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Development of the
Global Marketing Plan

Part| -V

Chapter 1

Global Marketing in the
firm, pp. 5-7
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On the blink—the EU's bad crisis
The Covid nostra: crime and the pandemic
Starting a businessin a slump

Economist [Essesses

AT 16TH-ZihD 2000

Goodbye globalisation

The dangerous lure of self-sufficiency
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The Today

Economist

Weekly edition = Menu

Leaders

May 14th 2020 edition >

Globalisation unwound

Has covid-19 killed globalisation?

The flow of people, trade and capital will be slowed

Lusa DUiblne
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In these Covid-19 times:

We are stuck as persons ........
But data 1s flowing across borders more
than ever ......

In Global Marketing this means that
planning & data management 1s
becoming more and more important ....
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Global Marketing =

‘Global Marketing’ and ‘International Marketing’ are synonyms, but ...
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GM, 8e, p. 16:

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:

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

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

stransfer knowledge and ‘best practices’ from any of its markets and use

them in other international markets.
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Global:

Incorporate your business
into the digital globalization /
era through the mobile apps/

WWW.goappX.com j| /.
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Local:

Localization

Localization refers to adapting your mobile
app to the language and cultural requirements
of your target local market.

Instead of translating your app
name from English to the local
language, consider renaming
your app to something that is
more relevant in the local

language.

Other elements that should be localized include:

" Language
interface Metadata guacg

(ul) Symbols
& icons
Time
Date

Colors

Currency
formats

Privacy
policy

Graphics
& design
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Figure 1.1: The five-stage decision model in global marketing

Part I: The decision whether to internationalize
Chapters 1-4

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

Part Ill: Market entry strategies
Chapters 9-13

i

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

i

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

—

—

Lol
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Figure 1.2: Development of an international marketing plan

Tools used in different stages (references to the book) | Process stages Description
PART I: The ‘nine strategic windows’ model: - Introduction:
THE DECISION T E—— ] Introduction: : The international marketing plan is based on a firm's mission
TO INTERNATIONALIZE pEs— Purpose of the international marketing plan (purpose of the business) and vision (where do we want to go).
Local global v Global Developing an international marketing plan is the systematic
3. Enter |6. Prepare |9. Strengthen process involving the assessment of market opportunities
Mature o new | bff?f ; your global Should th int tional combined with the internal resources, the determination of
55 S el a'zla'“’" POSTON_ | | o apter 1 QUCILS com;:?]m;?go e eEnona marketing objectives, and the plan for implementation of the
ﬁ; o pre e orno international marketing mix. The plan describes all the marketing
$5 markets | international [ alliances activities that the firm should perform during a specified time
g erkets period (usually one to three years).
E E 1. Stayat 4., Seek 7. Prepare . ;
- home niches in fora What are the competences of the firm and . -
(REETD international buyout s bz utilized internationally? The ‘nine strategic windows’ model:
ket ) This model uses industry globalism and the firm's preparedness
+ as criteria for deciding if the firm should go abroad or rather stay
Benchmarking - competence profile at home.
Value chain  Very strong Above Average Below
functions average average B h K t il
Upstream enchmarking - competence profile:
(Ei;":]':g;”u"zfi;;)sca'e 2 d’%uﬁlﬁer S 2225 20 The customer-perceived value of the different competitor
Product development wanfs '7\/ Internal analysis: External analysis: offerings along the value chain provides the necessary input for
Intemal logistios Identifying firm Match * Political forces determining where the firm has got its core competence and
Chapter 4 | COmpetences Valeh o Economic forces | where further capabilities should be developed.
B nstream Critical success factor o) et =+ Inte.rqational * Socio-cultural
Market knowledge L competitiveness forces SWOT-analysis:
Personal selling T )( il (Chapter 4) * Market size Strengths and Weaknesses (inside your company)
After-sales service H -] (Chapters 5 and 6) | Identify internal strengths and weaknesses of your company. For
ete. Earty warring SWOT-analvsis example education-level, international experience and reputation
Y in your area of expertise are most likely strengths.
+ > Internal | Strengths Weak- Opportunities and Threats (from outside)
PART II: Total market:  Countries entering nesses Identify, and rank by order of importance, any threats or
DECIDING WHICH the screening process Oppor- opportunities your business may face from outside influences.
—_—— " Threat External ) ) ) . )
MARKETS TO tunities reats % The whole issue is to find the right match between the internal
ENTER and external analysis, i.e. where in the global market can we use
our special firm competences?
.. IMS = International Estimation of total market: Numbers of buyers x average
Segg:z ;eil:;n/ gifeenmg VEren Sl consumption per year.
\ process in Segmentation: Relevant segmentation/screening criteria
Chapter 8 B2C markets: Demographic: age, income, occupation

Psychographic: lifestyle, preferences, etc.
Geographic: Countries, regions
Behavioural: heavy, medium, light users

B2B markets: Demographic: size of firm, type of industry
Economic: Buying power of customers

(Continued)
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Selectior of target
market /| country

Positioning in
target market
relative to
competitors

5%

Objective in three
years (15%) for market X

time

See

Screening
process in
Chapter 8

Selection of
target market

* Geographical market: region (Western Europe, Eastern Europe,
Far East, North America etc.) country or area in a country

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

Competitor
analysis

Ci
You'll discover your company’s competitive advantage —
the reason customers do business with you instead of your

Positioning in
chosen target
market

Marketing
objectives in
target market

PART lll:
MARKET ENTRY
STRATEGIES
Entry mode strategy: Entry mode
Hierarchical modes strategy
Increasing N
i Intermediate modes | See Chapters 9-12
Export modes
PART IV: Marketing mix plan (per country and overall)
DESIGNING  [Marketing mix (activities) | Year 1(t;) | Year2(t) | Year3 (ts)
THE GLOBAL
Product New New Develop i
MARKETING | Features, quality, name, variant product new tech- D.e Ve|0p|l:19 the
PROGRAMME | guarantees, packaging, line and nology / international
support services services product marketing mix
Price Keep Lower Stabilize (the 4 Ps)
List price, additional skimming | price price
services prices, credit price
facilities, terms/conditions, See
allowances Chapters
Place Selective Expand New int. 14-17
Distributors, wholesalers, dist. distr. with markets
retailers, locations, new
logistics, e-commerce partners
Promotion Keep Development | Personal
Advertising, direct mail, current of social selling
email, publicity, sales advertising [ media
promotion, personal selling, | media campaign
PR, social media
PART V: Implementation | Year 1 Year2 | Year3 | Responsible
IMPLEMENTING | of marketing
AND activities
COORDINATING | (= Quarter) |Q1f2} 1la2) Yjazasfa: See Implementation
THE GLOBAL i XX Chapter 18 and Cross-border
MARKETING | Emails XY negotiation
Dx YX
PROGRAMME Personal selling YY

ol ition. By observing the actions of your competitors,
you might learn more about your market. For example, does

a successful competitor offer reduced prices in a specific
market? If so, what might that tell you 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 more profit with the existing
resources base in your company (‘blue-ocean strategy’).

Marketing objectives:

Meeting 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.

In other words the objectives should 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 reality check:
do you have the resources and competences necessary to
accomplish your objectives?

Example: Increase market share in target market from now (to)
5% to 15% in three years (t3) — Is that realistic?

Entry mode strategy:

Once the firm has set its target objectives in target markets the
next step is to choose the best 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.

The following characteristics are connected to the three types of
entry modes (seen from the manufacturer’s perspective):

* Export modes (agent, distributor): Low control, low risk, high
flexibility

* Intermediate mode (joint venture, strategic alliance): shared
control and risk, split ownership

« Hierarchical modes (Own subsidiary): High control, high risk,
low flexibility

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 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 through different channels? 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.
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Figure1.2: Development of an international marketing plan (Continued)

Internatlonal marketing budgeting (three years): Marketing budget:
LT L T A marketing budget derived from a tactical marketing
Year 3 1 SID N UKIUS ...| = strategy must have adequate resources allocated to meet the
UL T T 7 f performance objectives of the strategic market plan. An estimate
Year 2 1 S 1D NJUKIUS ... :_% i el of market and profit performance is r?'lade for each year of a
Year 1 E s E D E N i UK i us i - i 5 e (s e 3 year strategic market planning horizon.
Concerning the figure at the left, the international marketing
Total market size (invalue) , |, manager / director is responsible for maximizing the total
X . N : X X X . ‘Marketing contribution’ for the whole world (Z). In order to
Market share L optimize this total marketing contribution (Z), this person has the
-~ ~"~"~"~"====777777, (it it ik kb b right to coordinate and transfer marketing resources across
Total sales ooopooo0o0o0 borders, by cooperation and negotiation with country managers,
- variable costs N who are responsible for maximizing the ‘Marketing contribution’
':' '}o_tezl ;:c;n_tri_b:ﬂ_io_n_{ T 'E' - 'E - E T :" - 'E‘ - 'E' - 'E' . for their single countries.
_________________ L Y e
. ' | | ! ! ] | Organization of global marketing activities:
— Marketing costs: 1 1 1 f i 1 1 Diff. . . Lo
5 0 0 o . 1 ifferent options for organizing these activities:
¢ Salary for sales force T 7 ‘ i 7 0
* Advertising : : : : : : : * Ad hoc exporting
(newspapers, journals) 1 ' ! ! ! 1 * Functional structure
* Exhibitions : ' ' ' ' ' . See ! * International division structure
* Sales training I | | Chapter 19 « Product structure
* In-store promotions I T S T T T Organization of * Geographical (customer) structure
¢ Social media campaign : : : : : : : — global marketing * Matrix structure
¢ Other marketing costs ! g J : : : g * Global Account Management (GAM)
1 1 1 1 1 1
= Total contribution 2 ! ! ! ' ! ' Marketing control:
(Marketing contribution) 1 ' 1 1 1 Planning and budgeting are the main formal control methods.
AT T T T T Feedback The budget spells out the objectives and necessary marketing
0 costs to achieve these objectives. Control consists of measuring
actual figures against budget figures. If there is tolerable variance
The different country managers are 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 | industry average.
C;fg:;mi‘:fttgf:;%?ﬁﬂ;;ﬁ?;ﬁ d i Problems. of .international gomparison inevitably occur, like how
negotiating with country managers Marketing control budgets in different countries are affected by currency
fluctuations during the budget period.

Source: Hollensen, S. (2008) Essentials of Global Marketing, FT/Prentice Hall, pp. 6-9. Copyright © Pearson Education Limited.
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Financial consequences of the
Global Marketing Plan
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Figure 19.14: Int. Marketing budget 200X and its

underlying determinants

Examples of underlying determinants

-

Market potential

Market leader
determinants

Firm X’s
uncontrollable
variables

Market penetration
Product/service in general

Service quality

Product performance

Product differentiation

Customer support

Price perception

—1 Market communication

Distribution channels

Brand image

Cost factors
(economies of scale, etc.)

Production technology

Acquisition of new customers

Retention of existing customers

The most interesting figure for
firm X’s marketing department

/

L —

/

\\

Firm X’s controllable variables

Country or
customer group
X

Country or
customer group 2 Total
n

Total market demand

X

————> Market share

(firm X)

Country @

Customer (sales) volume (units)
X

Price

Total revenue (budget firm X)

—> Variable cost

= Total contribution

| > Marketing costs

= Total net marketing contribution

— Operating expenses

It is the responsibility
of the marketing
/ managetr/director to
maximize total net
marketing
contribution

= Net profit (before taxes)

It is the responsibility of the
CEO to maximize this figure

@ Pearson

Copyright © 2020, 2017, 2014 Pearson Education, Inc. All Rights Reserved




Table 19.4: An example of an international marketing budget for a
manufacturer exporting consumer goods

International marketing budget Europe America Asia/Pacific
UK Germany  France us Canada China Other
markets
Year = A B A B A B A B A B A B A B

Net sales (gross sales less discounts,
allowances, etc.)

— Variable costs
= Contribution 1
= Marketing costs:
Sales costs (salaries, commissions for
agents, incentives, travelling, training,

conferences)

Consumer marketing costs

(Social media and other online
marketing costs, TV commercials, radio,
print and sales promotion)

Trade marketing costs (fairs, exhibitions,
in-store promotions, contributions for
retailer campaigns)

= X Total contribution 2

(marketing contribution)

B = budget figures; A = actual.

Note: on a short-term(one-year) basis, the exportmanagers or country managers are responsible for maximizingthe actual figures for each country and minimizing their deviation from
budget figures. The international marketing manager/director is re sponsible for maximizing the actual figure for the total w orld and minimizing its deviation fromthe budget figure.
Cooperation is required betw een the country managers and the international marketing manager/director to coordinate and allocate the total marketing resources in an optimum w ay.
Sometimes certain inventory costs and product development costs may also be included in the total marketing budget (see main text).

Source: Marketing Management: A relationship approach, 2nd edn. Financial Times/Prentice Hall (Hollensen, S. 2010) p. 583, Copyright © Pearson Education Limited.
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One of the most important metrics ......

Break Even Point

Break Even Point
(in units)

Fixed Costs

Contribution Margin Per Unit

Compare Break-Even with the necessary market share, in
order to reach Break-Even
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Development of new international markets 1s very similar
to a NPD project, concerning accumulated cash flow ......

New Product Development Cash Flow Profile

_|_

Time

Cash flow

T ' |

Development Mass production Profit period
costs including and sale revenue
NRE

Project is self Break-even point
funded to this in the project life
point cycle

NRE = Non-Recurring Engineering costs = Any costthat is spent as a one-off costona NPD project
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Remember the next Online session about
Glocalization Strategy
on the 4th November
10:00-10:45 AM

Global marketing strategies

Globalization Localization

(Standardization) (Differentiation)
= =
100% 100%

Global low-cost
production and
selling

Global roll-out G LO CAL Flexible response

to local customer
of concepts/ (G'obal + Local) needs
high speed -

Culturally close
to consumer

Regional
and local market
penetration

Low
complexity
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Thank you !

Questions are welcome now or
later on svend@sam.sdu.dk

Global
Marketing

Svend Hollensen

8th
edition

P Pearson

= ——i d

T Y
e R U L
"“"’ ,-. m - b i o

(SDU University of Southern Denmark, Senderborg)
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Questions sent in

1. How important it is to address the needs of Bottom of the Pyramid group while developing a
Global Marketing Plan?

2. Whatwould be, according to you, the strongest competitive advantage allowing companies to
positionthemselves betterthan their competitors that certainly needs to be emphasizedin a
Global Marketing Plan?

« 3. Whatis your opinion on highlighting the societalimpact/value forthe society that the productor
service offers in the marketing message, and do you see a need of integrating a separate section
on the "value/impact on the society" in the Global Marketing Plan?

* 4.Do you think with the (rather uncontrollable anymore) development of technology and social
mediais it still possible forcustomersto gain a real insight into the value of products or services,
or it can be easily manipulated (for example by buying paid reviews or likes on Facebook)?

« 5. Although, it is hard to generalize, do you think that companies, while having access to an
immense and tempting amount of Big Data on customers and their behavior, are able to meetthe
standards for conducting marketing research and refrain from buying data/market insights from
third parties?
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