ -~ Based on e.g. the BERI model
A

(_ Westem Europe )

Preliminary screening

General criteria:

« Market size/growth

» Buying power of customers

s Culturally similar markets
etc.

:: Highest market
potential

SEGMENTATION

Specific product/

market criteria

Which value-chain functions
do the customers rate as

o e important to them?
Abbreviations:

A = Austria

D = Germany Harmony?

CH = Switzerland

I = ltaly The firm's competences
compared with strengths and

Cl. = Cluster weaknesses of competitors

B.W. = Baden Wirttamb. Highest seles

Bay. = Bayern =

S.L. = Saarland ¥ potential

Rh.P. = Rheinland Pfalz Target market:
Bayern

Segmentation by customer group

i . Y
Possibly Target market:
MARKETING PLAN .
r‘al"nk.ed cusifomer group (the 4Ps) !’nmary data
priority x in Bayern (field research)

Figure 8.8 The international market segmentation/screening process: an example of
the proactive and systematic approach
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EXHIBIT 8.1 Konica Minolta Solutions Europe B.V. makes an international
market screening for its laser printers!

y 4
-5 Graphics
All N
AT I:;._——;=..\_rrn::?45ﬂ
g{'d_p'“ E"d_ﬁ"'“r - .a-P’
N’ L*‘ Colour=centric
Frequent Uocsoe bl st
colour
Output
Colour-enabled
Occasional w ]
colour [ Nl
'-,M:._..-__-- mc24300L mc2450
2300W
o Monochrome
M =
ono (—'S:--.r ,———r-x S
. PPE10D
Pptmuw PP135'EIW PPiSﬁﬂE
- =
Low Moderate High

Monthly volume

Figure 8.9 The laser printer range of Konica Minolta

1 The exhibit does not necessarily reflect the current strategy of Konica Minolta Printing Solutions Europe B.V.
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North America South America Europe Middle East Africa

Marketing
Plan

YYy

Target market

Figure 8.10 The IMS process of Konica Minolta Printing Solutions, Europe
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Market expansion
strategies

Should we enter markets incrementally or
simultaneously?

Will entry be concentrated or diversified
across international markets?
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High |
2 Advanced §

countries ERRNY
- \ v  \
O : 1\ )
-
©
(@) 4
5 © Developing x
T o . N
S = countries \
o © A \ VA
T o AR
cC o _
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S Less developed
O countries
Low

Time

Figure 8.11 Market expansion strategies: Waterfall approach (“trickle-down™)

Source: Global Marketing Management, by Keegan, Warren J. © Reprinted by permission of Pearson Education, Inc., Upper Saddle River, NJ.
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EXHIBIT 8.3 An example of the ‘trickle-up’ strategy

v

One Laptop per Child.
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Advanced
countries

Developing
countries

Less developed
countries

Figure 8.11 Market expansion strategies: Shower approach

Source: Global Marketing Management, by Keegan, Warren J. © Reprinted by permission of Pearson Education, Inc., Upper Saddle River, NJ.
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EXHIBIT 8.2 Sanex’s aggressive search for cross-border niches: an example
of the shower approach

h,h B--_

' glolgftpc
5 ‘%’ .Y
Source: © Sanex Global Brand.
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Market 2, niche 1

Market 1, niche 1

Product C

Product B

Product A
Pre-exporting  Early exporting Established exporting
Stages of the internationalization process

Figure 8.12 Appropriate global marketing strategies for SMEs

Source: Bradley (1995). International Marketing Strategy, 2nd edition. Reproduced by permission of Pearson Education Ltd.
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Market/customer target group

Concentration Diversification
Concentration 1 2
Country
Diversification 3 4

Figure 8.13 The market expansion matrix

Source: Ayal and Zif (1979, p. 84)
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EXpansion alternatives

Few customer groups/segments in few
countries

Many customer groups/segments in few
countries

Few customer groups/segments in many
countries

Many customer groups/segments in
many countries

Hollensen: Global Marketing, 5" Edition, © Pearson Education Limited 2011



Slide 8.34

Company factors

Favouring country Favouring country
diversification concentration

O High management O Low management risk
risk consciousness consciousness

O Object of growth O Objective of growth
through market through penetration
development O Ability to pick ‘best’

O Little market markets
knowledge

Table 8.3 International market diversification versus market concentration
Source: adapted from Ayal and Zif (1979); Piercy (1981); Katsikea et al. (2005)
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Product factors

Favouring country Favouring country
diversification concentration

O Limited specialist uses O General uses

O Low volume O High volume

O Non-repeat O Repeat purchase product

O Early or late in product life O Middle of product life
cycle cycle

O Standard product O Requires adaptation to

O Radical innovation different markets

O Incremental innovation

Table 8.3 International market diversification versus market concentration

Source: Adapted from Ayal and Zif, 1979; Piercy, 1981; Katsikea et al. (2005)
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Market factors

Favouring country Favouring country
diversification concentration

O Small markets O Large markets

O Unstable markets O Stable markets

O Many similar markets O Limited number of

O Low growth rate markets

O Established competitors O High growth rate
with large share O Not excessively

O Low loyalty competitive

O High synergy between O High loyalty
countries O Low synergy effect

Table 8.3 International market diversification versus market concentration (Continued)

Source: Adapted from Ayal and Zif, 1979; Piercy, 1981; Katsikea et al. (2005)
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Favouring country
diversification

O Low communication costs
O Low order-handling costs

O Low physical distribution
costs

O Standardized
communication

Marketing factors

Favouring country
concentration

O High communication
costs

O High order-handling costs
O High physical distribution
costs

O Communication requires
adaptation

Table 8.3 International market diversification versus market concentration (Continued)

Source: Adapted from Ayal and Zif, 1979; Piercy, 1981; Katsikea et al. (2005)
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EXHIBIT 8.4 Bajaj is selecting new international markets ignored by

global leaders
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Figure 8.14 Location of Bajaj’s international dealers
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CASE STUDY 8.1

Tata Nano: international market selection with the world’s cheapest car

Problem: Solution:

Hollensen: Global Marketing, 50 Edition, © Pearson Education Limited 2011
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[ Low=-cost car (LCC) J

[ Advanced markets ]

( Emerging markets ]

Mini=car
Price-range: $7,801 to $12,000
Markert size: 2.5 to 3,7 million units
Also known as A-class vehicles

Achieves cost levels via srmaller size

Regular low=cost car
Price-range: $5,001 to $7,800
Market size: 2.5 to 4.5 million units

Uses technology and parts of
mini-cars sold in advanced markeats

Achieves cost levels via reduced
content and by purchasing from
SOUrces

Ultra=low=cost car (ULCC)
Price-range: $2,500 to $5,000
Market size: 2.3 to 3,0 million units

Produced in high volumes with
basic trim

Achieves cost levels via
reduced size and content and by
purchasing from local sources

Popular in Europe and Japan,
with growing popularity in

Gaining popularity in emerging
markets

Attracting significant
interast from the

North America automotive industry
b A A -~
Price
— -
Low Liltra-low

Figure 1 Segmentation of the low-cost car market

Source: based on Oxyer et al. (2008)
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pean suppliers:

Seat belts
HVAC

Starter motor, engine-control
module, injectors, sensors

Transmission speed sensors,
fuel-level sensor, fuel pump

Fuel filter, air cleaner

Autoliv
Behr

Bosch

Continental

Mahle
Saint-Gobain
TT Electronics
Valeo
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Tata Nano Uss

Base price 2,500
+ Conversion (cost for fitting to emission 500
standard and safety regulations)

+ Logistics costs a7h
+ Marketing 120
+ Manufacturer profit 105
+ Dealership profit 108
+ Import tariffs a3
Expected MSRP (manufacturer's 3,806
suggested retail price)

+ Sales tax 400

Total costs 4,206
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Producer Price US$/€

1 Mano Tata Motors in India 2,500/1,688
2 Qa3 Chery Automobiles in China 5,000/1,726
3 MB00 Suzuki-Maruti in India 5,200/3,451
4 Merrie Star Geely Automobiles in China 5,500/3,796
B S-RV minmi SV Geely Automobiles in China 5,780/3,980

Source: based on www.timesonline.co.uk.
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QUESTIONS

1. What could be the main reasons for Tata Motors
to enter the global ultra-low-cost car market?

2. What are the competitive advantages that Tato

Motors would enjoy with their Nano in emerging
markets?

3. Which screening cntena would you suggest for
Tata Nano's IMS process?

4. Which world regions and specific countries would
you suggest Tata Nano should enter after India
and China’?
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CASE STUDY 8.2
Philips Lighting: screening markets in the Middle East

°Z PHILIPS 7

! 31)

“ il 248
“l M O e Detn
%"f LETS aEs Mg Peith

Outdoor advertising for Philips Lighting in Iraq (Bagdad)
Royal Philips Electronics of the Netherlands.
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Demand
for Bghting

(lamps per
capita)

.

Irﬁq |srael
Example countries (GDP per capita)

Figure 1 The relationship between the wealth of a country and the demand for
lighting
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Table 1

Markets

Bahrain

Egypt

Iran

Iraq

|srael
Jordan
Kuwait
Lebanon
Libya
Oman
Palestine
Clatar

Saudi Ababia
Syria

UAE

Yemen
Middle East

Basic demographic data in the Middle East (2007)

Population (milllen)

0.6
61.9
66.0
19.7

5.5

4.6

22

3.2

5.5

2.4

21

0.6
20.6

17.0

2.5

15.0
229.4

GNP 2007 (% growth)

3.0
5.0
3.0
-5.0
71
5.0
3.5
4.0
3.5
4.3
-5.0
2.0
3.5
6.0
0.5
3.0

Source Wim Wils, Eindhoven, Fortys Export Day, 13 October 2004, update via weransorldbank.org.
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GNP per cap (US$)

8,620
1,232
1,670
758
15,700
2,359
15,970
4,250
4,982
6,268
630
13,520
5,943
982
17,840
793



QUESTIONS

1. Discuss the appropnateness of the screening
model used in this case.

2. Suggest another screening model that could be

relevant for Philips Lighting to use in the Middle
East.
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VIDEO CASE STUDY 8.3 Hasbro

download from weaw . pearsoned. co.uk/hollensan

Questions

1. What are the foundations of Hasbro's global success?

2. What demographic changes and social issues might influence the future global market for toys and
games?

3. What are the most important screening critenia for Hasbro in the IMS?

Hollensen: Global Marketing, 5t Edition, © Pearson Education Limited 2011
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Questions for discussion (1)

Why Is screening of foreign markets important?
Outline the reasons why many firms do not
systematically screen countries/markets.

Explore the factors which influence the
International market selection process.

Discuss the advantages and disadvantages of

using only secondary data as screen criteria in
the IMS process.

Hollensen: Global Marketing, 5" Edition, © Pearson Education Limited 2011



Questions for discussion (2)

What are the advantages and
disadvantages of an opportunistic
selection of international markets?

What are the differences between a global
market segment and a national market
segment? What are the marketing
Implications of these differences for a firm
serving segments on a worldwide basis?
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Questions for discussion (3)

Discuss the possible implications that the
firm’s choice of geographic expansion
strategy may have on the abllity of a local
marketing manager of a foreign subsidiary
to develop and implement marketing
programmes.
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GLOBAL MARKETING

Svend Hollensen

5th Edition

Introduction Part [ and
Chapter 9 Some approaches to the
choice of entry mode
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PART Il

Market entry strategies



- ‘

" Part il |
Deciding between -
alternative market HO ]
antry modes \ Border
——————————————————— .
i ™y
Y
Own sales Joint
[ Distributor ] subsidiary | ( Licensing ] [ EE ]
., | + o
Ty
[ Wholesaler
oy

Chapter 17
. Distribution decisions |

Figure 1 Examples of different market entry modes and the distribution decision
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-1 100% extermnalizing
(low control, low risk, high flexibility)

Intermediate modes —»= H  (shared control and risk, split ownership)
(eontractual modes)

Chaptler 11

Higrarchical modes — H  100% internalizing
(investment modes) (high control, high risk, low flexibility)
Chapter 12 A%

Figure .2 Classification of market entry modes

Hollensen: Global Marketing, 5t Edition, © Pearson Education Limited 2011



- -

Export Intermediate Hierarachical

modes modes modes

Firm A Firm A Firm B Firm A

HQ HQ HQ HO
(preduction (production (production (production
company) company) company) company)
b L] — Internal [ — Border
Market price transfer
prices
Distributor/ Joint Foreign
importer/ venture sales
cealer (new firm: C) subsidiary
|

Y ' v
) (=B )
i I '
e (B el

Figure 113 Examples of the different market entry modes in the consumer market
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CHAPTER 9

Some approaches to the choice of
entry mode
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Learning objectives

O ldentify and classify different market entry
modes

O EXxplore different approaches to the choice of
entry mode

O Explain how opportunistic behaviour affects the
manufacturer/intermediary relationship

O ldentify the factors to consider when choosing a
market entry strategy

Hollensen: Global Marketing, 5" Edition, © Pearson Education Limited 2011
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What Is this?

/ An Institutional arrangement necessary \
forthe entry of a company’s products

and services into a new foreign market
IS known as an

\Entry mode /
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Types of entry modes

Export

J

ediate
J
N

!lerarchical
J
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Rules for choosing
mode of entry

Naive rule }

Pragmatic rule }

Strategy rules }
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What Is this?

/Which rule for choosing a mode of entry \
IS based upon selecting the mode that

maximizes the profit contribution over
the strategic planning period subject to
(a) the availability of company
resources, (b) risk and (c) non-profit
objectives?

\Strategy rule /

Hollensen: Global Marketing, 50 Edition, © Pearson Education Limited 2011
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Transaction cost approach

Opportunistic
behaviour of
producer

Opportunistic
behaviour of
export intermediary

VS
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Export intermediary
responses to opportunistic
behaviour of producer

O Establish personal relations with
producer’'s key employees

O Create an independent identity In
connection with selling producer’s
products

O Add further value to the product

Hollensen: Global Marketing, 5" Edition, © Pearson Education Limited 2011
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Internal factors FliweluE + = Increasing
internalization
. Product n
Firm size Interna.\tlonal Proc:uc.t differentiation — = Decreasing
experience complexity T — internalization
(= increasing

Desired mode externalization)

characteristics

Risk averse +
Control
Flexibility
Entry mode decision
T ii ifi A Hierarchical modes
ransaction-specitic + | (internalization)
factors . .
Taci (increasing —~ Intermediate modes
acit nature + internalization)
of know-how N — | Export modes
Opportunistic + Transaction — (externalization)
behaviour costs A
External ¥ - ¥
factors
Socio-cultural Country : . Small number
distance between risk/ sl}gzr;itd D;;Zci):ei':d Intecr;sny of relevant export
home country and demand . . intermediaries
. growth trade barriers | | competition .
host country uncertainty available

Figure 9.1 Factors affecting the foreign market entry mode decision
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EXHIBIT 9.1 Zara is modifying their preferred choice of entry mode,
depending on the psychic distance to new markets

Source: The textbook’s Case I.1, p. 147
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CASE STUDY 9.1

Jarlsberg: the king of Norwegian cheeses is deciding about entry modes in
new markets

16

q
AN ..
'

o
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QUESTIONS

1. Which kind of market entry mode would you
generally suggest for Jarlsberg

(a) in Scandinavia?
(b) in Asia?

2. What are the general motives for choosing a
hierarchical mode (own subsidiary) in the United
States?
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CASE STUDY 9.2

Ansell condoms: is acquisition the right way to gain market shares in the European
condom market?
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Country

India
Thailand

China

Japan

Malaysia

USA

Europe

South Korea
Indonesia
South America
Vietnam

Other

Total

Estimated 2008 condom production

by country

Annual production
in billions of pieces

3.3
2.8
2.5
2.0
1.5
1.0
1.0
0.5
0.3
0.2
0.2

041

15.4
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World market for male condoms (2008)

Per year (billions)
Global public health sector (UN, WHO and local governments) 10
Commercial channels (mainly in the US, Japan and European nations) =
World market 15

Source: adapted from different public sources.
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Slide 9.21 Table 3 Company shares on the world market for male condoms (2008)

Company Natlonallty Major brands Key strategles Market shar
(MS = market share) (%)
Seton Scholl LK Durex, Durex Avanti, A true global brand with 25
London (SSL) Durex Pleasure, strong positions in all
Durex Fetherlite, main markets, except US
Durex Extra (15 per cent MS) and Japan
Sensitive, etc. (B per cent MS). In UK the

Durex MS is 85 per cent

Ansell Limited Australia/US  LifeStyles, Mates, Semi-global company with 14
Contempo, Manix, relatively strong market
Primex, KamaSutra, positions in US, UK, Asian

Pleasure and and AUS/NZ markets.
Chekrmate Localfregional brands, e.g.
LifeStyles for US and Mates
for UK
Church & Dwight Co us Trojan, Trojan Market leader in US market, 8
Magnum, Trojan minor position in UK

Pleasure, Trojan Enz

Okamoto Industries Japan Beyond Seven, Home market-oriented: 10
Skinless Skin &0 per cent MS of the
Japanese market, but with
little exports, mainly to US

Others: Sagami Rubber Domestic-and regional- 43
Industries (JP), Fuji Latex oriented companies with

Co (JP), DKT Indonesia strong positions in local

(Indonesia), Mayer markets

Laboratories (JP)

and about 70 other

manufacturers

around the world

Total 100

Sourcs: estimations based on different public scurces.
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QUESTIONS

1. What are the differences between the global strat-
egies of Ansell and the other three competitors?

2. Which entry mode would you recommend for
Ansell's sourcing (purchasing or production) of
condoms?

3. What are the pros and cons for Ansell acquiring a

European competitor? In your opinion, 1s it a good
idea’?
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VIDEO CASE STUDY 9.3 Understanding entry modes into the Chinese market

download from www. pearsonad.co.uk shollansan

Questions

1. What factors do companies consider when determining the best form of operation to use when entering
the Chinese market?

2. What have been the challenges and opportunities for foreign companies in establishing collaborative
arrangements in China?

3. How have Chinese government policies and attitudes towards foreign businesses evolved? How have
these changes affected foreign companies’ forms of operations in China’?
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Questions for discussion

Why Is choosing the most appropriate market
entry and development strategy one of the most
difficult decisions for the international marketer?

Do you agree with the view that LSEs use a
‘rational analytic’ approach to the entry mode
decision, while SMEs use a more

pragmatic/opportunistic approach?

Use Figure 9.1 to identify the most important
factors affecting the choice of foreign entry mode.
Prioritize the factors.
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Learning objectives (1)

Distinguish between indirect, direct and cooperative
export modes

Describe and understand the five main entry modes
of indirect exporting

export buying agent;

— broker;

— export management company/export house;
— trading company; and

— piggyback

Describe the two main entry modes of direct
exporting

— distributor;

— agent
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Learning objectives (2)

O Discuss the advantages and
disadvantages of the main export modes

O Discuss how manufacturers can influence
Intermediaries to be effective marketing
partners
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Major types of exporting

Indirect export }
2
Direct export
J
)
Cooperative export
J
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What Is this?

/The measurement of the strength of a \
relationship between manufacturer and
export-partner in terms of trust,

commitment and cooperation is known

as

\Partner mindshare /
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Commitment
and trust

Drivers of mindshare

Collaboration

Mutuality
of Interest
and common
purpose
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Gﬂﬂﬁ?@@@@ﬁﬁ@@?ﬁmm Border Foreign target market

Marketlng >§m —t > C: Export
| sgont Indirect
A: Rider : export
c 0 N ' Sales and B's international S
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I
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Note: A, A,, A, and A, are manufacturers of products/services.
B is an independent intermediary (agent).
C is the customer.

Figure 10.1 EXport modes

Note: A, A;, A, and A; are manufacturers of products/services. B is an independent intermediary (agent). C is the customer
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What Is this?

/ Which mode of export refers to a \

manufacturer's use of independent
export organizations located in its own
country (or a third country)?

\Indirect export modes /
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Indirect export modes (1)

O Sale iIs like a domestic sale

O Most appropriate for firms with limited
INnternational expansion objectives

O Appropriate for firms using international
sales as a means of disposing of surplus
production
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Indirect entry modes

Export buying agent
P =
Broker
Export management company/export house
Trading company
Piggyback
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What Is this?

/ What term refers to a representative of \

foreign buyers who is located in the
exporter's home country and provides
services such as identifying potential
sellers and negotiating prices?

\Export buying agent

/

Hollensen: Global Marketing, 50 Edition, © Pearson
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What Is this?

/ What term refers to an agent, based in \
the home country, who Is a specialist In
performing contractual functions but
does not actually handle the products
sold or bought?

\Bro ker /
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Export management
company/export house

O Specialist companies that act as the export
department

OEMCs spread selling, administrative and
transport costs because of economies
iInvolved making large shipments of goods
from a number of companies

O EMCs offer far wider exposure for client
products at a lower cost
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Disadvantages of
using EMCs

O EMC specialization may not correspond to
supplier objectives

O"EMCs are paid commission and may focus on
opportunities that enhance returns quickly

O EMCs may represent too many clients to
provide outstanding service to any single one

O EMCs may carry competing products

Hollensen: Global Marketing, 5" Edition, © Pearson Education Limited 2011



Slide 10.15

What Is this?

/What term refers to an indirect mode of \
export which entails an inexperienced

SME ‘riding’ on the capabilities of a

larger company already experienced In
foreign markets?

\Piggyback /
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Piggyback considerations

Advantages

O Enables use of
excess export
capacity

O May fill gap In
product line

O Broadens product
range without

development and
manufacturing costs

for the carrier

Disadvantages

O Quality control
concerns

O Continuity of supply
ISsues
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Piggyback considerations
for the rider

Advantages Disadvantages
O No need for O Loss of control over
distribution system marketing of products
O Opportunity to learn O Potential lack of
from carrier commitment from
carrier

O Carrier may wish to
acquire rider
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Direct export modes

Export via distributors }
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What Is this?

/An Independent company that stocks
the manufacturer’s product, but has
substantial freedom to choose its own

customers and price is known as
a

\Distributor

~

/
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What Is this?

/An Independent company that sells on \
to customers on behalf of the

manufacturer, does not stock the
product and earns profits from

commission paid by the manufacturers
IS known as an

wg ent /
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Choice of an intermediary

O Ask potential customers to suggest a suitable
agent

O Obtain recommendations from institutions such
as trade associations, chambers of commerce
and government trade departments

O Use commercial agencies
O Poach a competitor's agent
O Advertize In suitable trade papers
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Manufacturer’'s seeking Manufacturer’s evaluation of the
criteria (‘wish’ - profile) competences of the two partners
e partner’s activity/industry
, —_—

* partner’s type of customer
Manufacturer would expect
similarities in activities and

es of customers
P Partner 1 Partner 2
Very Very Very Very Very Very
strong weak strong weak strong weak

The partner is financially well

consolidated

The partner covers the whole
geographic area, e.g. the
country

The partner’s organization has
a high level of marketing /
selling expertise in the
particular industry

The partner’s staff have a high
level of technical know-how
The partner’s staff offer a high
level of service support to the
manufacturer’s product

The partner’s staff have
excellent relations to industry
The partner should not have
direct competitive products in

the product programme

Figure 10.2 An example of matchmaking between a manufacturer and two potential
distribution partners
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What to look for
INn an intermediary

O Size of firm O Sales performance record

O_Physical facilities O Cost of operations

O Willingness to carry O Overall experience
Inventories O Knowledge of English or

O Knowledge/use of other relevant languages
promotion O Knowledge of business

O Reputation with supplier, methods in manufacturer’s

customers and banks country
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EXHIBIT 10.1 Lofthouse of Fleetwood's (Fisherman’s Friend) decision criteria
when selectina new distributors

lLOFTHOUSE’S :

FM_ELM_A_N_S.FRIEND

R

Fisherman's Friend is a registered trademark of Lofthouse of Fleetwood Lid.
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-

United Kingdom:
Upstream: Downstream:
RAD + production of Sales + service of
Fisherman’s Friend Fisherman's Friend
Lofthouse of Impex
Fleetwood Management
Ltd Ltd

Figure 10.3 International distribution system of Fisherman’s Friend

.,

Entry modes: Retail customers:
™ 8 ™
Convenience
Country stores
20K Petrol stations
Distributor Supermarkets
XX Discount
stores
A e
™ ¢ ™
Convenience
Country storas
XY: Petrol stations
Distributor Supermarkets
XY Discount
stores
A 5
™ '8
Convenience
Country stores
YX: Petrol stations
Distributor Supermarkets
YX Discount
stores
v .
Ty i
Convenience
Country stores
YY: Petrol stations
Distributor Supermarkets
Y'Y Discount
stores
A " A
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Fisherman’s Friend: Criteria for selecting a distributor (1)

Among the cnteria for selecting a distributor, Lofthouse and Impex have agreed on using the following:

e Size: Lofthouse wants a distributor to be small enough for Fisherman's Friend to have an important role
and an adequate share of the distributor's total turnover and attention. Lofthouse prefers to be a big fish
in a smaller pool. This needs to be balanced against the need to have a distributor big enough to have the
right contacts to the retaillers.

¢ Products: a distributor should be sellng complementary product lines and have experience and suitable
contacts in relevant product markets. They should not be handling direct competitors’ products -
Lofthouse wants exclusivity.

¢ Organizational structure for sales: the number of sales representatives and their coverage of the market
(which geographical regions and types of retall channels are covered? How often?)
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rman’s Friend: Criteria for selecting a distributor (2)

e Financial status: Lofthouse wants the distributor to be financially stable and secure.

e Culture and values: Lofthouse is looking for long-term relationships. Therefore it 1s important that the
distributor has similar culture and values as Lofthouse.

e Family business: as Lofthouse is a family-owned business, they are looking primarily for distnbutors that
are also family businesses.
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Contracts
with intermediaries

General provisions

Rights and obligations
of manufacturer

Rights and obligations
of distributor
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Slide 10.29 Table 10.4 Contracts with intermediaries

1. General provisions

|dentification of parties to the contract
Duration of the contract
Definition of covered goods

. Rights and obligations of manufacturer
Conditions of termination

Protection of sole and exclusive rights
Sales and technical support

Tax liabilities

Conditions of sale

Delivery of goods

Prices

Order refusal

. Rights and obligations of distributor
Safequarding manufacturer's interests
Payment arrangements

Contract assignment

Definition of territory or territories
Sole and exclusive rights*
Arbitration of disputes

Inspection of distributor's books
Trademarks/patents

Information to be supplied to the distributor
Advertising/promaotion

Responsibility for claims/warranties
Inventory requirements

Termination and cancellation®

Customs clearance
Observance of conditions of sale

After-sales service

Competitive lines™ Information to be supplied to the manufacturer

* Most important and contenticus issues.
Souree Root, B R, (1998) Enfry Strafagias for mfamalions! Markats: Sacond Revisad and Expandad Edtion, pp. 90-31. Copyright ©
Jossey-Bass 19398, Reprinted with parmizsion of John Wiky & Sons, Inc.
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Principles of
the law of agency

An agent cannot take delivery of the principal’s
goods at an agreed price and resell them for a

higher amount without the principal’s knowledge
and permission

Agents must maintain strict confidentiality

regarding their principal’s affairs and must pass
on all relevant information

Principal is liable for damages to third parties for
wrongs committed by an agent

Hollensen: Global Marketing, 5" Edition, © Pearson Education Limited 2011



Slide 10.31

_ 7. Get new 8. Grow 9. Consider
o High partner partner integration
< 3
G 2 5. G t
S D \ed 4. Get new rowparner 6. Maintain
4?'1:3 edim partner e ntain position
C @©
8 = 3.C id
= . - . Consider
QO Low 1. Con_S|der 2. Ma_lr_ltaln R ative
exit position
mode
Low Medium High

Partner performance

Figure 10.4 International partner matrix
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Agent entitlements
upon contract termination

O Full payment for any deal resulting from its
work

O'A lump sum of up to one year's past
average commission

O Compensation for damages to agent’s
commercial reputation caused by
unwarranted termination
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Functions of

export marketing groups

Exporting in'the name of
the association

Consolidating freight,
negotiating rates and
chartering ships

Performing market
research

Appointing selling agents
abroad

O Obtaining credit
Information and
collecting debts

O Setting prices for export

O Allowing uniform
contracts and terms of
sale

O Allowing cooperative bids
and sales negotiation
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Table 10.2 Advantages and disadvantages of the different export modes for the manufacturer

Export mode

Indirect exporting
(e.g. export buying
agent, broker or export
management company)

Direct exporfing (e.q.
distributor or agent)

Export marketing groups

Advantages

Limited commitment and investment
required. High degree of market
diversification is possible as the firm utilizes
the internationalization of an experienced
exporter. Minimal risk (market and political).
Mo export experience required.

Access to local market experience and
contacts with potential customers. Shorter
distribution chain (compared to indirect
exporting). Market knowledge acquired.
More control over marketing mix (especially
with agents). Local selling support and
services available.

Shared costs and risks of internationalization.

Provide a complete product line or system
sales to the customer.

Disadvantages

Mo control over marketing mix elements other
than the product. An additional domestic
member in the distribution chain may add
costs, leaving smaller profit to the producer.
Lack of contact with the market (no market

knowledge acquired). Limited product
experience (based on commercial selling).

Little control over market price because

of tariffs and lack of distribution control
(especially with distributors). Some investment
in sales organization required (contact from
home base with distributors or agents).
Cultural differences, providing communication
problems and information filtering (transaction
costs occur). Possible trade restrictions.

Risk of unbalanced relationships (different
objectives). Participating firms are reluctant
to give up their complete independence.
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s CASE STUDY 10.1

Lysholm Linie Aquavit: intemational marketing of the Norwegian Aquavit brand

A
LINIE AQUAVIT

The content of this bottle has travelled around the world
crossing the equator twice. This might sound as an
exotic gimmick, but it’s not. Sending the sherry casks
containing Linie Aquavit to Australia and back on
Norwegian ships is an old tradition. Furthermore it’s the
most important part of Linies famous recipe. The length
of the voyage, the constant rolling of the ship and the
variation in temperatures combine in a unique
maturation process making Linie the most

exclusive aquavit in the world. Arcus

ARcus
PRODUKTER 45

LIKIE AQUAVIT. AROUKD THE WORLD IN SHERRY CASKS.
ARCUS PRODUKTER AS, OSLO, NORWAY.
TEL. +47 2297 5300, FAX +47 2265 7338
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QUESTIONS

1. What are the main advantages and disadvantages
for Arcus of using export modes, compared to
other entry modes, for its Linie Aquawit?

2. What should be Arcus’ main criteria for selecting
new distributors, or cooperation partners, for Linie
Aquavit in new markets?

3. Would it be possible to pursue an international
branding strategy for Linie Aquawit?

4. Which brand should be the major brand for
the US market: Linie Aquavit or Vikingfjord

Vodka?
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CASE STUDY 10.2

Parle Products: an Indian biscuit manufacturer is seeking agents and cooperation
partners in new export markets
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QUESTIONS

1. Which region of the world would you recommend
Parle Products to penetrate as its first choice?

2. What kind of export mode would be most relevant
for Parle Products?

3. How could Parle Products conduct a systematic
screening of potential distributors or agents In
foreign markets?

4. What would be the most important issues for Parle

Products to discuss with a potential distributor/
agent before final preparation of a contract?
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VIDEO CASE STUDY 10.3 Honest Tea

download from www. pearsoned.co.ukfhollensen
Questions

1. Discuss how its policies regarding social responsibility helps Honest Tea in its exporting efforts.
2. What research method would you recommend for selecting the most sutable agent in Germany?
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Questions for discussion (1)

Why Is exporting frequently considered the
simplest way of entering foreign markets and
thus favoured by SMEs?

What procedures should a firm follow In
selecting a distributor?

Why is it difficult — financially and legally — to
terminate a relationship with overseas

Intermediaries? What should be done to prevent
or minimize such difficulties?
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Questions for discussion (2)

O |dentify the ways to reach foreign markets by
making a domestic sale.

O What is the difference between direct and
Indirect exporting?

O Discuss the financial and pricing techniques for
motivating foreign distributors.

O Which marketing tasks should be handled by the
exporter and which ones by Its intermediaries In
foreign markets?
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Questions for discussion (3)

O How can the carrier and the rider both
benefit from a piggyback arrangement?

O'When a firm begins direct exporting, what
tasks must it perform?

O Discuss the various ways of
communicating with foreign distributors.
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Questions for discussion (4)

O ‘When exporting to a market, you're only as
good as your intermediary there’. Discuss.

O The international marketer and the
iIntermediary will have different
expectations concerning the relationship.
Why should these expectations be spelled
out and clarfied in the contract?
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Learning objectives (1)

O Describe and understand the main intermediate
entry modes

O contract manufacturing;
— licensing;
— franchising; and
— Joint venture/strategic alliances

O Discuss the advantages and disadvantages of
the main intermediate entry modes

O Explain the different stages In joint-venture
formation
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Learning objectives (2)

O Explore the reasons for the ‘divorce’ of the
two parents in a joint-venture constellation

O Explore different ways of managing a joint
venture/strategic alliance

Hollensen: Global Marketing, 5" Edition, © Pearson Education Limited 2011



Foreign target market

I
1
[ S,
AL | | ) Production ) ;\—*
Keti Sales and ! = oo N Contract
2 o ===> | = © manufacturing
I
A:Licensor : B: Licensee
====ﬁu—vu—= _vc_—\R';-';_u:\:“ [
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|
|
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_____ e
_____ ' —— ——
I
ic alliances/
. - ; Strateg
A: Upstream specialist ; joint ventures:
R&D § Production ) : A+B (e.g. a joint venture)
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Note: A is the manufacturer, B is the partner and C is the customer

Figure 11.1 INntermediate modes
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Factors encouraging
foreign market production

O Desirability of being close to foreign customers
O Foreign production costs are low

O Transportation costs may render heavy products
non-competitive

O Tariffs can prevent entry of an exporter’s
products

O Government preference for national suppliers
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What Is this?

/ IS the term used to refer to \

manufacturing which is outsourced to
an external partner, one that specializes
In production and production
technology.

\Contract manufacturing /
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What Is this?

/ What term refers to the exchange of \
rights, such as manufacturing rights, to
another in exchange for payment?

\Licensing /
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Rights that may be offered
IN a licensing agreement

O Patent covering a product or process

O Manufacturing know-how not subject to a
patent

O Technical advice and assistance
O Marketing advice and assistance
O Use of a trade mark/trade name
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Components of royalty fees

[ Lump sum not related to output }

[ Minimum royalty }

[ Running royalty }

Hollensen: Global Marketing, 5" Edition, © Pearson Education Limited 2011



Slide 11.10

Motives for licensing out (1)

O Licensor firm will remain technologically superior
In its product development

O Licensor is too small to have financial,
managerial or marketing expertise for overseas
Investment

O Product is at end of product life cycle In
advanced countries but stretching product life
cycle is possible in less developed countries
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Motives for licensing out (2)

O Opportuntty for profit on key components

O Government regulations may restrict
foreign direct investment or, If political
risks are high, licensing may be only
realistic entry mode

O Constraints may be imposed on imports
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can pay to the licensor:

B A lump sum not related to output. This can include a sum paid at the beginning of
an agreement for the initial transter of special machinery, parts, blueprints, knowl-
edge and so on.

B A minimum rovalty —a guarantee that at least some annual income will be received
by the licensor.

B A running rovalty — normally expressed as a percentage of normal selling price or as
a tixed sum of money for units of output.
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Table 11.1 Relative costs of licensing overseas (%)

Breakdown of total costs of licensing oversaas

Protaction of industrial proparty 24.4
Establizhment of licansing agreeameant 46.6
Maimtenance of licansing agreement 28.0

Broakdown of establishmeant costs

Search for suitable licenses 22.8
Communication between involved parties 4.7
Adoption and testing of equipmeant for licenseea L) L
Training persconnal for licensaa 10.9
Other (additional markating activity and lag pensaes) 2.7
100.0
Breakdown of maintanancs costs
Audit of licensesa Q.7
Ongoing market resasarch in markat of licensea ¥.2
Back-up sarvices for licansas
Defence of industrial proparty rights in licensea’s tamritory 11.0
Dther 7.1
100.0

Sources:Basad on Carstalr and Wiskeh (1981) and Young & ail (19395, p. 122,
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Cash flow for licensing
in new product technology

Cash flow for
in-house new
product development

> Time

Technology adaptation
and market
development costs

-«—— costs and market
development costs

Y
£ Costs

Figure 11.2 Life cycle benefits of licensing

Sources: Lowe and Crawford (1984); Bradley (1995, p. 388)

Research and development
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What Is this?

/ What term refers to the exchange of \
rights between a franchisor and

franchisee, such as the right to use a
total business concept including use of
trade marks, against some agreed
royalty?

\Franchising /
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Types of Franchising

Product and
trade name
franchising

Business
format
‘package’
franchising
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Interdependence between
franchisor—franchisee

Franchisor—franchisee Franchisee-franchisor

O Fast growth O Trade mark strength
O Capital infusion O Technical advice
O Income stream O Support services
O Community goodwill O Marketing resources

O Advertising
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Key success factors in the
franchisor—franchisee relationship

Capacity for
renewal of
business system

Integrity of
business system

Hollensen: Global Marketing, 5" Edition, © Pearson Education Limited 2011



leh Table 11.2 How licensing and franchising differ

Licensing Franchising

The tarm ‘rovalties’ iz normally used. ‘Managemeant fess' is regarded as the appropriate tarm.

Products, or evan a single product, Covers the total business, including know-how,

are the commaon elamant. intellectual rights, goodwill, trade marks and business
contacts.,

(Franchizing iz all-encompassing, whareas licensing
CONCarns just one part of the business.)

Licences are usually taken by Tends to be a start-up situation, certainly as regards tha
wall-established businesses, franchisae,

Tarms of 16-20 years are common, The franchize agresment is nomally for 5 years,
particulary where they ralate to technical someatimes extanding to 11 years. Franchises are
know-how, copyright and trademarks. fraquantly renswable.

The tarms ara similar for paterts.

Licensaes tend to ba salf-selecting. Thay The franchizes iz very definitely salectad by the
ara often established busineszes and can franchisor, and its evantual replacemant is controlled by
demonstrate that thay ara in a strong the franchisor.

position to operata the licance in quastion.
A licensea can often pass itz licence on to
an aszociate or sometimes unconnectad
company with little or no referencs back to
the original licansor.

Usiially concarng specific existing products  The franchizor is expected to pass on 1o s franchizees
with wary little benafit from ongoing research  the benefits of its ongoing rezsarch programme as

being passad on by the licansor to its part of the agreement.

licenses,

Thereis no goodwill attached to the Although the franchisor doss retain the main goodwill,
licence as it iz totally retainad by the the franchisee picks up an element of localizad goochadll,
licensor,

Licensees enjoy a substantial measure of Thera is a standard fee structure and any vanation within
free negotiation. As bargaining tools thay an individual franchise systam would causs confusion
can use their trade muscle and thair and mayhem.

eztablished postion in the marketplace.

Sources: Based on Perking (1957), pp. 22, 157 and Young et al, (1985, p. 143,
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Direct franchising model

Home country Host country

[

Franchisee

Franchisor

Indirect franchising model

Host country

Home country

(subfranchisor)

Franchisee

Figure 11.3 Direct and indirect franchising models

Sources: Lowe and Crawford (1984); Bradley (1995, p. 388)
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EXHIBIT 11.1 Build-A-Bear Workshop’s use of the indirect franchising model

Master franchisor —- BBW — Lc:uisﬂ
Missouri, USA J

Master franchisee —
Choose Holding ApS
Owns franchisee
Rights to DK, S, N, D
|

N
Choose Choose
Norway Germany
AS GmbH
2 stores 4 stores
—

Sold in 2008 to one of the
founders of Choose
Holding ApS

Figure 11.4 The BBW indirect franchising model for Scandinavia and Germany
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What is this?

partners?

Qoint venture

rm refers to an equity \
ership between two or more

/
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Reasons for using
joint ventures

O Complementary technology or management
skills can lead to new opportunities

O Firms with partners in host countries can
Increase speed of market entry

O Less developed countries may restrict foreign
ownership

O Costs of global operations in R&D and
production can be shared

Hollensen: Global Marketing, 5" Edition, © Pearson Education Limited 2011



A joint venture (JV) or a strategic alliance is a partnership between two or more parties. In
international joint ventures these parties will be based in different countries, and this obvi-
ously complicates the management of such an arrangement.

FINANCIAL TIMES

Prentice Hall
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Equity alliance:

Joint venture

An equity partnership
typically between two
partners. [t involves two
‘parents’ creating the
‘child' (the joint venture
acting in the market).

Figure 1.5 Joint ventures and strategic alliances
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Non-equity alliance:

Contracts

A <

Figure 1.5 Joint ventures and strategic alliances (Continued)
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Principle objectives for
forming a joint venture

. Developin

Entering Reducmg andp 4

new markets | [manufacturing diffusing
COStS

technology
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Table 11.3 Stages Iin
joint-venture formation

1. Joint venture objectives
2. Cost/benefit analysis
3. Partner selection
4. Business plan development
5. Joint-venture agreement
6. Contract writing

7. Performance evaluation

Source: Source: Adapted from Young et al., 1989, p. 233.
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Factors to consider during the
cost—benefit analysis

O Financial commitment O Risk reduction
O Synergy O Control

O"Management O Long-run market
commitment penetration
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Analysis of prospective partners: examples of criteria that may be used to judge
Table 11.4 a prospective partner’s effectiveness by assessing existing business ventures
and commercial attitudes

. Finance
Financial history and overall financial standing (all the usual ratios).
Possible reasons for successful business areas.

Possible reasons for unsuccessful business areas.

2. QOrganization
Structure of organization.
Quality and turnover of senior managers.
Workforce conditions/labour relations.
Information and reporting systems; evidence of planning.
Effective owner's working relationship with business.
3. Market
Reputation in marketplace and with competitors.
Evidence of research/interest in service and quality.
Sales methods; quality of sales force.
Evidence of handling weakening market conditions.

Results of new business started.

4. Production
Condition of existing premises/works.
Production efficiencies/layouts.
Capital investments and improvements.
Quality control procedures.
Evidence of research (internal/external); introduction of new technology.
Relationship with main suppliers.

5. Institutional
Government and business contacts (influence).
Successful negotiations with banks, licensing authorities, etc.
Main contacts with non-national organizations and companies.
Geographical influence.

6. Possible negotiating attitudes
Flexible or hard line.
Reasonably open or closed and secretive.
Short-term or long-term orientation.

C rlte rl a I n 3 . Wheeler-dealer or objective negotiator.

Positive, quick decision-making or tentative.

P artn er se | ECtI on: Negotiating experience and strength of team support.

Sources: Walmsley (1982); Paliwoda (1993).
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Types of
value chain partnerships

O Upstream-based collaboration
O Downstream-based collaboration
O"Upstream/downstream-based collaboration
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What Is this?

/Which type of value chain partnership \
Involves each partner contributing

complementary product lines or
services, with each partner taking care
of all value chain activities within their
own product line?

\Y coalitions /

Hollensen: Global Marketing, 50 Edition, © Pearson Education Limited 2011
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What Is this?

/Which type of value chain partnership \
Involves each partner in the value chain

dividing the value chain activities
between them?

\X coalitions /
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e cn Production Marketing fei'cs .
and development and service
@

[
»

A

Upstream @ Downstream

@ @

Upstream Downstream

P [
< »

@
e ch Production Marketing I ©S .
and development and service

Figure 11.6 Collaboration possibilities for partners A and B in the value chain

Source: adapted from Lorange and Roos (1995, p. 16)
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Partner-to-partner

Firm A relationship Firm A
T

Pare_nt-chi_ld The bargaining agreement Parent-child

relationship relationship

Joint venture
(the child)

Child’s competitive environment

Figure 11.7 Partner-to-partner relationships creating a joint venture

Source: Harrigan (1985, p. 50
9 ( P ) Source: Source: Harrigan, 1985, p. 50.

Hollensen: Global Marketing, 50 Edition, © Pearson Education Limited 2011



Slide 11.36

\ /

Parent firm A
Bargaining power
determined by:

Parent firm B
Bargaining power
determined by:

Change stimuli
Stability of the joint

Y

venture and timing of

1. Benefits 1. Benefits changes depend on

2. Costs 2. Costs change stimuli including:
3. Resources 3. Resources 13. Changes in parents’
4. Alternatives 4. Alternatives strategic mission
5. Need 5. Need 14. Changes in

6. Barriers 6. Barriers importance of joint

venture to parents
15. Changes in parent
firm bargaining
Y power
16. Changes in the
industry and success
requirements therein
17. Effectiveness of joint

Y

7. Joint-venture child
The domain of the child covers:
8. Bargaining agreement

9. Outputs , s
venture’s competitive
10. Inputs
. strategy
11. Control mechanisms 18. Chanass in child’s
12. Duration or stability of the : 9
need for
agreement
autonomous
activities

19. Changes in patterns
of parent—child
coordination needed
for competitive
success

Figure 1.8 Model of joint-venture activity

Source: Harrigan (1985, p. 52)
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O Diverging goals
O Double management
O Repatriation of profits

O Mixing different
cultures

Sources of

potential conflict

O Shared equity

O

O

Developing trust in

joint ventures

Providing an exit
strategy

Hollensen: Global Marketing, 5" Edition, © Pearson Education Limited 2011



EXHIBIT 11.2 McDonald’s + Coca-Cola + Disney = a powerful alliance

McDonald's + Coca-Cola + Disney = a powerful alliance

(McDonald's )

( Disney }'( *(Gnm—ﬂola)

Figure 1.0 McDonald’s + Coca-Cola + Disney = a powerful alliance
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CASE STUDY 11.1

Hello Kitty: can the cartoon cat survive the buzz across the world?

© 1976, 2010 SANRIO CO,, LTD.
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QUESTIONS

1. Do you think that Hello Kitty will continue to rule
the world? What are the pros and cons?

2. What are the reasons that Hello Kitty is licensed
to so many different product manufacturers?

3. Suggest the future licensing strategy for Hello
Kitty.
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CASE STUDY 11.2

Ka-Boo-Ki: licensing in the LEGO brand

WINTER 96

Kips WEAR

APPROVED BY CHILDREN
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)
QUESTIONS

You have just been employed by LEGO Licensing
A/S in connection with the development of the licens-
ing data. You are given the following assignments.

1. What are the most important factors determining
future market demand for LEGO children's
clothes from Ka-Boo-Ki?

2. Which other products could be considered for
licensing out the LEGO brand?

3. List some criteria for choosing suitable licensees
and future products for the LEGO brand
(licensing out).

4. What values/benefits can LEGO transfer to the

licensee (e.g. Ka-Boo-Ki) apart from the use of the
LEGO brand?

5. What values/benefits can the licensee transfer to
the licensor?

Hollensen: Global Marketing, 5t Edition, © Pearson Education Limited 2011
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VIDEO CASE STUDY 11.3 Marriott

download from www.pearsoned.co.uk/hollensen

Questions

1. What could be the main motives for Marriott in using franchising, compared to other entry modes and oper-
ation forms®?

2. |dentify several major categories of segmentation used by Marriott. For each relate specific examples of
hotel services tailored to various target markets; www.marriott.com offers a brief description of 13 brands
of various Marriott hotels catering to different types of customers.
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Questions for discussion (1)

O Why are joint ventures preferred by host
countries as an entry strategy for foreign firms?

O'Why are strategic alliances used in new product
development?

O Under what circumstances should franchising be
considered? How do these circumstances vary
from those leading to licensing?
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Questions for discussion (2)

Do you believe that licensing in represents a
feasible long-term product development strategy
fora company? Discuss in relation to in-house
product development.

Why would a firm consider forming partnerships
with competitors?

Apart from the management fees involved, what
benefits might a firm derive from entering into
management contracts overseas?

Hollensen: Global Marketing, 5" Edition, © Pearson Education Limited 2011
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Learning objectives (1)

Describe the main hierarchical modes:
domestic-based representatives
resident sales representatives
foreign sales subsidiary
sales and production subsidiary and
region centres.

Hollensen: Global Marketing, 5" Edition, © Pearson Education Limited 2011



Learning objectives (2)

Compare and contrast the two investment
alternatives: acquisition versus greenfield

Explain the different determinants that
Influence the decision to withdraw
iInvestments from a foreign market

Hollensen: Global Marketing, 5" Edition, © Pearson Education Limited 2011
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What Is this?

/The entry modes by which the firm \
completely owns and controls the

foreign entry mode are called

\I—Iierarchical modes /

Hollensen: Global Marketing, 50 Edition, © Pearson Education Limited 2011
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Hierarchical modes

Domestic-based representatives
Resident sales representatives
Foreign sales subsidiary
Sales and production subsidiary
Region centres

Transnational organization

Hollensen: Global Marketing, 5" Edition, © Pearson Education Limited 2011
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Home country

R&D Pmdunlinn) Mm‘ln:ntlng>

I

L T e T
I 4 i
O I A

Sales and
sarvices

L

H&D)Pmducﬁun>

R&D } Marketing ::

Y

L L
. ~ " \Sales and

Sales and C

I
L —
J_ J L L
TTTRT T T, ;—--r----
____a*____ |___;____> '"g>=ervicu

Fully fledged insider

B S P

Y Y Y

Y

. Sales and
R R P H&ﬂ)Fwﬂucllor)Mwhoﬂng sarvicas
| Corporate identity (image), personnel %
Sales and
R&D\F"mductlnn Marketing " _ oo
. . Sales and
R&D Prﬂduc.'tlol/li'la:‘rmh services
| Common R&D, finance 7

Mote: C is the customer

Figure 12.1 Hierarchical modes in a value chain perspective

c

Foreign target market

Domestic-based
sales representatives/
manufacturer's

own sales force

Resident sales
representatives/

sales subsidiary/
sales branch

Sales and production
subsidiary

Region centre
{two variants)

Transnational
organization
(globally integrated)
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International

Orientations

Ethnocentric orientation

N\l

b 4

Polycentric orientation

Y

Regiocentric orientation

Y

Geocentric orientation

Holl
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What Is this?

/ What type of sales representative \
resides in the home country of the

manufacturer and travels abroad to
perform the sales function?

\Domestic—based sales representative/

Hollensen: Global Marketing, 50 Edition, © Pearson Education Limited 2011
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What Is this?

/ What term Is used to refer to a local

company owned and operated by a

foreign company under the laws and
taxation of the host country?

\Su bsidiary

~

/

Hollensen: Global Marketing, 50 Edition, © Pearson
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Total sales and marketing
costs per year

A Bonus paid to own sales force if

certain sales objectives are
reached
Fixed costs \ .
associated _,,_ i
with sales l
subsidiary i — = Least expensive
! way of selling the
: products in the foreign
i market
Minimum _y,_ i
commission i
for agent i
I » Sales per year
-------------------------------- P mmmm e mmm e —————
Export mode - | Hierarchical mode —

agent is cheapest sales subsidiary is cheapest

Figure 12.2 Break-even shifting from agent to sales subsidiary

Source: Hollensen, S. (2008) Essentials of Global Marketing, FT/Prentice Hall, p. 245
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Reasons for establishing
local production facilities

OTo defend existing business
OTo gain new business

OTo save costs

OTo avoid government restrictions

Hollensen: Global Marketing, 5" Edition, © Pearson Education Limited 2011
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Number of countries involved

Few

Many

Coordination
of value
chain
activities

Few activities
coordinated
across countries
(orimarily logistics)

New international market makers

Export/import start-up

@

Multinational trader

@

Many activities
coordinated
across countries

®

Geographically
focused start-up

@
Global
start-up

Figure 12.3 Types of international new ventures

Source: reprinted by permission from Macmillan Publishers Ltd: Journal of International Business Studies, Vol. 25, No. 1, pp. 45-64, Toward a theory of international new ventures, by
Oviatt, B. M. and McDougall, P. P., copyright 1994, published by Palgrave Macmillan
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Caan | O | |to] | O] | D] [ [©
e | (O] O]] O] | O] |0
Swedey 1 1o| | |o] | |@] | fre) | |O
s | O |8 | O | O | O

LC Lead country C) Area of lead function

O Product introduced
|:| Product not yet introduced
D Execution of a country-oriented approach

Source: Raffée and Kreutzer, 1989. Published with permission of Emerald Publishing Ltd.; www.emeraldinsight.com.

Figure 12.4 The lead country concept
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The choice of a lead country is influenced by
several factors:

The marketing competences of the foreign subsidiaries

The quality of human resources in the countries
represented

The strategic importance of the countries represented
Location of production

Legal restrictions of host countries

Hollensen: Global Marketing, 5" Edition, © Pearson Education Limited 2011
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What Is this?

/ What term is used to refer to an \

organization which has integrated and
coordinated Iits operations across
national boundaries in order to achieve
synergies on a global scale?

\Transnational organization /

Hollensen: Global Marketing, 50 Edition, © Pearson Education Limited 2011
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Methods of establishing a
wholly-owned subsidiary

Acquisition

Greenfield
Investment

Hollensen: Global Marketing, 5" Edition, © Pearson Education Limited 2011
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Site selection criteria (1)

[ Corporate tax advantages

[ Investment incentives

Investment climate

Company law

Operational costs

Workforce considerations

[ Quality of living \

Hollensen: Global Marketing, 50 Edition, © Pearson Education Limited 2011
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Site selection criteria (2)

§
[ Infrastructure in place

[ Business services available

[ Sufficient office space

Presence of other companies

Hollensen: Global Marketing, 50 Edition, © Pearson Education Limited 2011
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Strategic motives driving
the location decision

Mergers
and acquisitions

~

e

Yé

Internationalization
of leadership and ownership

%
N

-
-

Strategic renewal

Hollensen: Glob
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[
Environmental stability —

Attractiveness of

current operations elncentives to exit
eBarriers to exit

Probability
of
exit

Strateqic fit n

Governance issues —

Figure 12.5 Divestment of foreign operation: a framework

Source: Benito (1996, Figure 2)

Hollensen: Global Marketing, 5" Edition, © Pearson Education Limited 2011



Slide 12.21

Summary of domestic-based
sales representatives

Advantages Disadvantages

OBetter control of sales OHigh travel expenses

OClose contact with OToo expensive for
customers markets far from home

Table 12.1 Advantages and disadvantages of different hierarchical entry modes

Hollensen: Global Marketing, 5" Edition, © Pearson Education Limited 2011
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Summary of foreign sales,
sales and production subsidiary

Advantages Disadvantages
O Full control of OHigh initial capital
operation iInvestment
OMarket access OLoss of flexibility
O Market knowledge OHigh risk
OReduced transport OTaxation problems
costs
OAccess to raw
materials

Table 12.1 Advantages and disadvantages of different hierarchical entry modes
(Continued)
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Summary of region centres /
Transnational organization

Advantages Disadvantages

O Synergies on OPotential for
regional/global scale Increased

OScale efficiency bureaucracy

O Ability to leverage OLimited national level
learning on cross- responsiveness
national scale OMissing

communication
between head office
and region centre

Table 12.1 Advantages and disadvantages of different hierarchical entry modes
(Continued)

Hollensen: Global Marketing, 5" Edition, © Pearson Education Limited 2011



Slide 12.24

Summary of acquisition

Advantages Disadvantages
OQuick access to OEXxpensive option
ODistribution channels OHigh risk
OLabour force Olntegration concerns
O Management
experience

OLocal knowledge
O Local contacts

O Established brand
names

Table 12.1 Advantages and disadvantages of different hierarchical entry modes
(Continued)
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Summary of
greenfield investment

Advantages Disadvantages

O Optimum format OHigh investment cost
possible OSlow entry of new

O Optimum technology markets
possible

Table 12.1 Advantages and disadvantages of different hierarchical entry modes
(Continued)
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EXHIBIT 12.1 Wal-Mart's withdrawal from the German market

After nine years of trying to make a go of it, in July 2006 Wal-Mart sold its 85 stores to German rival Metro.

Wal-Mart’'s attempt to apply the company’s proven US success formula in an unmodified manner to the
German market turned out to be a fiasco. This case shows how important it is to address cultural differences
when setting up international operations.
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CASE STUDY 12.1

Polo Ralph Lauren: Polo moves distribution for South East Asia in-house

| ; f_.

\

R:\I.I’II\. . L

/
\ |

|
VA

¢

\
\
45
B

/

[

-

Ralph Lauren Fragrances
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Polo Ralph Lauren's net revenues in different regions 2007-9

Met revenues 2009 (milllons US$) 2008 (milllons US$) 2007 (milllons US$)
USA and Canada 3,589 3,663 3,452
Europe 1,028 945 768

Japan 383 272 a5

Other regions (including a 10 11

South East Asia)

Total 5019 4,880 4,296
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QUESTIONS

1. What may be the main motives for Polo Ralph
Lauren to shift the entry mode from licensing to

hierarchical mode in South East Asia?

2. Would you recommend them to take all geograph-
ical licenses back in-house, and turn them into

hierarchical modes? If not, why?
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CASE STUDY 12.2

Durex condoms: SSL will sell Durex condoms in the Japanese market through
its own organization

QUESTIONS

1. What were the main motives for SSL establishing
ts own distnbution channels for condoms In

Japan?

2. What are the major barners to SSL reaching a
higher market share for condoms in Japan®?

Hollensen: Global Marketing, 5t Edition, © Pearson Education Limited 2011



VIDEO CASE STUDY 12.3 Starbucks

download from www. pearsonad.co.uk fhollensan

Questions

1. What could be the main motives for Starbucks in owning most of its coffee houses compared to other entry
modes and operation forms?

2. How does Starbucks’ entry into the grocery market affect the company's relationships with its retail
customers?

3. How did Starbucks make the successful transition from a niche to a mainstream marketer? What can the
company do to maintain its ‘small company feel’ as it expands globally?

Hollensen: Global Marketing, 5t Edition, © Pearson Education Limited 2011
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Questions for discussion (1)

By what criteria would you judge a particular
foreign direct investment activity to have
succeeded or failed?

What are a firm’s major motives in deciding to
establish manufacturing facilities in a foreign
country?

Is the establishment of wholly-owned
subsidiaries abroad an appropriate international
market development mode for SMES?

Hollensen: Global Marketing, 5" Edition, © Pearson Education Limited 2011
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Questions for discussion (2)

What is the idea behind appointing a ‘lead
country’ in a region?

Why Is acquisition often the preferred way
to establish wholly-owned operations
abroad? What are limitations of acquisition
as an entry method?

What are the key problems associated
with profit repatriation from subsidiaries?

Hollensen: Global Marketing, 5" Edition, © Pearson Education Limited 2011



GLOBAL MARKETING

Svend Hollensen

5th Edition

Chapter 13 International sourcing
decisions and the role of the sub-supplier
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Learning objectives (1)

O Describe the role of subcontractors in the
vertical chain

O Explore the reasons for international
outsourcing

O Explain the development of a buyer-seller
relationship

Hollensen: Global Marketing, 5" Edition, © Pearson Education Limited 2011



Learning objectives (2)

O Discuss alternative routes of subcontractor
Internationalization

O Explain how turnkey contracts differ from
conventional subcontracting

Hollensen: Global Marketing, 5" Edition, © Pearson Education Limited 2011
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Subcontractors

A person or firm that agrees to provide semi-finished
products or services needed by another party to

perform another contract to which the subcontractor is
not a party

Subcontractors differ from other SMES in that

Products are usually part of the end product, but not the
complete product

They do not have contact with end customers

Hollensen: Global Marketing, 5" Edition, © Pearson Education Limited 2011
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Markets for end products Customers
End products Main contractors
t 1 Components f 5 Subcontractors
Refined materials
Material suppliers
Raw materials

Figure 13.1 Subcontractor’s position in the vertical chain

Source: adapted from Lehtinen (1991, p. 22)

Hollensen: Global Marketing, 50 Edition, © Pearson Education Limited 2011



What is this?

nal equipment manufacturer \
) IS the of a

kCustomer; subsupplier /
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The framework
Reasons for international sourcing
A typology of subcontracting

How are buyer—seller relationships established
and developed?

Y

\ 4

Internationalization of subsuppliers

Figure 13.2 Structure of Chapter 13
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Reasons for
International sourcing

Concentration on General cost
in-house core efficiency
competences Increased potential
| ower for innovation
product/production Fluctuating demand

COSts
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[
I
(( Urmete customer ] | rategic busines actors
MarimIabilily I Intermediate customer factors
Downstream :::hannal costs :
Product improvement I
Supplier cust: commitment I Tactical input factors
Supplinlar R&D :
Transaction overhead costs |
Pawnal:'nt terms I Indirect financial costs
Logistics nlhaln costs l
Production costs |
Lm-aizvia costs : Operational/logistics costs
Receive/make-ready costs |
malityir costs I
Warran'ﬁy terms : Quality costs/factors
Transportation terms | Landed costs
Tran&purta:tiun costs I
I
r:La;I:gf mr?lﬂtﬁmg : Supply relational costs
FOB }arms | Direct transaction costs
Cost of trans%ctlnn method :
( Basic price of matariduj : Traditional basic input costs
I

Figure 13.3 The total cost/value hierarchy model

Source: Cavinato (1992)
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1 Partnership-
High based |
- subcontracting
Strategic
development
subcontracting
Degree Expanded
o subcontracting
Coordination
Simple
subcontracting
Standard
Low subcontracting
Low Task Complexity High

Figure 13.4 Typology of subcontracting

Source: adapted from Blenker and Christensen (1994)
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F THE RELA
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SUPPLIER

Organization Individual
Strategy Attitudes Short-term exchange Strategy Attitudes

Technology Experience/ episodes - long-term processes \ 1€chnology Experience
Resources Resources
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Organization Individual
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Figure 135 The buyer—seller interaction

Source: Turnbull and Valla (1986). Reprinted by permission of Taylor & Francis
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OT
OT
OT

Elements of
the Interaction model

ne interaction process
ne participants in the interaction process

ne atmosphere affecting and being affected

by the interaction

O The environment within which interaction
takes place
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Levels of interacting parties

Social system perspective

h 4
J

Organizational perspective

Ya
J

Individual perspective
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Organizational dimensions
which influence the relationship
between buyer and seller

Characteristics oyt
of PIeXIty Relationship
y of .
each firm’s characteristics

technology products sold
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Table 13.1

Objective

Customer
understanding

Marketers' task and
performance critena

Core aspects of
exchange

Marketing exchange understanding

Transaction

To make a sale (sale is end result
and measure of success). Customer
needs satisfaction (customer

buys values).

Anonymous customer. Independent
buyer and seller.

Assessment on the basis of

products and prices. Focus on
gaining new customers.

Focus on products. Sale as
a conquest. Discrete event.
Monologue to aggregated

broad customer segments.

Relatlonship

To create a customer (sale is
beginning of relationship).
Customer integration
(interactive value generation).

Well-known customer.
Interdependent buyer and seller.

Assessment on the basis of
problem-solving competence.
Focus on value enhancing of
existing customers.

Focus on service. Sale as an
agreement. Continuing process.
Individualized dialogue.

Soures; Jittrer and Wehrdi (1994 Published with permission of Emerald Publishing Ltd. weaw.emeraldinsight.com.
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High 4
Relationship
Interdependence ,\\
action
Low P 3
y /8
/s
e
L -
Short term Long term

Time frame

Figure 13.6 Market exchange understanding

Source: Juttner and Wehrli (1994). Published with permission of Emerald Publishing Ltd; www.emeraldinsight.com.
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Relationship
development phases

Awareness
= Exploration
g Expansion
B Commitment
— Dissolution
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Criteria to consider
INn the process of partner selection

Self-analysis

Compatibility Chemistry

Hollensen: Global Marketing, 5" Edition, © Pearson Education Limited 2011



SELLER: —& # BUYER:

Phase
characterizlics:

1 Mo interaction.
Unilateral
considerations of
potential partners.

2 Interaction between the
parties cccurs, A gradual
increase in dependence
reflects probing and testing,
Termination of this fragile
association is possible.

3 One party has made a
successful request for
adjustment. Both parties
are satisfied with some
customization involved.
Additional benefits from
products, services or tarms
ara sought from the current
partner rather than from an
alternative partner,

4 Commitment I 4 Some means of sustaining the
relationship result: contracts,
The 'marriage metaphor': shared ownership, social ties.

Shared values and decision-making structures Inputs are significant and

T relationship consistent. Pariners adapt
. i the and resolve disputes internally,

2 Exploration

3 Expansion

5 Dissolution Psychic distance 3 5 Possible termination of the
e P relationship, It can make assets
dedicated to the relationship
3 -

Figure 13.7 The five-phase relationship model

Hollensen: Global Marketing, 5t Edition, © Pearson Education Limited 2011



Slide 13.20

Causes of Dissolution

O Operational and cultural differences
O Incompatibility among other employees
O Lack of capacity among other employees

O Opposition from people in power below
CEOs

O Termination of personal relations

Hollensen: Global Marketing, 5" Edition, © Pearson Education Limited 2011
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What Is this?

/ What term is used to describe action on \
the part of the buyer to search for a

supplier that is able to fulfill his or her

needs?

\Reverse marketing /

Hollensen: Global Marketing, 50 Edition, © Pearson Education Limited 2011
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Changes In
the purchasing function

O Reduction in the number of subcontractors
O Shorter product life cycles
O Upgraded demands on subcontractors

O Purchase that no longer just serves the
purpose of getting lower prices

Hollensen: Global Marketing, 5" Edition, © Pearson Education Limited 2011
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Current New
activities activities
Existing Intensify current Develop and
suppliers activities add new activities
New potential Re_place eX|st|ng_ | Develop new activities
i Suppliers Add suppliers: not covered
EPIETS Secure deliveries by existing suppliers

Figure 13.8 Supplier development strategies
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Route 1:

Route 2:

Route 3:

Route 4:

Internationalization of
subcontractors

Follow domestic customers

Internationalization through
supply chain of MNC

Internationalization in cooperation
with domestic or foreign suppliers

Independent internationalization

Hollensen: Global Marketing, 5" Edition, © Pearson Education Limited 2011



Slide 13.25

Network of the global contractor

A

Y / A

Global contractor

A

Domestic
main contracty

Customer

AN

Figure 13.9 P0OSsIble internationalization of system suppliers

System
Suppliers

Second-tier
subcontractors
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EXHIBIT 13.1 An example of Japanese network sourcing: the Mazda
seat-sourcing case

Mazda splits its seat purchases

pbetween Delta Kogyo and Toyo Seat Company.
Both companies have got the opportunity of going
from a domestic main contractor to a global
contractor for Mazda

Source: http://www.deltakogyo.co.jp/english/index.html
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What Is this?

/What term refers to the complex \

International activity involving supplies
or deliveries that contain a combination
of hardware and software, which upon
delivery, will constitute an integrated
system that is able to produce the
products the buyer requires?

\Project export /

Hollensen: Global Marketing, 50 Edition, © Pearson Education Limited 2011
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Software In project exports

O Software includes know-how and service.

O Three types of know-how:
— Technology
— Project
— Management

Hollensen: Global Marketing, 5" Edition, © Pearson Education Limited 2011
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Possible buyers
IN project exports

Multilateral Bilateral
organizations organizations
Private
Government
" persons
Institutions .
or firms

Hollensen: Global Marketing, 5" Edition, © Pearson Education Limited 2011
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Buyer—seller relationships,
contractor perspective

Advantages Disadvantages

O Flexibility O Questionable availability
of suitable subcontractors

O Less stable than in-house
production

O Cheaper sources
O Focus on in-house

competences
O Complement to product O €SS antrol
range O Potential to prepare
O New ideas for product Compet|t|on
iInnovation O Quality concerns

Table 13.2 Advantages and disadvantages of buyer—seller relationships for contractor
and subcontractor

Hollensen: Global Marketing, 5" Edition, © Pearson Education Limited 2011
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Buyer-seller relationships,
Ssubcontractor perspective

Advantages Disadvantages

O Access to new export O Risk of dependence
markets on contractor

O Exploit economies of
scale

O Learn product
technology

O Learn marketing
practices

Table 13.2 Advantages and disadvantages of buyer—seller relationships for contractor
and subcontractor (Continued)

Hollensen: Global Marketing, 5" Edition, © Pearson Education Limited 2011
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CASE STUDY 13.1

Syngenta AG: a world market leader in crop protection is defending its position

From treated corn seeds to finished cormcob

Prepared seeds with e.g. insecticides a

Crop Spaying:

Courtesy of Syngenta

Hollensen: Global Marketing, 5t Edition, © Pearson Education Limited 2011
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Table 1 Total sales 2008 - product and

geographical split
Product split of total Geographical split of
sales - billion € total sales - billion €
Crop protection 9.2 Europe, Africa
Snacs 9 4 and Middle East 4.3
NAFTA 3.6
Latin America 2.2
Asia Pacific 1.5

Total 11.6 Total 11.6

Hollensen: Global Marketing, 5t Edition, © Pearson Education Limited 2011
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Major players in the global crop
w2 protection market

Company Country (HQ)  World market share

(%90) In 2008
Syngenta  Switzerland 20
Monsanto  USA 20
Bayer Germany 15
BASF Germany 10
Dupont USA 10
Dow USA 5
Others China, India 20
Total 100
(total world market
in 2008 is
approximately

£50 billion)

Hollensen: Global Marketing, 5t Edition, © Pearson Education Limited 2011



QUESTIONS

1. Try to illustrate the total supply chain (value chain)
of Syngenta.
2. Explain the role of main actors in the value chan.

3. How should Syngenta interrelate and interact with
these actors in order to maximize total added
value of the supply chain®?

Hollensen: Global Marketing, 5t Edition, © Pearson Education Limited 2011
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CASE STUDY 13.2

LM Glasfiber A/S: following its customers’ international expansion in the wind turbine

industry
,i‘

wwwimalasfibercom. Copyright LM Glasfiber A/S.

Hollensen: Global Marketing, 5t Edition, © Pearson Education Limited 2011
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India:
Global NEG Micon India: hdia wind turbine
contractors - Production + ulu manufacturers
(only Micon and
LM Glasfiber are \Z’r) /'@
"
mentioned) @ LM Glasfiber
India
Danish Wind Turbine Manufacturers’ Association:
Domestic /
contractors ——> Vestas 5 Micon
(only the four
biggest Danish
manufacturers) A
Bonus €T Nordex @
Riso National @
Laboratory
Sub=supplier \
(subcontractor) _—> LM Glasfiber (manufacturer of rotor blades)

Figure 1 LM Glasfiber’s globalization through the network of the customer
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QUESTIONS

1. Are there any threats to LM Glasfiber's strategy in
following its key customer abroad?

2. How does this case relate to the network model in
Chapter 37

Hollensen: Global Marketing, 5t Edition, © Pearson Education Limited 2011



VIDEO CASE STUDY 13.3 Eaton Corporation

download from www. pearsonad.co.uk/hollensan

Questions

1. What are Eaton's key challenges in establishing long-term relationships with its new global OEM customers®?
2. Why is the fast-changing marketing environment so crucial to Eaton's international marketing plan?

3. What makes Eaton's channel management challenging? Why does the company continue to sell through
multiple global channels?

Hollensen: Global Marketing, 5t Edition, © Pearson Education Limited 2011
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Questions for discussion (1)

What are the reasons for the increasing
level of outsourcing to international
Subcontractors?

Describe the typology of subcontractors
based on the differences in the

contractor/subcontractor relationship.

Explain the shift from seller to buyer
Initiative In subcontracting.

Hollensen: Global Marketing, 5" Edition, © Pearson Education Limited 2011
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Questions for discussion (2)

O Explain the main differences between the US
and the Japanese sub-supplier systems.

O How are project exports/turnkey projects
different from general subcontracting in the
iIndustrial market?

O Project export is often characterized by a
complex and time-consuming decision-making
process. What are the marketing implications of
this for the potential subcontractor?

Hollensen: Global Marketing, 5" Edition, © Pearson Education Limited 2011
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PART IV

Designing the global marketing
programme

Hollensen: Global Marketing, 5t Edition, © Pearson Education Limited 2011



m"d'fi“""‘ " . Economic/political integration

* |nternet economy
‘Balance’ < —-———-—--—-————— S
* Cross-cultural diversity
* Tariff/Mon=tariff barriers
Y
Adaptation

Figure Iv.1 Environmental factors influencing the balance between standardization
and adaptation
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o -

Marketing HO
standardization
—————————————————————————————— Border
All countries
Undifferantiated use of
the sama marketing mix in
all countries (1,2 ... n):
Product 4 3 _..»
Price 4 2,...x
Place i f
Promotion 4.5 ...»
adaptation
______74__$____ ______ Border
Country 1 Country 2 Country n
Product , Product , Product ,
Price 9 Price o Price =
Place , Place , Flace ,
Promotion , Promotion ; Promation ,

Each country/market has its own marketing mix

Figure Iv.2 Standardization and adaptation of the international marketing mix

Hollensen: Global Marketing, 5t Edition, © Pearson Education Limited 2011



Slide 14.5

Standardization potential
High Average Low
Product policy
* Basic need . ]
S - o
* Agsthetic criteria . -l
* Chemical, functional criteria H_‘H"""“""-,h .‘Hf
* Package Va "
€ | Price policy /*" \
- * Consumer prices ,,/"- ,,.--“'".
% * Price positioning ot -
& | * Transfer prices '""‘;;- r
E Distribution palicy / ,’
=l Distribution systems -K L
"E = Physical distribution ;,' ,.-".
Communication policy .--""f /
Ig = Communication targets = .
* Meassage (USP) """x L
- La-..'rwt i._‘“““‘ ."\.
* Media selection \ -~
* Timing " T
* Sales promation ,..--""'H:#,.-—--""""""H
* Brand name

= Standardization profile of a special disposable nappy (e.g. Pampaers)
m Standardization profile of a special drink (e.g. Jehnny Walkar)

Figure Iv.3 Analysis of a company’s standardization potential

Source: adapted from Kreutzer (1988). Reproduced with kind permission from Emerald Group Publishing Ltd; www.emeraldinsight.com.
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Main factors favouring standardization versus adaptation

Factors favouring standardization

» Economies of scale in R&D, production and
marketing (experience curve effects)

» Global competition

» Convergence of tastes and consumer needs
(consumer preferences are homogeneous)

» Centralzed management of international
operations (possible to transfer experience
across borders)

» A standardized concept is used by
competitors

» High degree of transferability of competitive
advantages from market to market

Further issues:

» Easier communication, planning and control
(through Internet and mobile technology)

» Stock cost reduction

Source: Hollensen, S. (2008) Essentials of Global Marketing, FT/Prentice Hall, p. 299, Table 1

Factors favouring adaptation

» Local environment-induced adaptation:
sociocultural, economic and political
differences (no experience curve effects)

» Local competition

» Variation in consumer needs (consumer
needs are heterogeneous because of

cultural differences)

» Fragmented and decentralized management
with independent country subsidiaries

» An adapted concept is used by competitors

» Low degree of transferability by competitive
advantages from market to market

Further issues:

» Legal issues - differences in technical
standards

Hollensen: Global Marketing, 50 Edition, © Pearson Education Limited 2011



CHAPTER 14

Product decisions



Learning objectives (1)

O Discuss the influences that lead a firm to
standardize or adapt its products

O EXplore how international service
strategies are developed

O Distinguish between the product life cycle
and the international product life cycle

O Discuss the challenge of developing new
products for foreign markets

Hollensen: Global Marketing, 5" Edition, © Pearson Education Limited 2011
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Learning objectives (2)

O Explain and illustrate the alternatives in the
product communication mix

O Define and explain the different branding
alternatives

O Discuss brand piracy and the possible anti-
counterfeiting strategies

O Explain what is meant by a ‘green’ product

O Discuss alternative environmental management
strategies

Hollensen: Global Marketing, 5" Edition, © Pearson Education Limited 2011
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Low
Delivery, installation, guarantees,

SUPI_JO” after-sales service, t
SErvices spare parts

Ability

to

_ _ _ . standardize
Product brand, quafllty,. o!eagn,ﬁpsclfagllng, price, oroduct
attributes country of origin, staff behaviour, size clements
Core product functional features, performance,
[T T perceived value, image, v
technology .
High

Figure 14.1 The three levels of a product
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Teaching

O

Nursing
Advertising
agency
Service-
O dominant
entities

Product-
dominant Burger bar
entities
Car
Dog food Balanced entity
equally weighted
Salt between product
and services

Figure 14.2 Scale of elemental dominance

Source: Czinkota and Ronkainen (1995, p. 526)
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Characteristics of services

Intangibility
Perishabllity
Heterogeneity

Inseparability

Hollensen: Global Marketing, 5" Edition, © Pearson Education Limited 2011
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¢

People
processing

%

Three categories
of service

.

4

Possession
processing

2

vy

4 A

Information-
based
services

¢ %
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Table 14.1

Categories of
service

People processing

Possession
processing

Information-based
services

Three categories of service

Characteristics

Customers become part of
the production process.
The service firm needs to
maintain local geographic
presence.

Involves tangible actions to
physical objects to improve
their value to customers.

The object needs to be
involved in the production
process, but the owner of
the object (the customer)
does not. A local geographic
presence is required.

Collecting, manipulating,
interpreting and transmitting
data to create value.
Minimal tangibility. Minimal
customer involvement in the
production process.

Examples (service provider)

Education (schools, universities).

Passenger transport (airlines,
car rental).

Health care (hospitals).
Food service (fast-food, restaurants).
Lodging service (hotel).

Car repair (garages). Freight
transport (forwarding agent).
Equipment installation (e.g.
electrician).

Laundry service (launderette).

Telecommunication services
(telephone companies).

Banking.
News.
Market analysis.

Internet services (producers of
homepages on the WWW, database
providers).

Possibilities of worldwide
standardization (hence
utilizing economies of
scale, experience effects,
lower costs)

Mo good possibilities:
because of ‘customer
involvement in production’
many local sites will be
needed, making this type
of service very difficult to
operate globally.

Better possibilities:
compared to people-
processing services, this
involves a lower degree
of contact between the
customer and the service
personnel. This type

of service is not so
culture-sensitive.

Very good possibilties: of
worldwide standardization
from one central location
(single sourcing) because
of the "virtual' nature of
these services.
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Categories of
supplementary service

O Information O Safekeeping
O Consultation/advice O Exceptions
O Order taking O Billing

O Hospitality O Payment

Hollensen: Global Marketing, 5" Edition, © Pearson Education Limited 2011
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Differences in the B2B market
(versus consumer markets)

O Fewer and larger buyers

O Derived, fluctuating and relatively inelastic
demand

O Many participants in buying process
O Professional buyers

O Closer relationships

O Absence of intermediaries

O Technological links

Hollensen: Global Marketing, 5" Edition, © Pearson Education Limited 2011
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What Is this?

/ The states products or brands \

follow a sequence of stages including
Introduction, growth, maturity and sales
decline.

\Product life cycle /

Hollensen: Global Marketing, 50 Edition, © Pearson Education Limited 2011
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Product Development Process Product Life Cycle

Idaa Feasibility Verification WValidation Sales

Introduction of product
Idea generation into the market

* ¢ E ]
Y P .
Time to market # .

7 Revanua

F )
+ Bragk Even -
L - g
| » .1‘ - Em;n‘mlpb&i" ~, Time

Revenue | Profit
“a

Investment
F
L

R&D phase Growth Maturity Decline
Introduction

Figure 14.3 The PLC and time to market

Source: Hollensen, S. (2010) Marketing Management, 2nd edition, FT/Prentice Hall, Fig. 11.7
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Stage of the product life cycle
Introduction Growth Maturity P— Decline
. pind L LI .
E .-“"'““l II‘H“"""---"u-
" Product B "oty
- P .,
& Total Company |~ ",
sales ".-*"h Product A
™) -~
o~
n llll..h‘
Product C @
ﬁ “11"'.- IHIM|“.|.|"-HH-HHH.;\“, iragg TOtal com pﬂny
a L ey,
.'|-1"'1I| .u-l-"'“ == ."‘""-,_ prﬂﬁt
h.l"“‘ .n.-rl"".. IIJ'i-..-
-“‘111 ..ll"‘"’.
+ -u--...u-ln"""" . |I-..,-l|'|'“‘, -‘M"*‘:.-
------ FETTELE e 'L"" Pl 1“ :
Costs Higheat cozts per customer High costs par cugtomar Low costs par customear Low costs per customer
Customers Innovators Adopters Maijority Laggards
Competitors Mone or few Faw Maximum number of Dedlining numbar
competitors
Marketing High product awareness and Maximize markat share = +  Maximize profit whils *  Reduce expenditure and mik
objectives and| trial=rnesd to explain nature befone too many competions defending market shars the brand
slrategy aof innovation artive + Motivate custormers to brand | +  Cost control is Important
switching
Product Offer a basic product Offer product extensions, +  Product differemtiation + Phase out weak iterms
zarvices, warrsmnty + Divarsify brands and models | + Trying 1o create a ‘recycle’
by launching new featuras
Price (profit) Premiurn price, but probably Price to panatrate market = Prica to match or beat +  Price compatition and prica
making a loss due to high price may decline as competitors = price under cuts may kead to ksses
miarketing invesiments cofmpetitors enter the market pressure from distributors
Place Build exclusive or selactive Builld salective distribution Bulld more intanaive Go salectve; phasa out
distribution digtribution unpreditable cuthets
Premation +  Buld product awarsness +  Buld awameness and interest +  Stress brand ditferences + Raduce to lavel neaded to
among early adopters and in the mass market and benefits ratain hardecone boyals
diaribast
DI «  ARernatve  customars ans +  [rocreaze 1o ancourage brand |« Altemative: Incresse in ondar
*  Use heavy sales promotion loyal: reduce to exploit switching to create ‘Recydle’
to antics trial customars' high demand

Figure 14.4 The product life cycle and its strategic marketing implications

Source: Hollensen, S. (2010) Marketing Management, 2nd edition, FT/Prentice Hall, Fig. 7.5
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/
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~ | I I
Introduction | Growth | Maturity | Decline

Figure 145 The product life cycle
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VAL
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Figure 146 Comparisons of PLCs for product forms (technological life cycles, TLCs)
and a single product model: example with different VCR systems
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Profits

Schematic representation of how BL's
profits were concentrated in the “golden
vears” (not to scale)

Late
19608

EL's gokden Late
YERrS 19708

}

BCG matrix: late 1970s

Time

Stars Question
marks
Cash cows Dogs

.

Unbalanced
BCG portfolio

Schematic representation of how a better
age balance of products would have
provided BL with a smoother and more
continuous flow of profits

A

Profits
<

q,,

B

Profit~_ .’
1 p . r-"J ,"’ [555-"
Late Late Time
1960s 1970s

4

ldeal BCG matrix: late 1970s

Stars

L

Question
marks

O

Cash cows

O

()| Dogs
@

More balanced
BCG portfolio

Figure 14.7 Situation of British Leyland in the late 1970s

Source: partly reprinted from Long Range Planning, 17(3), McNamee, P. (1984) ‘Competitive analysis using matrix displays’, pp. 98—114, copyright 1984, with permission from Elsevier
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International
product life cycles

O Describes diffusion of an innovation across
national boundaries

O Demand grows first in innovating country
and Is then exported

O Eventually demand grows in LDCs

Hollensen: Global Marketing, 5" Edition, © Pearson Education Limited 2011
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®
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Time
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Importing US (innovating country)

Y

Figure 14.8 |PLC curves

Source: Onkvisit and Shaw (1993, p. 483)
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Figure 149 PLCs of different countries for a specific product
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Japanese manufacturers
compete on time-to-market

O Early integration of customers and suppliers
O Multiskilled project teams

O-Interlinking of R&D, production and marketing
O Total quality management

O Parallel planning of new products and required
production facilities

O Outsourcing
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Revenues

A

Marketing
Past
‘\\g
Present :
- | - | | N 5 1ime
5 4.3 2 3 4 5 (years)
= R&D cost
Research and and pay-off
development
Y
Costs

Figure 14.10 Compression of R&D cycles and product life cycles

Source: reprinted from Long Range Planning, 28(2), Topfer, A. (1995) ‘New products: cutting the time to market’, p. 64, Copyright 1995, with permission from Elsevier
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Years before series production
5 | 4 | 3 | 2 | 1

Englneerlng deS|gn .—P- I
| 35% Experiments*® 0—>|

Az 2L | | Industrial engineering 1@—>
: : : Start-up @——
Engiheering desig'n o> | |
N g | 43% Experiments* @— > |
Ipponachsa : | Industrial engineering b—)—
| | ; Start -up @—>
; | : I I I
Largest ® Englneerlng:de3|gn : | |
European 7% Experiments* @—> ! |
manufacturer Industrial engineering @ : >:
| |
I

| | Start-up &—

* Test phase share in the total development period

Figure 14.11 Development and test periods for suppliers to the car industry

Source: reprinted from Long Range Planning, 28(2), Topfer, A. (1995) ‘New products: cutting the time to market’, p. 72, Copyright 1995, with permission from Elsevier
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New to

High | Incre_,\asing International
fisk markets
New to
The home
Reposition country
Newness Zd
to EXxisting
International products
WL New to the
company
Line
Cos.t extensions/
Low reductions e ments
Low Newness to Company High

Figure 14.12 Different degrees of product newness
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Product
Standard Adapt New
Standard Stralght Produgt
extension adaptation
: Product
Promotion : :
iInvention
Promotion Dual
AR adaptation adaptation

Figure 14.13 Product/communication mode

Source: based on Keegan (1995), pp. 489-94, p. 498, Table 13-1
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ellogg’s dual adaption
for Indian market

DATYASTART

Loy b

-

Rice. The grain revered across Asia for centuries as Keliogg's Breaktast Coreals are toasted. no
provider of essential nutrition and anergy. s them 98% f0 99°% !afree and

]
cholesterol-freq

Kallogg's brings you the wealth of
taking India's finest rice, Basmati, and tuming it i And makes every delicous, Cunchy Dowiul the
delicious and filing breakfast for y perfect start for your day

Kellogg's Basmati Flakes. Rich in iron, packed with
complex carbohydrates and fonfied with § essential
vitamins. In fact, a single bowl gives you more kron

1 10 servings of ghokda.

ESSENTIAL
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& IRON It's the perfect start for your famiy every moming
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LThe crunchy taste of the finest rice J g y

Hare's what Kellogg's Breakdast Cereals gve you.

3's Basman Flakes - Complex carbohydrates
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35 Wneat Fakes  Complex carbohyorates.
proteins, § essental
vitamns, ieon

Duetary Sore. compiex
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§ essental vtamins, ron

BREAKFAST CEREALS

Avaianie = Bemaay any

et ey THE NUTRiT!OUS, DELICIOUS FAMILY BREAKFAST.

http://www.kelloggcompany.com
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‘Promotion Adaptation’ of Lux Soap:

UK — India

| o
For Angels With Dirty Faces.
LUN
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duct Invention’ for India

EXHIBIT 14.2 Product invention - solar-powered portable charging systems
for India

By developing a solar-powered portable charging system for its digital cameras and photo printers, Hewlett-
Packard has been able to make successful inroads into the vast Indian rural market. This incremental innova-
tion has enabled HP to successfully sell digital cameras and printers to consumers living in villages in India
that have not yet benefited from the national rural electrification programme. The business model employed
by HP to tap into the potential of the rural market is innovative. Unlike in urban markets where the camera and
printer are sold outright to customers, the village entrepreneurs lease the equipment and purchase consum-
ables from HP. Another major contributing factor to HP's success in penetrating the rural market in India was
knowledge about rural communities that it was able to acquire through the stay of a team of HP employees
in the homes of local families for a couple of days, and from attending community meetings.

Source: adapted from Varadarajan (20083),
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What Is this?

/ Which'term refers to the effect on
guality perceptions caused by
knowledge of the production country
location for the product?

\Country-of-origin effects

~

/
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EXHIBIT 14.3 Chinese piano manufacturers are experiencing the ‘Country Of
Origin’ (COO0) effect

The Chinese piano industry is a useful example to show the opportunities and challenges facing Chinese
brands. China has overtaken Japan and South Korea to become the world's largest plano-producing nation.
One of the brand manufacturers, Pearl River, has become the world's largest piano manufacturer with annual
sales of about 100,000 units. As piano making is still a labour-intensive industry, Chinese manufacturers enjoy
a big cost and price advantage. This also motivates international dealers to stock Chinese pianos, because
of a larger profit margin. However, the biggest branding dilemma facing Chinese piano manufacturers is nega-
tive perceptions of ‘made in China' as a label. It is difficult for individual firms to change this perception and
requires the country to change its image in general, which may take a generation. It has taken Japanese
Yamaha more than 30 years to change its image from a cheap ‘me-too’ product to a leading global brand.
An important buying influence also comes from music teachers, and many of them advise their students not
to buy Chinese-made instruments.

To overcome this difficulty, Chinese manufacturers could try to link their brands to Western-oriented values
and names. For example, Longfeng Piano could emphasize that its Kingsburg model is designad by the world-
renowned German designer Klaus Fenner.

Source: adapted from Fan (2007). From Hollensen, S. (2008) Essentials of Global Marketing, FT/Prentice Hall, p. 311, Exhibit 11.1.
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What Is this?

/Which term refers to the premium a \
customer would pay for the branded

product compared to an identical
unbranded version of the same
product?

\Brand equity /
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Brand equity’s
assets and liabilities

Brand loyalty
Brand awareness
Perceived quality

Brand associations

Other proprietary brand assets

Hollensen: Global Marketing, 50 Edition, © Pearson Education Limited 2011


swissarmy1.WMV
swissarmy1.WMV

Slide 14.39

The functions of branding

To distinguish a company’s offering and
differentiate one particular product from Its
competitors

To create identification and brand
awareness

To guarantee a certain level of quality and
satisfaction

To help with promotion of the product
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Branding
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Single brand
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market
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Multiple brands

Figure 14.14 Branding decisions

Source: adapted from Onkvisit and Shaw (1993, p. 534)

_»-| Local brands

Multiple
markets ~ |

Global brand
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EXHIBIT 14.5 Unilever's Snuggle fabric softener — an example of local brands
in multiple markets

An effective example of promotion adaptation is illustrated by Unilever's Snuggle Fabric softener. The product
was initially launched in Germany as an economy brand in a category dominated by Procter & Gamble. In
order to counteract the negative quality inferences associated with low price, Unilever emphasized softness
as the product's key point of difference. The softness association was communicated through the name,
‘Kuschelweich’, which means ‘enfolded in softness’, and this was illustrated through a picture of a teddy bear
on the package. When the product was launched in France, Unilever kept the brand positioning of economy
and softness but changed the name to 'Cajoline’, meaning softness in French. In addition, the teddy bear that
had been inactive in Germany now took the centre stage in the French advertising as the brand symbal for
softness and quality. Success in France led to global expansion and in each case the brand name was
changed to connote softness in the local language while the advertising featuring the teddy bear remained
virtually identical across global markets. By the 1990s, Unilever was marketing the fabric softener around the
globe with over a dozen brand names, all with the same product positioning and advertising support. More
importantly, the fabric softener was generally the number 1 or number 2 brand in each market.

Source: adapted from Keller and Soed (2001),

Hollensen: Global Marketing, 5t Edition, © Pearson Education Limited 2011



EXHIBIT 14.9 Maggi - local brands for multiple markets through acquisitions

Société des Produits Nestlé SA, The Nestlé name

and image is reproducad with kind parmission of
Société des Produits Nestld SA.
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Table 14.3 Brands of six multinational companies in 67 countries

Brands found Brands in only
in 50% or one country
more countries

Company Total no. Number O Number O
of brands of total of total
Colgate 163 5] 4 59 36
Kraft GF 238 5] 3 104 44
Mestle o960 19 4 250 45
PG 217 18 a8 80 37
CQluaker 143 2 1 60 38
Unilever 471 17 4 236 50
Total 1,792 68 4 784 41.6

Sourea: Boze and Patton (1985, p. 22). Reproduced with kind permission from the Jownal of Consumer Markaling, Emerald Group
Publizhing Ltd.
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No brand

Branding

Private label

Co-branding/
ingredient branding

Manufacturer's own
brand

Single market,
single brand

Single market,
multiple brands

Mutltiple markets,
local brands (see
also Exhibit 14.4)

Multiple markets,
global brand

Table 14.2 Advantages and disadvantages of branding alternatives

Advantages

Lower production cost.
Lower marketing cost.
Lower legal cost.
Flexible quality control.

Better identification and awareness.
Better chance for production differentiation.
Possible brand loyalty. Possible premium pricing.

Possibility of larger market share.
No promotional problems.

Adds more value to the brand.
Sharing of production and promotion costs.

Increases manufacturer's power in gaining access to
retailers’ shelves. Can develop into long-lasting
relationships based on mutual commitment.

Better price due to higher price inelasticity.
Retention of brand loyalty.

Better bargaining power.

Better control of distribution.

Marketing efficiency.

Permits more focused marketing.

Eliminates brand confusion.

Good for product with good reputation (halo effect).

Market segmented for varying needs. Creates
competitive spirit.

Avoids negative connotation of existing brand.
Gaing more retail shelf space.

Does not harm existing brand's image.

Meaningful names.

Local identification.

Avoidance of taxation on international brand.

Allows variations of quantity and quality across markets.

Maximum marketing efficiency.
Reduction of advertising costs.
Elimination of brand confusion.
Good for culture-free product.
Good for prestigious product.

Easy identification/recognition for international travellers.

Uniform worldwide image.

Disadvantages

Severe price competition.
Lack of market identity.

Higher production cost.
Higher marketing cost.
Higher legal cost.

Severe price competition.

Lack of market identity.

Consumers may become confused.
Ingredient supplier is very dependent
on the success of the final product.
Promotion cost for ingredient
supplier.

Difficult for small manufacturer with
unknown brand.

Requires brand promotion.

Assumes market homogeneity.

Existing brand's image harmed when
trading up/down.

Limited shelf space.

Higher marketing cost.
Higher inventory cost.
Loss of economies of scale.

Higher marketing cost.
Higher inventory cost.

Loss of economies of scale.
Diffused image.

Assumes market homogeneity.

Problems with black and grey
markets.

Pessibility of negative connotation.
Requires quality and quantity
consistency.

LDCs' opposition and resentment.
Legal complications.

Source: adapted from Onkvisit and Shaw (1989). Published with permission from Emerald Publishing Ltd. www.emeraldinsight.com
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Private branding— 100% externalizing

Co-branding — Brand alliance

Manufacturer's —
brand

100% internalizing

Figure 14.15 The three brand options
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What is this?

Grivate label

erm refers to a retailer’s own \
d (like Marks & Spencer’'s)?

/
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Perspectives on
private labels

Retailer perspective Manufacturer perspective
O Better profit margins O No promaotional expenses
O Strengthens retailer O Provides access to shelf
image space
O Requires competing on
price

O Loss of control

O May cannibalize other
manufacturer brands
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EXHIBIT 14.6 Kellogg is under pressure to produce under Aldi’s own label

In February 2000 Kellogg (the cereal giant) made an own-label deal with German supermarket chain Aldi. It
is the first time that Kellogg has supplied own label.

A slogan on Kellogg's cereal packets claims: ‘If you don’t see Kellogg's on the box . .. it isn't Kellogg's in
the box! But now Kellogg has negotiated a deal with Aldi to supply products in Germany bearing a different
brand name. Reports in Germany say that the deal was made after Aldi announced it would no longer pay
brand suppliers’ prices and threatened to cut top brands from its shelves.

Source: adapted from various public media,
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What Is this?

/ describes a form of cooperation \

between two or more brands, which can
create synergies that are valuable for
both participants, above the value they
would expect to generate on their own.

\Co-branding /
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Figure 14.16 lllustration of co-branding and ingredient branding
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EXHIBIT 14.7 Shell's co-branding with Ferrari and LEGO

In 1999-2000 Shell ran a £50 million co-branding campaign with Ferran and LEGO. Some people might
have thought that this was an attempt to persuade people, mainly in the West, that Shell's controversial
attempt to dump the Brent Spar ol platform in the North Sea was not a true reflection of the company.

However, it may be more accurate to say that Shell was seeking a ‘brand image transfer. In the petrol
retailer market traditionally driven by price and more price promotions, Shell wanted both Ferrari’s sexy, sporty
image and the family values of LEGO. Furthermore Shell was and is no longer only in the petroleum and oils
business, where price promotions are the main focus of marketing activity. The company is also involved in
food retailing, where loyalty programmes are important.

What were the benefits for Ferran and LEGO? Ferran gained sponsorship and royalty income from model
car sales, while LEGO got mproved global distribution. The co-branding strategy involved the use of ten
exclusive small boxed toys and a big Ferrari LEGO car carrying a Shell logo. Shell wanted to sell between 20
and 40 million units of LEGO globally, and the deal made Shell one of the world's largest toy distributors.

Source: adapted from various public media.
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What is this?

randing involves sight, sound, \
, touch and taste.

Gensory /
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What Is this?

/When a famous person uses his or her \
status in soclety to promote a product, it
Is called

\Celebrity branding /
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EXHIBIT 14.4 Madame Tussauds - a brand which brings people closer to
celebrities on a global basis

Barack Obama (London) and the local Chinese popstars (Twins) (Shanghai)
Madame Tussauds London (lefi) and Madame Tussauds Shanghai (right).
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Determinants of
value of celebrity licence

Celebrity Q score
Product being promoted
Quality of licensed product

Amount of design control
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Steps involved with
International celebrity licensing

O ldentify the rights involved

O Negotiate the terms and scope of the
licence

O Determine the payment and other terms of
the licence
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Dynamic customization
of products

Modularity }
Intelligence }
Organization }
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EXHIBIT 14.11 Business models of Dell and HP

In the personal computer industry Dell and HP are worldwide market leaders. However, the business models
of the two companies differs, as the following table demonstrates.

HP has business systems of the type traditionally associated with branded products. It has high R&D
expenditure, low-cost, low-variety, large-run manufacturing systems and a one-month finished products inventory.

Target customer

Value proposition
Value capture

Buiness sysfem
RED
Manufacturing

Supply chain

Marketing
Sales and distribution

Dell

Knowledgeable customer buying multiple
units

Customized PC at competitive price

Through pushing latest components
upgrades and low-cost distribution system

Limited
Flexible assembly, cost advantage

Made to order; inventory: one week, mainly
component

Moderate advertising

Primarily through sales force, telemarketing
and the Internet

HP

Multiple customer segments with
varied needs

‘Brand' with quality image

Through premium for the ‘brand” and
reseller push

Considerable

High-speed, low-variety, low-cost
manufacturing system

Made to stock; delivery; inventory:
one-month finished product

Expensive brand advertising
Primarily through third-party resellers

Dell primanly targets corporate accounts but with built-to-order, customized PCs at reasonable prices.
Dell has minimal R&D expenditure, a made-to-order, flexible manufacturing system (which puts Dell at a slight
disadvantage compared to HP), one-week parts inventory and an efficient distribution system. Dell has been
a pioneer in PC sales through the Internet. After a decrease in profits, Dell decided in 2009/2010 to change
their business model towards a more standardized mass-production model, with focus on cost reductions, in
order to stay price-competitive in relation to their main competitor, HP.
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Service and
support

Fault-finding system
Repairing
Other services

Internet

ofsonioe Prodict mocifatins
Logistics innovation/ Design
Development New product

features may be
transmitted directly
into the p