Chapter 6. Global Information Systems and Market Research

Information Technology for Global Marketing

; 1T AEE MM (creating), KA (storing), M8 (exchanging), AF&(using), 12|11 ¥ (managing)shs ZA9] 28
(process) 5 7}1271th & E0] MIS(Management Information System): Z@RIQ} T2 JAIAFARESNA FALS)
293 TAE ALEQ FHO| SEE AITIE MISe S AEE #RIsk] Qs AMgSH: Stegojer Az E o] A
AHE TIET]e YEkEQl gojoltt

; MISE ZZE$ AHEE T (gathering), B4 (analyzing), £F (classifying), A& (storing), AM (retrieving), &)1 H
3(reporting)8h= SThE AZ5tojoF Bith MISE T8t 1743 AMAE S 7199 8F g0 UEiAE 5% &
Wg TEL Global competitione E3}&Q1 MISS] AH8o] UQ8re Z= (intensify) 8T}, B 7|¥E0] IT] B2 T4
g st «

; olEe BAle BE 7IY9 HFH StEoler AZEQOE Hadolt SAE St St 3IXH(Beneficiary) 2HH
Microsoft7} QUT}. (WindowE FMAZCRZ AME3l] w&)

; Intranet : Private network that allows authorized company personnel or outsider to share information
electronically in a secure fashion without generating mountains of paper. x
; AEERIE ofF Y 7Y AR AAH 4F dgs $ESTh (Amazonollth Delldt & AHARE 7Y
{Real-time Enterprise}&= QIT}.)
; RTE BE& B4 QU HKo] HUF WA +8HHA SR Hatal AU
al

k.
; BoeingZ2 A& Boeing Online Data®t Z2 =21¢] DBE 2¥35tal AT

; Electronic data exchange(EDI) : Allows a company's business units to submit orders, issue invoices, and
conduct business electronically with other company units as well as outside companies. *

; EDIOl 2 E7Z 71t sl Transaction Format©] Universal SHCH=E Z10|C)

; Ol THE 719 o] HFH AlAHo] e Aol olop|stes Feth (hEAQ o= Wall-Mart)

; Wall Mart®] 22% Internet EDI AJAEIOR HSkSIHA ARt HIRS ZFokstal Urh.

; Aue 29 A3t (Poor operating result)e 7199 W/QF Aol tist 2ES xRt HREE JIHE 4 At (g
0] Adidas AGS Hl= RAto] AZ2 LEE ZAFEES AR YHEE?) Ml - thet AEERR Qithe g 23
WC}) Benetton SpAE MISE Ak A4 T8 AMESHZ|E FCh BE 7-Eleven WAL T2 mjzal 2AHE HE o)
AZxlo] Utk
; AAISHE 71980l 7HE4 BE economiesE GASIEE g EULE ITE ER0] He 7S Bol Algsith
KHvendor)@te] EDI linkE 4mjA(retailer) 0] Aal #E] 2 hot-selling productE AAloll(timely), Hl&-S3F
(cost-effective) O restock dH= AE 7Hs3HA SiTh
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, Efficient consumer response (ECR) : Joint initiative by members of a supply chain to work toward improving
and optimizing aspects of the supply chain to benefit customers *
; ECR A&EHE o] Adth Aol RE Aol EPOS(Electronic Point of Sale)AH2E &3t AE
o SHE T ofEA 2+ REZ AHIRE FEFgo] ofBA GERIEAIE AEE 4 Ath
ol Xl mIojMut R3AEL YXE, FX EuropedlAE= AREE Il QUTE. RFID9F Z<€ Supply chain
innovation'™= ECRQ] momentume S7HA17]al QUTH
; EPOS, ECR & 7|E} IT E7EL 7|YE0] AHIAE AFst SHEE E/R71E 588 Z7H7ILE 4amase 52
AT AHIRF BAOE personalize ¥ differrentiateshs MBS ksl Aot POS A AR ©al, electronic
smart card®} Z2 S5 Z2J¥(loyalty program)2 T o] Uigh 5% FRHE AITIC)

=)

b

[l

; Customer relation management : A new business model that helps companies collect, store, and analyze
customer data *
; @A) CRMo| thsh #-& CRMO] 7193t &HIAF Atojoll arsF AFLAOIM (two-way communication)?] 7HXE
Fojsh= #@stolghk= Zlolth
; 7190 14 2 U2 7Y 13 7IKE 2E FJEH (Point of contact; touchpoin)AIRE $-5H= 713]0]Th
CRM &7 ofmst 31zo] 74ak ZhRIQlal (valuable), AAlo] 1129] HQof 714A W E customized® AE3t Al
HIAE AESIES St At olgE7|w SithH CRME EiUt ZYES Hub MAMAQA wEal 7|99 ojdg &

tAE & e Aot Eot uAolA 87t 74K J&FI AHIAE AIdshe 8% 7

1)

& 29 Aolth

; 7199 CRM ARSS 2 74K HojA Hulsich AR dZolA RHoja, ThE AL ohlth YRE F4A9 ITE 8ol At
ESIEE 5lal, UMAlE ot 38 A3t E2 F9 CRMS ZEE HAI0jA] ¥HE 11749] needsE o536kl ¥HES3)
T2 & 4 k. (EF Amazon, TiVoQ o7} Q) EFH CRML ¢ WEX}F melbke click patho] 718k T 9l

=]
Ch SHAIEE QIEYl AMERH= 7I¢o] 59 dsd Tle FHGI Uths AKS UA] ESith
; BMA] challenge= 120 thsh RS ARRIS 7IREE AFEE Efsie Yot} o= wfuf2 "360-degree view of
the customer'2}11% ETC} 0|2t challenge®= global marketollA] EgEoolth, MlA ZHXA &= AHS)AH(subsidiary) &
7¥2] The 2HIRF Alg e ARSSHAL BE U1Y ol AI¥sHA] Eole 4% CRM AES AFSE % AUrh olzfsh
AL A AEJH= global CRM Z2IHOR oldsketal =Yg}
; 7P AHA) Bl sales force automation(SFA)QF 22 TAAQ Ao ZHE T ZAolT)
; Sales force automation : A software system that automates routine aspects of sale and marketing
functions such as lead assignement, contact follow-up, and opportunity reporting. *
; SFA Al2®le miE Hg3 oAE AR §itdg BENE &= Ul ofH SFAE sales campaign® TF
™, o] EW mass mailing and conference &2 convention attendee follow-upQ FH|Q} #TIE X|Pe
OTE].
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; CRM AlAEIE F9isH=T] 598 3 IAlE SFA AZE0IE &83H= Zolth o] THA0IAS CRM =3 & FAANAo]
A QEY ZE=E & 7HsT sales representativeE A33she o] € Aotk s s flsiA EE miE Es5E
QolZut VISR QTetes g & Utk FAZ oY, 17 MHlA 9 T2 71sE0] A2 FrhEh

; Privacy olsre ZHLISHA HAQICE EUMA Directive on Data Collectiono] 1998 o5& &MsHATt. CRMS
AMESE] 7HQl AHIRE AFRE Rshs 7I¥ES & EU =719 o] 9ol §ith Esh Ukt 719 JRol tigt Al
SHe Itk 20009 US Department of Commerce®= EUSL Safe Harbor &0l $Oi=t), ol mjZoA RECRE R
& A&she 7190 tist i) BrR Bs Ao gt Aol

; Safe Harbor LI& x
; @ The purposes for which information is collected and used and the means by which individuals can
direct inquiries to the company
; @ An "opt out" option to prevent the disclosure of personal information to third parties
; @ An agreement that information can only be transferred to third parties that are in compliance with
Safe Harbor Principles
; @ Individuals must have access to information collected about them and must be able to correct or
delete inaccurate information
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; Data warehousegtal 2] HOJEH0]A7F CRM A|IAEIS He Q4oltt, ol TIE V[sER 88 4 .
7L ofd AFFEE Ayt FEEIRKE ARZSI0] data warehouseo] Fg 4= QUTE 3L o] $ TS QIEH o]~
9] sl A8 AEW (linear programming)OlLt 317 B4 (regression) It 22 BT 7[HE AMESto] TRt £4
(multidimensional analysis)E $8eHs 548 £2ZEo7} ULt ol AAAE0 HHE Wi 248 TE6He] HEs|
= 34 0 IS 4 Ade s VHES & Fth

; Datamining : use of powerful computers, advanced statistical and other s/w to analyze large databases in
order to discover hidden patterns in the data. *

; QEUE 7Y AR AEE WA oR Hio] stk ol §Y
A U Zolth. (d&&Q1 o). Mittelstand in Germany)

; SFAIEF EDI, ECR, EPOS, SFA, CRM it ITS] T}E FHE0| HE ol#E Hsi7le 2L oitth X Al2dg
A, ZF)SE 8 FEske AYe 7199 WA Ql ks wekl 7]ofshy QA (coherent) ZEE|Ojof L
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Information Subject agenda and Environmental Scanning Modes
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pl

; 23] "Subject Agenda'e 7]¢o] TAIEQl Q7o Bxol| WA T (tailored) Fojok ST

; O] frameworkE 2719 SEFQ] 71ES TEATICH

; @ It is all the information subject areas relevant to a company with global operations.



; @ The categories in the framework are mutually exclusive.

; Subject agenda’} ZEEW I T ©A
(search)& E3} o]20& 4 Yrh

rr

AREQl XM3E FHSHe Aolth ol ZE(Surveillance) Z2 AX

; Surveillance mode : The marketer engages in informal information gathering. *

; A AFOl ZEE E tHlEE A AANAS JAEQ 71519 f1Fol tisl Aoz FRE #STIojoF Sl
E<2 industry, business, marketplace, J2|1l customerd] TSt BE ZE €7] Hsith AET JAE duHE
2 P oR FHo| LEAY|E S7HA BRHOITh ESE global marketers f1dg SalA WAAS FA 2R
S Hie 53 Zof Sith olet YekEQl FHo| tiet =& #=(Viewing)olgtal T Thek 7ol tis
HoE o] e FAF AUHH marketerS2 SESH S V1€ FH5HA €Ut ol ZAl(monitoring) 012
=l
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; Search Mode : Characterized by more formal activity. It involves the deliberate seeking out of specific
information.
; Search? EF
; Investigation : Ol MTIHCE ATHE L HIFAIAQ Fefo] ot W2 RAks S8 FAo theh 4A
2 ETUE S04 7IAE gAU Mg AFEE Ag BF & Atk
; Research : EQT 580z EFT FRE 5] I8 stz 7xske =go|t}
; 8 AT AP Bite 75%9] dRIV BMRLOE d5g SoiA dojRitia Tt SFAIE viewing modes
13%9] £Q%t /8 FRES W5IIl monitoring2 60%E AFSISITE 0] 271X QAFEL viewingE &Sdl é
Ar7t 2gE] Aths Ae uisitt. 7Rls ‘?%%*6}711 Aoje A Ao 2FEA @ FEol =& F= A
EHOP Agte dEob FEATE WE B Aglop) BE ZARE Aol 7Yool dEE 7Hsdol EA g 3
E5E Ag M) ol oldFo|tt. rational) ShAREE 718HQ BH oA ¥ & REvs
@H AF=9] =& (exposure) I Hf( retentlon)“: AejFolrt.
; U BAIRAS RAe 98 Ao Wsh QAR @t FEdl gElME 8ol Stk &tEolY]
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A 278 AlAEe 7]%101]71] EROJ HOZ UENE ¢ e X #ASTIooF OHZ} ITO ile A& FH
S5 S7IAAW sA0] O399 7IYo) st 849 BT TUHAIACL(?) V& Bde 229 VYol 5%
FHo| gt ¥E AlE }?:6}5% TEQICE AR BRE 55t —v-HHOE GAEQ A A full-time
scanning unite e L7t A7A =ATH

; olE BE ¥ske dHO 84 (availability)o d&g 7IFCh ot A% B FAE FHO ZZHOE ¢ HHsh

; Information overload : It occurs when executives and other company personnel cannot effectively assimilate
all the information available to them. x
; SHAIEE Be 71¥0A Ahd EEs Tdste 84
o] A& VAt & Zg7lo] o] & gYo) EH‘H Age e
Shtel publicationg Y& S4 ot

BIQT FES AdEsle 7 £2 WY ¢ To carry out an audit of reading activity by asking each person
involved to list the publications he or she reads regularly. 2|2E9S] &% (consolidation)2 &S (surveillance) ] H
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?l(coverage) & HIITE
ITE g5 3Est 2xlo] st sidzig & 4 AUtk SBCY ARoe WRASRE MEE 249 80%7t TEA/ZL ¢3]

A ZE=rhHe AE Y51l Case-based Reasoningolzhs QI3As 71€g ARSI "know-how pool project'S Al
At o] 2 AlAgo] FESHH AFHE ASCE Qs FRE FolETh E3 ARSANY] Z2atdo) B A2 FE
£ "intelligent agent"7} Zo}F7]1 % SHICH
; AAHOR Global organization2 UFES & Q7 Qlth

; An efficient, effective system that will scan and digest published sources and technical journals in the

HQ's country as well as countries in which the company has operations or customers.

; Daily scanning, translating, digesting, abstracting, and electronic input of information into a market

intelligence system.

; Expanding information coverage to other regions of the world.

Sources of Marketing Information

;B2 71Y0A OAEES Personal sourceolA 2/39] ARE derh QR FRO AUHES VY9 ASAE
(subsidiary), A€ A affiliate), X% (branch) SollA] LT

; AE ol kES U 7199 & 9 7Hed shtolth 2E He HiZole B WA g0 EMfskeUE, I8
2 U 71¥ol7]of olgh Atalol thsiAl= FAIE 4= ol gich

; EORE 523 R AAE T E(friend), X|Q1E (acquaintance), DEZQ SX|E (professional colleagues), HHAEHE
(consultant), Z12]3l prospective new employee S0] T} HR|Ho] EQSH olfE, 150 A™AMIA IS 7Hs40]
Q7] wEolt}. (o] FEet FHE ExlE w2t M2 Qo] AYE viE uf |28 HE BAE opIAIZI7IR $ith

; rapporte} 71Q1E BAE 27| 918 oIFT Pt (contact) S MR EQSITE A RFOREE A 3/49 BEE i
Uae EsA A/ ojust AR e WHoz Adsyloe YR dus Aol7] gEolt}.

1t ARUA IR SR8 /AR AEHA 9 98 (dynamics) f1of AT

; Direct sensory perception(ZF ZAZ& XZ+?) : It provides a vital background for the information that comes
from human and documentary sources.

; ole & A TUA BEe Ao] AFAFeE £ AET Wk Aolth

; OISt Direct perception2 7192l = AIF0] global playerd] 28] SHE I g W] ER3ICE (MS7t XboxE &
Astds wel &g o)

Formal Market Research

; Market Research : Project-specific, systematic gathering of data in the search scanning mode. "The activity
that links the comsumer, customer, and public to the marketer through information" *
; Global Market Research : Market research activity carried out on a global scale. *
; T o7lole gE7F E55E dio) ks & 598 =7PE AojFgsEg d4sta vheshs Zol Eesith o
Z7101& cultural, linguistic, economic, political, religious, historical, 18]l market differences 601 ATk
; International Market Researcho] F718o% WA 4/IX] QA4S [ *
; @ Researchers must be prepared for new parameters of doing business.
; @ "Cultural megashock” may occur as company personnel come to grips with a new set of culture-based
assumptions about conducting business.
; ® A company entering more than one new geographic market faces a burgeoning network of interacting
factors; research may help prevent psychological overload.
; @ Company researchers may have to broaden the definition of competitors in international markets to
include competitive pressures that would not be present in the domestic market.
; Marketing researchE &h= 274K W4 :
; @ Design and implement a study with in-house staff.
; @ Use an outside firm specializing in Marketing Research.
; 22U d0e o] 27HE I§hehs Ao] Eth

Step 1. Identify the Information Requirement (B Q% AX AH)
;o) AR RARE UQA O 3 AREEO] AlEE SHHE ¢ Al ThE ZAg ®Bal o AR "oVl AEdo] Az
Th BOPIA Bl wek wRl ETHE AlRE ol ANl Roleh RE Akl A Aot 2 weke
o3k,
; Research U7l &1L 718171 UERD Thgoll JEh 919 Akl AAs X*E‘% "HRIEQL o] AA 17
oz v $ JAE7N" 71 € Aolth Ak niAE A F FojE EAle v E¥ Zoju tHERICE e E0]
of & 27HA] FES "o ¥ FEI7F Qe "o U7t o] FRE HWQFE S OIE}.

Step 2. Problem Definition - Overcoming the SRC (EA| A9])

St AR ZiXIQ Aldo] ThE Uzt Bt uUetE "7t uf IS HIFTHA Self-reference Criterion(SRC)E
J1#3tojok ST}, (Mattelo] BarbieE Qo] Z=@isto] Aufist AolA/alglo] TIZURE MRS o Aufist #Ao]x)

; olEs A AlEolA & & A% =9 Ao HEES E PEe ZRE ZoZ wEEY] gt Global marketo]
o wols "eyes wide open'"sh= AAE ZhAor ST}l E3] MarketerSS SRCVF 7HRlE Qo] ois) & g1
Qojof St



; 0710l B7HA &o] Qlth «
; @ It can enhance management's willingness to conduct market research in first place
; @ An awareness of SRC can help ensure that the research effort is designed with minimal
home-country bias.
; ® It can enhance management's receptiveness to accepting research findings--even if they
contradict "tried and true" marketing experience in the home country.

Step 3. Choose Unit of Analysis (B4 ©¢] A=)
; Ol AIAIQ o= RIYolA 7]1Y0]l businessE Al&SIofF Gt g X<jo] B ol tishA Foist B2 As &
Ot A3t TAELE
; BA u9lE vl Zk(single country)Z7F 8 % 3l Europeo|l} South AfricaZt 8 & Uk ojHE AL
global®l segmento] FTAAS ¢ Atk BE AZ ZY BZAO =7HHQ 7#129] Al (country-wide data)”7h &
2 ohth 238 B4 ufIEe 54 EAL F A9 50| FFES) (g 59 S=9 dRo: dslolo =

Step 4. Examine Data Availability (7}F&8t Ri& ZAD
; o] BAOA SR8 AL AR 7Hedo] thst Zolth. ofE Agrt S ojof shertehs R0 tig g§e o
Zolth. FAl AFSE = U= ARE AISSHe Ae AR HI8S e 4 Qut FukEQl miAY |79 4 &
=3t AlRto] =t
; B2 Hgos e XX 2 X' £ s dEHe 24 desk researcholAEE AIFHLCE "The key to
creating a cost-effective way of surveying foreign markets is to climb on the shoulders of those who have

o rr

gone before." *
; HAEZE 88 ME 1R AZEAES BUKtaA 8 o, 24 2R} RS (secondary data)RE AlESR=s 20]
.
; oll) Personal files, company or public libraries, online databases, government census records, and
trade associations
; Ol50] secondary datagtil EZ|E OlR«= olE0] 58 A+ FAIE Qs ¢8€ A&7 ohr] wjiolch
; olEE REE Y 4+ Y& Xole NTDB(National Trade Data Base), STAT-USA, FCS(Foreign
Commercial Service), VTC(Virtual Trade Commisioner), DFAIT, ... 50] QAT
; B2 7SS GNP, GDP, AHl(consumption), FAHinvestment), &% A& (governmental expenditure), 7}3
4 (price leveDoll et RAIEE A3 A7 F7], ddo] WE A+ Bx, A+ HBEWN E dTEAF 7IEE
= AAIECE Shipper's export declaration("ex-decs" or SEDS)0l 7§tgt & MAx BAER EX|sich
; T3 The Statistical Yearbook of the United Nation2 =9, ¢, MAl AA, ox] At & 4H], ed T
o, Fx 9 g 235, 431 714, d8, FA4, 18, 84 718, mjAadtio] S0 tig AlRES @il th 0]9]
o= CIAQ] World Factbook, The Economist ® Financial Times §0] QIT}
; oISt AARES OJEA |8 olE EX olEs Sdl AYe J7 mEs dule Zo]l d 5 Utk o] Al
Z 7181E Erketr] 91t 4] gt A Es At (666 THE olopE)
; FYEE QUU} : Data are compiled from various sources, some of which may not be reliable *
; THEE 23 A T HPZO 29 71918 et =8 & 4 AT, AdAotolA 28] AE AlE Zx
e ooty oF & EFS AR st ge FA= Eoith
; Syndicated studies AT 27t AFFO| FFoIT) (& S50 MarketResearch.com It Z& A Tigst 228
AY Fo] Uit Y ZEE Ffsith 7o) mfe HPg!)

Step 5. Assess Value of Research (@9 7}XIE B7H)
; ol EWE AU ATFAIR AHET 9l B0 BT o] AFE diE IV AIE, XY, E2 22E Al
Aol tiell 35718 sldE Zolt). SHAE Als $EE HIEo] T
; So the plan should also spell out what his information is worth to the company in dollars compared
with what it would cost to collect it. *
; OEtd FEeE AFE JAEH] ojFo Hg o) 831 B4 (cost-effective analysis)g 388 "7} k. (o}
o 52 2IE AP QI8 BEE At B HIEO] H &2 Zo] diolth
; A AA 07 Ze AEES EUE 5ES BAE ofAIRILH e AZEAL B 9 FxEe AlE &
ARl modest8t HIE RETS sigstA Sith 2 AIZS ZAO] AN 2480 FRUoZ ARE/QITEAR

AL

TAE Brelioksle ghate weth etk SAE dede sldstagts olibo] s1&ste del WolA Hl&ol AA

Ei=(inexpensive) A& ZAF @I g AFSE QU QUth

Step 6. Research Design (@7 237)
; TR 2%F AFEU AMSEITHH ATAE HIZ AR B4 tAZR "ojZ 4 Urh ST EXHE SARIEL ATolA
AE7t EMSAl 22 227t g 4 Attt Y 22 1A ARE £ "edo] rh
; Primary data : Gathered through original research pertaining to the particular problem. * (% Data on
hando|t})
; Secondary data : Data collected for some purpose other than the problem at hand x
; Advantage : Rapid and easy, Low cost, Short time. Sometimes they have the answer. x
; Classification: Internal Secondary data / External Secondary data {Published source(General
business data; Nongovernmental Statistical Data; Census Data); Syndicated Source}
; Quantative vs. qualitative x
; Qualitative research : An unstructured, exploratory research methodology based on small samples
that provides insights and understanding of the problem setting.
; Types : Focus group, Online Focus Group, In-Depth Interviews, Projective Techniques
; Small sample size.
; Adv : Insight, snowball effect, creative ideas.
; Disadv : Very subjective, groups can be polarized.
; Quantative research : A research methodology that seeks to quantify the data and typically applies
some form of statistical analysis.
; Types : Survey{ Telephone; CATI; CAPI; ..}
; Large sample size is important. (To decrease the error; increases accuracy)

; A= 39 Guidelines *
; @ Use multiple indicators rather than a single measure. (B ZFPRT= B0 NARE AREE A)
ol JAREEAAR B4 (uncertainty) BEE Z4AAZITE 0l 9131 Triangulation(4Z&8?) Wo] R0l
th.
; Triangulation : A land surveyor can pinpoint the location of a third object given the known
location of two objects *
; @ Individual companies should develop customized indicators specific to the industry, product
market, or business model.
; @ Always conduct comparative assessments in multiple markets
;oole FIHEe o tieksol f4ddEs KA ojmd Aug|leEo]l Jidwojor sheEAlo] thsh
"portfolio"HZHAlE 7Hs3HA Sith
; @ Observation of purchasing patterns and other behavior should be weighted more heavily than
reports or opinion regarding purchase intention or price sensitivity.

; Qualitative Research:= TFS3) 22 2 JESTH
; @ To provide consumer understanding; to "get close" to the customer
; @ To describe the social and cultural context of consumer behavior
; @ Identify core brand equity and "get under the skin" of brands
; @ To "mine" the consumer and identify what people really feel

Issues in Data Collection (K& 39 EA)

; Existing market : Customer needs are already being served by one or more companies. x
; e Z7MolA] o]2igh Existing marketo] TISH AFgE0] QUT). ST AR I27ojAE AE7F H1 AZ2
o] AE ZAFE Fdlsof ohe AL Ul (S=0IX9 Am £8) J-dd 2] T EXdA ¢8E A=
ol o] §le S (inconsistent) ATh (7oA BHtgE T oS0 thsl 27 tlEA U
A1t oA
; O3St A 24 AFRES O A T7], 8 FE(level of demand), 231 AE Fui 2 4H) HIE
g dEsfor Stk 12lal @ AIF appeal, 7H, f5, ZEEHA HLIet SIbdo] et TR HREEQ

o1



7199 g g Frlslor STt (MUEh/SUV AJES] ofAl)

; Potential market : No existing market to research x
; (1) Latent market : An undiscovered segment. It is a market in which demand would
materialize "if" an appropriate product were available, *
; 07101A FMEol B5E7] o1& Q& "0"olth
; A AIEOIA E2FV9 dEe 7199 BHEYoA VRtE A @&l ol 238l8 prime mover
advantage(a company's ability to uncover the opportunity and launch a marketing program
that taps the latent demand)ol 7|¥+& F&= HZF f AT

; R DSEQ AF FA WHo] FAE AlEg @dste AR RO HA BE $E QIrh
(WsJ 2] E21A oF] - nl=olA] Fax 71A7E Ag EQEAS

t}.)

; IEH EdAs 98 SAHEO] fax 7IAS A& @il € Zo] AEZRA Ao JESA @71
mj2oleta FEsitt. molzee AFE, BAY], FUE S8 £719 et AR B AIZ #8% J
T 2Asto] wehiiElR] QU olE2 AE 2 Hd3& AFA EUeW? olEL 71 AA thsh AlE
Hrh= 92 7147} Al&she "benefit'ol] A& ZHE FCH

; (2) Incipient market : Market that will emerge if a particular economic, demographic, political,
or sociocultural trend continues. *
; & trend”Z} BEWEZ] olFof olgfst £7] AFo] AEs SE9tH dIs AF] ELh oA
trend”} BE)UE]7] AJZFSHH Incipient — Latent — Existing marketo] o] Uz 4= U}, (o-
TUAlotoll 1541 o]l AlEEO] 200m AT, o152 Wsol 2 EHl AZe g4 4 ok =8
& S7IZ Qs ASA 2 EVME A ¢ Ath 7L AFA AFo] ZUHoR ST AH)
; ¥ oS PSS S=o] EA Mgt FAEe JHa dttal 28UVl Rk (UK7)EES)
Marks&SpencerZt &5t0] 45 Q70 BEOZ g AHHE He)

e

Research Methodologies
; Survey research : It utilizes questionnaires designed to elicit either quantitative data, qualitative
data, or both. x
; U, dgl S vYe gyoz dEAE HiEste] AARE st
; Global marketing®] A< o] EAI7} g 4 Ath WS HEI} Qle & Adl, TA AFAL Al
AZFRL Atolo] 2 AR e & Atk M HES SuRlY| reference frameg AlHsh=d E28 F
=0, 45 =7lolME olgs AEES HSAl AU 1oFoR ARE e FourIE Sith
; TS SRC biasol] thet EA/17F A& < Atk SRC biasE AEXNE HAT w9 2315 wjdojx HIZE
C}.
; Back translation : After a questionnaire or survey instrument is translated into a
particular target language, it is translated once again into the original by a different
translator, (& HY) *
; Parallel translation : Two versions by different translators can be used as input to the
back translation *
; olst ZHES Ba FH7E T dojo] HESAE stk 2401t
; MEe 235 3ol she AMER e 71 7190l da FEs AEZALS] B9 bias7t 4d 4
Tk (ZEA ARREO] Ql=Qlo] tis] Al 'AtiFolRl= &t ZAF BiA. J¥d A SEAHES
Zgao] 74 2 stk AlgRsoletA asith

; Personal interview : It allows researchers to ask why and then explore answers *
; AF 22 @itz 43" 4 Qrh ST global market research®l A9 M3t WMol AFE AMEELCE
SHAIEE o] HEe 27 1-2%9] QqTto] FSHE ZHAal Y emerging market®] Aol FESISH 1y
olth, F3s sVt 8"l dgkg 7IXV|&E Sith

; Consumer panel : Sample respondents whose behavior is tracked over time x

; Peoplemeter : A system consisting of a monitor unit that detects when a TV set is turned on
and the channel to which it is tuned.

; TIR”E 2 18-34 A AlololA] viewershipo] ZaEE Aol At olge YEU, HITR Ao T B
& AZte Hdth

; OIE fIsiAl peoplemetergl Bele 7IAE AMSSIL

; Observation : One or more trained observers watch and record the behavior of actual or
prospective buyers, *
; ol 29 AXE O
; =R

; @ Sensitive to public concerns about privacy issues.
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YHEES 7IFTTh FX20A S5 hookE ZNEE ARH.)

; @ Reactivity; the tendency of researcher projects to behave differently for the reason that
they know they are under study.
; P&GE] AR

; Focus Group : A trained moderator facilitates discussion of a product concept a brand's image and
personality, advertisement, social trend, or other topics w/ a group comprised of 6 to 10 people. *

; GEHEQl FGe 715 FA 9 17 7199 tiEARS0] E5she vk Ago] dRlE golx FE)

; Projective techniqueE AMESIH ZAMHE FAOl gt Aty 2 Bsst AEg AASt Sg9s &
Sh= S9 FOAROR FAIZL "project” (B EL). o2t SHE BASHHA A= 4HIARE0] EF Al

P

E, BAC 52 7IPES oA AalsheR] ¢ Hrh
; AT LEYE 719 AFSERRE S AUA| (synergy) STHE 2ot AFFQ ARS E5f gt AR TE 1)
2 B9 HIAIZA (qualitative) S (insigh) & A& 4 Arh

; o704 MM ARES S EISY|RONE AASHE REolth, E=8t A KIS (qualitative
data)E2 BEZ (conclusive) Ol HTH= AIAIE (directional) OIT}, O]2$H AIRES =5 E 2 FHO
2 54¢ ASE SRR BaE gAoAE e S5 €k

Scale Development
; Nominal scale
; Liker scale
; Scalar equivalence : Two respondents in different countries with the same value for a given
variable receive equivalent scores on the same survey item *
; QukEel x1E S JMINZER B2} 7o) B8 JlEg "sste A Aol7k AUtk ok scalar bias THEO]
2ASHTE
; Scalar bias : Substantial differences in the way people use scales, and research data based on
scales such as rating product usefulness on a scale of 1 to 10 is therefore frequently, cluttered with
biased disguising the truth. (& TIZUIES 102 A= A=f SYIES 12 3= Jh »
; Problem of "Directionality"
; "different country, different scale"
; Fixing method:
; @ Simply label them in Likert scale {strongly agree / strongly disagree}
; @ Transformation into real behavior. ex) How often do you...
; ® Ask for them to rank in order
; @ Analyze in a comparable Question[?]

| ABE SR U Y WU RE ARESS MRERANE 4E 9l
; Sample @ A selected subset of a population that is representative of the entire population. *
; "Larger the sample, Less the error!"
; There is no relationship between your area and the size of population.
; N:X‘FZ' 0%, 0x = -z
Vn

; AE F718 285K 29 © Money/(contraint)



; Probability samples : Generated by following statistical rules that ensure that each member of
the population under study has an equal chance(probability) of being included in the sample. *
; @ Simple Random Sampling (€& T3¢ F&9)
; A probability sampling technique in which element in the population has a known and
equal probability of selection.
; @ Cluster Sampling (3 F&H)
; A two-step probability sampling technique. First, the target population is divided into
mutually exclusive and collectively exhaustive subpopulation called clusters. Then, a
random sample of clusters is selected based on a probability sampling technique, such
as simple random sampling. For each selected cluster, either all the elements are
included in the sample or a sample of elements is drawn probabilistically.
; Adv ! feasibility; low-cost; good cost-effective method
; 0l9Jo] Systematic Sampling, Stratified Sampling®] RJAE.

; Nonprobability samples : Result cannot be projected with statistical reliability. *
; Nonprobability sampling does not meet this criterion and should be used with caution.
Nonprobability sampling techniques cannot be used to infer from the sample to the general
population. Any generalizations obtained from a nonprobability sample must be filtered
through one's knowledge of the topic being studied. Performing nonprobability sampling is
considerably less expensive than doing probability sampling, but the results are of limited
value.
; @ Convenience sample : Researchers select people who are easy to reach.
; @ Snowball sampling : The first respondent refers a friend. The friend also refers a
friend, etc.
; ® Judgmental sampling : The researcher chooses the sample based on who they think
would be appropriate for the study. This is used primarily when there is a limited number of
people that have expertise in the area being researched.
; @ Quota sample : Researcher divide the population under study into categories; a sample
is taken from each category. The term quota refers to the need to make sure that enough
people are chose in each category to reflect the overall makeup of the population.

Step 7. Analyzing Data (RIS £4])
; @ The data must be prepared(cleaned) before further analysis is possible.
0l &Y HlolEMolA0) 7155 AEE ook Sith. A7 AlAl ZARoA SEACHE olfst ABES A
ste Zdle olgigol WELh BES 9 ARS0] U=7t 840 +dE FEE vl 7587k comparable)?
oL Fro #Fo] BeE & AT
; @ Questionnaire must be coded.
; @ Some data adjustment may be required.

; Tabulation : The arrangement of data in tabular form.
; 018 SIalIA Thdst AFSES ZASoF ST mean, median, mode; range and standard deviation; shape
of the distribution, ...
; (Nielson®] HITLIAY A AAROAIQF Zo] EAY/OIRLS] Zlol7h ATHA wE BRaA 2498 $& Arh
; T8 ZARMES 7M. A3 (hypothesis testing), 710l AlE A& (chi-square testing) & £4F B4 (ANOVA), &
Y B4 (correlation analysis), 317 4] (regression analysis) 58 AF8E &= Uk
;o HeE FXRPE WSE 7] AS#A (interaction between variables)ol @0l QT  Interdependence
technique (&3 J&EH 7[H)E AMSE & Atk *
; (1) Factor analysis (QIX} B4) %
; Used to transform large amounts of data into manageable units
; Bt ARH =200 Ze 48 S"HEY VA e BEe AZo tiet onide JAE
"distilling out"&}0] AHEE HAAZICH
;o 0371004 FES SH/EEoE FRUX Feth AEEAE ARAE AF(Psychographic

o

segmentation study)o] HASITH St X|Z % (Perceptional map) S WEEHE £ 4 QU
; B ot 1 AR factor loadingso] WEOIAIEE ol #Y (benefit) @] 7|1E7} B 2-371A] QIR}
£ AJHSIES TEojEnh T8 2 YRl thet factor scores® A=

; (2) Cluster analysis (2 E4) %
; Allows the researcher to group variables into clusters that maximize within-group similarities
and between-group differences.
; GBS SH/ES0E FRUA Zeth dElEAE AEAE A7 (Psychographic segmentation
study)oll ZEstch.
; O3St RANZ/APEEE local, national, regional market in the world2 TEE & Q7] mjZo] mj$
Eth

; (3) MDS *
; A= (Perceptual map)E W= FORE 7[Holth, AT MDSE AMSEHH SERK "SAE"Y 71&E
ol HFo] § Hol s AES HIAGIES Fodct. JHE FARN: 1 ¥4 A = XEe o
oIt}
; MDSE B2 AE0] ojA AHIRREO] 0189 XZAE L (perception) & T&3l6HE Z0] ofgig o Zol
AFEELE AR A=E ddsted Folk 8749 ME/Bllte FQsith
; Dependence technique : Assess the interdependence of two or more dependent variables with
one or more independent variables. *
; Salient attributes : The relevance or importance that consumers attach to a product's qualities
or properties *

; (4) Conjoint analysis *
; Tool to use gain insights into the combination of features that will be most attractive to
consumers, Features affect both perception and preferences.
; g gt o £8E9 Ighe Aafste] olg9 &€ sk wkt mid Ag gFeith. J2w
1 2R AE 589 tdet £&9 valuelt utilitys HojAd HOECE AURA Be 9 Zge Hol
Fe AL vRsteE wEY| o] 2719 $4g A 1#sh=s pair-wise approachE AMESITH

Comparative Analysis and Market Estimation by Analogy

; Global marketing analysis®] S&ZFQ 7|5] 7}2d shite T URVAIYGR AIZE 19 A1 ERgolut
A HEHAS SAlo] HlWSths Zolth
; A common form of comparative analysis is the intracompany cross-national comparison.
, TR AJE 2HFo] RARSH URHE Atolof oltg shujke] xjolzt & w, oAlEE 1 olgol tis) 228 & &
QA
; A=l o] AF o] theh dste RAEE FVI17F e 4 Atk O B9 fF(analogy)E & Hiol
QiTh.
; Four possible approaches to forecasting by analogy: *
; @ Data is available on a comparable product in the same country.
; @ Data is available on the same product in a comparable country.
; @ Data is available on the same product fromm an independent distributor in a neighboring
country.
; @ Data is available about a comparable company in the same country.
; Time-series Displacement : An analogy technique based on the assumption that an analogy
between markets exists in different time periods *
; 789 AlEol e &9 Y "Ao] QThE AJZ 24J0] QoA ARk AMAsHE o] Kb R&3ith
(& EY =9 19643 F=F0l W30} HAloks A8

Step 8. Presenting the Findings (B3} %)

; Qg

Headuqarter's Control of Marketing Research
3 AIAISE 7100 Qo] B2 BA 7ted shitte RE9 A 58 (research capability)oll gt A& oltlo] & ZolLk



sl Aoltk.
; Multinational / Polycentric : Responsibility for research is delegated to the operating subsidiary. *
; Global / Geocentric : Delegates responsibility for research to operating subsidiaries but retains overall
responsibility and control of researchh as a HQ's function.
;B AE AE ZARL 22Y AE RAR] 7P & R}ols comparability?] Q40T

; Comparability : The results can be used to make valid comparisons between the countries covered by the
research. *

; OIE 9l 7192 AAEQ BEoA Al ZAKE SAlstal AEsHES stofok it
; Emic analysis : It is similar to ethnography in that it attempts to study a culture from within, using its own
system of meanings and values. (7153 #3?)
; Etic Analysis : "from the outside"; It is more detached perspective that is often used in comparative or
multicountry studies. (H7153 #d?)
; B8 ZAF AFOIA etic scale2 ZE =7o] 22X Z2 FHQ itemES AFEE 4 QUU} ol HlwH (comparability)
S SUAZIAE Fehde oA Hth BHE emic studye 58 Z7to] 9iyo] £FE 5 Qrh

ol

; T ZAHE 7199) of= QIRIoA eaiE]ojRoF Hert?
; Supplier / Client®2 U=, Supplier = Marketing Research Firm / Client = MRE $&8t1AF ahs 719

; MR BAQ] QIR % x

; (1) Ethnocentric
; Organization HQ is with MR home.
; Performing marketing research in other country is unnecessary.
; Centralized organization.

; (2) Polycentric
; Each organization have their own MR.
; Like Orgl, Org2, Mrl, Mr2...
; Decentralized organization.

; (3) Geocentric
; There is organization HQ and MR home. Also each of the organization(orgl, org2, ..) has their own
MR(MR1, MR2, ..)
; The reason of why many MR exists is to keep concentrated the local needs and wants.
; O @l MR Home standardized®0JoF St} (to compare) SHARF totally standardize SH71E €A Z8.
(because local competition and local adaptation have to be considered)
; Integrated organization.

; Two fixes [E7] REOA UFAR E& ©QIR)E.]
; @ Eliminate bias
; @ Analyze your data in a competitive context.
The Marketing Information System as a Strategic Asset
An Integrated Approach to Information Collection
[Discussion Question]

1. Explain how information technology puts powerful tools in the hands of global marketers.

2. What are the different modes of information acquisition? which is the most important for gathering strategic

information?

4, Outline the basic steps of the market research process.

5. What is the difference between existing, latent, and incipient demand? How might these differences affect the

design of a marketing research project?

6. Describe some of the analytical techniques used by global marketers.
technique?

When is it appropriate to use each



Chapter 7. Segmentation, Targeting, and Positioning

; Segmentation : Breaking market up based on wants & needs.

Global Market Segmentation

; Global market segmentation : Process of identifying specific segments whether they be country groups or
individual consumer groups of potential customers with homogeneous attributes who are likely to exhibit
similar responses to a company's marketing mix *

;o 19600l R¥ AES o] WEE UFACE : (international sophisticate, semi-sophisticate, and
provincial)
; ESE 2087 THE =7M0IA9] AHIARSO] TS gt Aol SuiEal QIthal sklth. 1 &3t sushi, falafel, pizza
50] AMAZFECE (A EQICE OlE pluralization of consumption I} segment simultaneity® E&]H, DHIEIE0]
AAFQ HelolA V) & 1 oldo HE AZS F78 7|slE ATt

MA ANE HESHglobal market segmentation)E 7I¥E0] T needs$} desireE ZFohs TS I7HE9] AHIRE
SYAISHISITH= (identify) 7FEoll 712E S0 QUth SRS BAAR SR 3AE e ARgHSo] Brhal sto J50] &
EZL s Yethe ool ofth (RHk IRk < Z&Agt tivtoA Z7] EdE0] ThErhH

A. Coskun Samli& "conventional" U] "unconventional' X4]¢] Hlm & TRE S MA AF A&l g —’F—

= /&% gHe /IR oE S0l BEAA XAl fHEit 2tE oiEzle] aHAREo] YEY FH3o Mg Ve
SO nl=x9 AHIRFEES O¥A Ethes g 7St B HIEERQ AL n=iAE 2Ee Be L}E}Oﬂl\‘l

"global jock" A&AIZ0] Exfgttial @E}.(OJ‘:L} SHME HH ByRozE ZidstAet BY WidtLl subways
A g TS ojgjo] Y ARAIZE EXRfsth

; Y A 7IPES A AARQ 4HIRF 319 WQE AldHsky, Folstl, oldistyl, Weahy] sl AFe MEsket
th 3 224 nAEES olye 3¢ IQE M & AT 4 Qe Aol FESHE (standardized) OHAE 9]AQ1
Al

4w -

e oxe v

Jﬁ

S¥ (adapted) TIAE HAQXE AAsfoF ST

(1) Demographic Segmentation (QAVTEAZR MES}H
; Demographic Segmentation : Based on measurable characteristics of populations such as income,
population, age distribution, gender, education, and occupation. x
;A AR ARSAR FHEE A, ks, ode 9 ¥sh £ Y % 49 Hfliving standard}) &
global market segment®] &30 7]06I5IATH
; Several key demographic facts and trends from around the world: *
; @ A widening age gap exists between the older populations in the West and the large working-age
populations in developing countries.
; @ In the EU, the number of consumers aged 16 and under is rapidly approaching the number of
consumers aged 60-plus.
; @ Asisa is home to 500 million consumers aged 16 and under.
; @ Half of Japan's population will be age 50 or older by 2025.
; ® America's three main ethinic group--African/Black Americans, Hispanic Americans, and Asian
Americans--represent a combined annual buying power of $1 trillion.
; ® The US is home to 28.4 million foreign-born residents with a combined income of $233 billion.
; @ By 2030, 20% of the US population will be 65 or older versus 13% today.
> India has the youngest demographic profile among the world's large nations: More than half its

population is under the age of 25.
; olgh ATEAR WHoh= AlE 4o 7IFE ASd £ = Ath (ZFA9 2% 43 Al

Segmenting Global Markets by Income and Population

g 7IEer BERE o), 7ug 9AHwilling) YL 7HsSHable) AREER AFS FATIE Be 32
2 5% AIF ZFRE KA. GNP 75%7F TriadolAl AP, Q& 13%<] Q17LHo] TriadolA]
Utk olgt Ko Q%% 224 AHENAE £Q% AAE EL S 7IECR RS ERSIHE 7]
2070ETH B Utes ERESH] "k (EU, Ol=, 98) SAITE o]EA s HE oEE UHAL 90%

4

© o g
FIOHE‘Z

9] QFole =YK EshA Hrh

; Wb oJ7]oll A Fojsior st Y (agla ol tiet Alge WA HAUL FIohsd EUE HIgol &
0]730] QAtt. ST AT BorFoz Oe AEE UR ol maE 4 Atk 5 AZ A
S SETTHe AuiojA] olZgt AXNF 29| AFEAR ARE AF 7|Sl9 EXNE FHohlle AHoe HHs)
= Mt}b oJnjoltt. &3] ol ZAMEE AlFolu X|Yo] Emerging U BF AMIOITH
; olF ez GNP T =718 49 A4 7ulE Hl&(purchasing power parities)2 Al4HE 4= Urh o]
SAE b= AIFS] fIRlE SEFoLH B Hl o= 7|Y¥E0] = AHIAED 719 FuiiEs 32502 A
Aatal Qloh (mE=HAl 59 o)
; A =71olA local currencyO A Fuige ghgol o8l g% ARt S 5 Arth
; 20039 top 10 GNP =71E€ HW 1, 2, 39& US, Japan, Germany O|th &3 £ A54¢] FET 4
HEoz 9e oy FER 0|59 AA ZRIE ol&ojd Zyst FTEAoIL: (F= 2010d00& 49171 € HS
2 o4E 3 ATh
; 7180l BR3] B FS AF ANEe 2™s: Hole SYED A74Ut o SQ5H "k « WA B
=it Q%9 F2E 28T A AFo] €rh
; TS OAEIES AEAZ et Yol Qe 22 AXNFQ £E2] ARE AREFOEA AURA YGaEF
OF HojAE oHdrt =3 QxojMo AEES FHolge AS 7IYsior itk I, miEA BFsta e
IAE ARAZE BY Exsich oeid 7o) 87 22k 524 (homogeneity) & 7P QHITh

pa)

1 [SIAS R
Zeths
=] A5

pa)

Age Segmentation
; Global teens : Young people between the ages of 12 and 19. *
; O]E2 fashion, music, youthful lifestyle, exhibit consumption behavioro] gt TS ZFEFO2
Fotal A= Afolth, FAARCZE o] B HIekA LERITH
olyst A AHIAFES TS 7o £8otA EeAkE ZEL (5 ARSE AThH o5 S
Z=8Q &7, HQ, desire, fantasies52 SHEQ UHAE Z2IHOZ FAMAQ teen MEAZO] &=
= A& 7kssiA gt olEe A7Ie Ty WolA e miEE AlFolth. (&ad, ItSeE WulE
Swatch, MTV, ..)
; Global elite : Affluent consumers who are well traveled and have the money to spend on
prestigious products with an image of exclusivity. *
; 2 BYg B8 BE AT L8 Tk AUFoz FHe yolo & BE og %i}ﬂH ‘:'7%3, %ol
4 2544, AY7t 5ol ZeErh o] MEAIFS Bt g4 TSt AlEwo] WA HAUTH ¢ A,
HILA, A8 AeEA S,

ﬁ

Gender Segmentation
; ol oJsh AlE AESHs ojnQle Fekolth SHRIT
2 A= 719 E0] ojgoiA Este AlFol FEStL YA
QIT}. (Nike, Levi Strauss, ...)

Brhn ¥F HEoY AFshe Here gXRs. 1)
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(2) Psychographic Segmentation (A2|2AE M&E3s})
Psychographic Segmentation : Grouping people in terms of their attitudes, values, and lifestyles. x
7l AAEES g9 FeEd tigt 52 o2E Uthle ARBRAE Sdl dojdrh
; Nokia®l A& AHH @ {poseurs, trendsetters, social contact seeker, highfliers}&2 T-&&}
; Porsche AGS] HZAM : {Top guns, elitists, proud patrons, bon vivants, fantasists}@ -2}
; Honda®] Al @ e &0 ojgsty] ¢t BAE e, L2 BE ASoA HsEULL olE S Uo7}
2o & Ze HEE ZFehs {e glthke 828 gA Hluh ti2s 583 98 JuErth= [mind-setl&
7IESE AES W Aol ¢ YWTh
; SHRIEE o] gt olafoZtA] TitlEE ZAole H8o] MELL HEEAFQ AlF Z2alde B ano AXHUXTH
ot ARE sl fleiME BE HIgo] £tk
; Euroconsumer®| 4 Lifestyle group: *
; @ Successful Idealists
; @ Affluent Materialists
; @ Comfortable Belongers

; @ Disaffected Survivors



; @, @€ eliteE0]1 @), @& HHEZF oL}
; Russian® A< : {kuptsy, cossacks, students, business executives, and Russian soul}

; =8 22 HAlotolAE 19989 ARl 9171 olF "gAloto] thet Aol thet 57t FE5k7] AERTH
; 719014 ALEE MEsiel EFIE A2 i e uglold uekdE =)

(3) Behavior Segmentation (ZE] A|E3}
; Behavior Segmentation : Focuses on whether or not people buy and use a product and how much they
use or consume. *
; Theat 22 7180 sl BRErh
; usage rates = {heavy, medium, light, non-user}
; user status = {potential users, non-users, ex-users, regulars, first-timers, users of competitors'
products}
; 80/20 rule(law of disproportionality) : 80% of a company's revenues or profits are accounted for by 20%
of a firm's products or customers. *
; I8 EW UYL 9709 ITMolA 9l 80%7F Lt ol A tiot RS WAFED, 7190l o
ol YA Adl [FESH IF7IEA JFE Folok steAl 2 IEAl g2 UsksdA gdskal 7]91% zrotok
SheAlof thst Aolch
HENE] AZMESH= 2719] od=Z UErd 4= ATH
; @ AAAZCE de] 20]A] Z= AMEB et A & W FAAZEY o349 tamponAtgo] QAT FAA
X—*,OLT tampon AFEES 7I2HE 7P 2 EFLS vaginal insertiong ZEFOZ FX e Eao] tist Sma o)1l
SYAQ Aholtt. (o]™.. ol AR -.-a)
; @ vodka aHlO] ThSE AL olE E0] Aok iR & HEJF AHIE Hola Q] FHolA UEHe HE
FHe A9l mhAlZ] miRo] £ EE7t HAHETL XASAL e HIES 1% Hhol HA] ZQATE (07 AW o]ok
7l et 4 dus A 2ol de)

(4) Benefit Segmentation (B9} ME3})
; Value = Benefit / Price

; A& 01 Food marketere= A Albg FAIE QAT 7HE HAIE TE 4 I AIEES U Zd £
e HETh Ao deole A YA 71sg Wrlchke Ae € & Uth SRR RS0l Hih njd skt w7
g o, A Jof 5 tE A0 il TS ZIgolA "t of=d JXE Qo] 7] T AR HFIT A

N

2@ Ao BACSS AUsior ¥ Bast US Aol
; Al Campbell, 8 AIZIA9) vi&d Aol

(5) Ethnic Segmentation (Q1FE M&3})
; U.S.OIME 3i%= {African/Black Americans, Asian Americans, Hispanic Americans}9] 3Q150] Ex|gi].
; OEAES] oA HYE ol JIEL & 7ISE A3t S S8, 2K 28 AHIASH 2 Tt 4y A
EEZ o] MEAF gt miAY Z2338g EHIE 4 Urh
sy g F7] 9ISt Honda, Toyota 9] AHH 2 Corona Al

[Z9]] Needs-based Market Segmentation Approach *

(1) Needs-based Market Segmentation

; Main objective is establishing M/S.

; To do that, resource, communication, undercut the price, cost reduction, improve the product...
; In terms of Short-time VS Longterm
; Understand current situation : Understand of competitors

; Segmentation based on Wants and Needs

; ex) Wants and needs of Fast-food
; Convenience, taste, price, quality, ...

; Types of segment *
; @ Homogeneous : All players are concentrated. Everybody want the same thing. Consumers are

tightly clustered. No additional segmentation is needed.
; @ Diffused : Wants and needs are spread. (6§ XM Subway A). In this case, best approach
will be just position on the "middle".
; If strong competitor exists on the middle, you will position by the middle.(Coke and Pepsi) Or
your competence is relative low, you can position on the corner(Targeting niche market)
; @ Clustered : There are clusters! (The segment will be popped out.)
; Differentiate marketing
; Standardize marketing (To reach all of the clusters)

(2) Segment Identification
; Determine user behavior. Identify "Who they are"
; {Male, female}, {Where do the live}, {What TV show do the watch}...
; How bigger is the segment? Which segment is attractive? Which are profitable? Is it large enough?

What is the expected return? ...

; Segmentation common variables *
; @ Economics.
; It is in macro level, country by country.
; Grouping is needed like {low-income; middle-income; high-income}
; E=0] gloja] W&t Qe X 8% Us & Ath webA] ol 53] Distribution channel HojlA 52
& Sg A9 infra & systemo] $1FE.
; @ Demographics
; Family size, age, ...
; ® Values
; Fun-seeker; creative; technological, ...
; @ Ethnicity
; ® Peer groups
; ex) Americanness; Levi's; Harley-davidson; ...
; ® Lifestyle
; Psychographic variables. Needs & wants.
; @ Benefits
; Value = Benefit / cost
; Consistent positioning. ex) toothpaste (9] oAl Fil. 3 AHU =E UoE U)
; ® Usage
; 80/20 rule is applied
; It is used in CRM. {heavy-user; light-user, ..}

(3) Segment Attractiveness

(4) Segment Profitability

(5) Segment Positioning

(6) Segment "Acid Test" (Test positioning)
(7) Marketing Mix Strategy

; Considerations of entering a new market:
(1) Points of Difference (PODs) *
; Consumers associate with brands, how will you differentiate yourself from competitors?
; Core and central idea of the product.
; = "strong, favorable, unique"

(2) Points of Parity(POPs) *



; Not necessarily "unique". (it may be shared among competitors)

; Category membership. "I also belong to this category”

; Mostly used when a new product is introduced to achieve "category benefit”. Company tries to
communicate with customer.

; Competitive points of parity
; To break even w/ competitors, "I'm as good as they are" motto are used.
; ex) Miller Light
; "Great taste, less feeling"

Assessing Market Potential and Choosing Target Markets or Segments
; DR &8 O 0149 VIEeR AEg AESH S th2, AEE 2 ARAIES ik (attractiveness) E B7F8ITt 0] B
£ emerging country marketing®] 1S FFO2A HASH & W 53] SRS
; Thea 22 0] F8=s Stk «
; @ There is a tendency to overstate the size and short-term attractiveness of individual country markets,
especially when estimates are based primarily on demographic data such as income and population.
; & 718 BEoA FES ok St P&GOl etElotHElFL RE Al Al W] 2Alob g Al
; @ Target a country because a shareholders or competitors exert pressure on management not to "miss
out" on a strategic opportunity.
; 21471 'AES] AtV E Aolghs ¥ 550 dS9A] Eeth
; ® There is a danger that management's network of contacts will emerge as a primary criterion for
targeting.
;& 1 23 BRE AE B0 mE A Hrb= B9 (convenience) ol 71¥FeH A& ZYjo] € 4 Tk
Current Segment Size and Growth Potential
; AR ARAIE 37171 7190l oldg ZHATE £ VISIE AISE e FEol 2717 1 tigo] "ol e 7199
AR Ferolghe SHOA SRS mgg 7 g8 Frigo] e
; A AARSE AEAES EESHE A9 olFe, & AIZOAS ME AZel 717t Atta gXets B9 et
o] ZRUTHA o]olg ThHso] ¥ 4= QUtH=s Zolth (MTV Generation 2] Abe)
; BOFQ QAFEA H glo]= AEMY BHEAQ 117 needsZ Q15 Hl=E siQ] AFSAF A 7] E0] Qlof i of
Ol Aol o] fith (SUVE AR

Potential Competition
; 4%t 2" EMo] UEhte AEAIZIL =7to] AIFe m§ior sHe AIREAIZOIT) SHAIT 1 Zdo] 7Hholu AR
Z-o] FoksithH, M2& AIF ZYRE Stist g ojfo] ¥ SE Uty (M= AFsA AFA PR
Honda, Toyota®t 22 7]¥9E0] o]Fo] Wl AE)

Feasibility and Compatibility (E&|da} S8H4)

oRE 282 7190 AFe 532 stk Zolth thtt 58 ARAZES EMEsHE 7Hsde oyl 0l 93]

FRoZ gehtg ¢ QT oE 59 AIF JYE 7I=2d= 45 A7 UERE $ Ul (53] S=004) 718
= = rH(Tambrand-014& tampon SJAL T2 HIAE-AMEEQ EAEE dojd 4= Utk dE

SoldE gFQ 98 dde Mgsked 3-5d ZiZo] A-t ol QAxrt O & Ao Yo E5st

= olf7t T AHolth

; 28g UEl7] sl theat Ee JEE agstofor stk

; @ Will adaptation be required? If so, is this economically justifiable in terms of the expected sales

BIomr Ao 4o
2
X

volume?
; @ Will import restrictions, high tariffs, or a strong home country currency drive up the price of the
product in the target market currency and effectively dampen demand?

; @ Is it advisable to source locally? In many cases, reaching global market segments requires
considerable expenditures for distribution and travel by company personnel. Would it make sense to
source products in the country for export elsewhere in the region?
; OHREte g B8 AEAEE ddshke Z0] 7199 AAIFQ 5, BAHE onX] £ 4P dd 299 A¥ET
Sgo] HEeA9) ojRE s Holop §ith

A Framework for Selecting Target Markets
; AlE(emerging) =719 AIFAS B7FE @ formal toololut frameworkE AMESH= Z10] =20] HCh (Market
Selection Framework)S FZsto] AKISICE of7]o] So0j7He W4 Market size, Competitive advantage,
Market Access7} QT
; BE 0 BE AN AF BAES Frkehs HolA ehEd AL ohrh
; Anold's framework *
; Yolu QT AFQF 22 "Top-down" HEJQ] MESH BAE sl ZARCH= product-market &EONA] AlEE
SH= "Bottom-up" HAjo] HU} FESIT}
; Product-market : A market defined by a product category
; ex) luxury car market, SUV market, minivan market.. (C}Zt Russian market, Indian market2 1
g =7t Alge 7=
; Arnold's frameworkolE 271K £Q8 Aol Utk *
; @ Marketing model driver : Key elements or factors required for a business to take root and
grow in a particular country market environment.
; Ol drivers 7]¥0] OJgh SHIRRLE AMY Al SIElst-Lbol weh g@ekd 4 Utk
; @ Enabling condition : Structural marKet characteristics whose presence or absense can
determine whether the marketing model can succeed.
; ® First-mover advantage : Issue of timing! *
; TI7l Aol 2oz AYshe 7Igol AlE At € 7Hg 2 718§ FA €
; Adv : Becoming a market leader. Market leader may achieve "economic scale" because
your price per unit will be lowest
; TFE First-mover?] Y% Atk Ag AlZo] ZYst 7] oA Be FAIE ZolRe
FIE=A EES 2hrHs Httg A¥VRs 29RE Ut E=SH A ZYst 71950l d3g AFE A
H= ®ol Ut} o]Ao] 75t olfE olnl XYS Z|PdES WXnLsta 58 s7Houtmaneuver)
7] WiRolth. & SUFAE SAIFQ H=UA RUS g ot 838 4 r)

; Disadv: Risky. Competitor comes after you. Totally new categories. Require substantial

=)

e
Ar ro

investment.

Product-Market Decisions
; The BlE AR Aol thst & 2 ZRiFQ AME ZF0] =7 AlFoIL MEAIZ HEgeKE AEsH: Yolth
; ex) Lexus AH (9 BT O9 971 SHAL.;;)

Target Market Strategy Options

(1) Standardized Global Marketing *
; Standardized Global Marketing : Analogous to mass marketing in a single country. Creating the same
marKeting mix for a braod mass market of potential buyers. Known as "undifferentiated target marketing"
; 0] A% product adaptation2 FAStEH, FE0] F&Eto] AEo] 7HE B Al uhEox AIEES st
;A 2 AL HIE.

; ex) Revlon International

(2) Concentrated Global Marketing *
; Concentrated Global Marketing : Devising a marketing mix to reach niche. Used to identify segment
that exist in many places.
; Niche : Single segment of the global market.



; ex) SHEE JAE.

; DS AAS "o Tl w2 SEIAE0] Bk Be I7s0 Exdiste B AIEE SEkste] 43571
mE2o] thREEo] AFRtSAE geid AR F Aolth

; ex) SO Winterhalter (2]7]1MF7])

(3) Differentiated Global Marketing *
; Differentiated Global Marketing : Represents a more ambitious approach than concentrated target
marketing. Known as "multisegment targeting”.
; o] ME2 7I¢o] Bt He AIF T Hel(coverage) E BT ¢ AEE ST} "Wider market coverage"
; ex) Rover. 1 Q% B2 AlEE0] AEE.

Positioning
; Positioning : The act of differentiating a brand in customers' minds over and against competitors in terms of
attributes and benefits that the brand does and does not offer. x
; & positioning is the process of developing strategies for "stalking out turf" or "filling a slot" in the mind
of target customers.
;o ZXAY FEgole oy ZE7F Yedl, of7]olE attribute or benefit, quality and price, use or user, and
competitor’} RUTF. ESH Global marketingofli= 37HK9] @47t O F7E=tl A& global consumer culture
positioning, Iocal consumer culture positioning, and foreign consumer culture positioning ©|C}.
; Result of successive positioning : Successive customer-focused value propositions. Central idea of "Why do I
buy that product?" *
; GRAPH

1

| @ = premium

Quality

(1) Attribute or Benefit
; Economy, reliability, and durability are frequently used attribute/benefit positions *
; ex) Volvo - "safety" <& BMW - "ultimate driving machine"
; Foreign consumer culture positioning : It may be deemed important to communicate the fact that a
brand is imported.

(2) Quality and Price
; Continuum from high fasion/quality and high price to good value at a reasonable price. *
; ex) Stella Artois beer Zil Al
; Transformation marketing : Advertising that seeks to change the experience of buying and using a
product to justify a higher price/quality position.

(3) Use or User
; How a product is used or associates the brand with a user of class of users. *
; ex) Lord of the rings & duracell HiE 2] il

(4) Competitor
; Implicit or explicit reference to competitors can provide the basis for an effective positioning strategy.
*
; ex) Bodyshop I} Bath&Body Works O] #A¢JA] BodyShopol g Al

(5) Global, Foreign, and Local Consumer Culture Positioning
@ Global Consumer Culture Positioning : A strategy that identifies the brand as a symbol of a
particular global culture or segment. *
; Ol 53l global teens, cosmopolitan elites S0l 3+ 0|T}
; ex) SonyQ "My First Sony", Philips®] "Let's make things better", Benetton2 "United Colors of

Benetton"

; S B2 ASA JBEE Q7skal AFSAL AloloiA FRE "Hdol"E ZEFE High-tech B! High-touch A&
E& olo] EFECh

High-tech product : sophiscated, technologically complex, and/or difficult to explain or understand.

; 7l AIge B8Rk 4508 Wrhihe ko] QIth. MP3 player, RUE, PC, 7FE& AV, 15 Aks

A 28 AHlA S8

; TANEE 7l V1sd ARES oln] Afskal Ut
; High-touch product : Consumers are generally energized by emotional motives rather than rational
ones.

; 7l dse FEFolal QDPS*.OJ oA EIHEA AEEolal 71EFQl BRI HIE R Z=T]
SOIER] AIEES AGAQ AR 2% Q Ao sS4t

; oZlole aE g4, TiRlold ofd, e AEQl o] e
; @ A brand's GCCP can be reinforced by the careful selection of the thematic, verbal, or visual
components that are incorporated into advertising and other communications.

; High touch®] Z$ Leisure, romance, materialism 0] &Q3}IT}
; High tech®] Z$ Professionalism, experience’} &Q38H}.
; 9 7HEAE 'Y fashiong Y4shke 2% Atk (5 high techO]At high touch®! ZR)
; ex) Apple?] iMac AE
; @ E english7t FAIF HIZUZ, uls Ojrjo], AEHS £ ¢1ojo)7] mEe] Fojd A8 GCCPE 24
¥ 4 & E TIE WHolt} Benettond] "United color of benetton"S AA ol Uzl BIE Holx o=
g Atk
; @ To use brand symbols that cannot be interpreted as associated with a specific country culture,
; @ Foreign consumer culture positioning : Associates the brand's users, use occasions, or production
origins with a foreign country or culture.
; Ol ME AFSAF BalojA 207k St} (5 o€ IR &) sRItk=L 1 d 7+l shit
; ® Local consumer culture positioning - Strategy that associates the brand with local cultural meaning,
reflects the local culture's norms, portrays the brand as consumed by local people in the national culture,
or depicts the product as locally produced for local consumers.
; ex) Budweiser®] D= il

[Questions]

1. Identify the five basic segmentation strategies. Give an example of a company that has used each one.
2. Explain the difference between segmenting and targeting.

3. Compare and contrast standardized, concentrated, and differentiated global marketing. Illustrate each strategy

with an example from a global company.

5. What is positioning? Identify the different positioning strategies presented in the chapter and give examples of

companies or products that illustrate each.
6. What is global consumer culture positioning? What other strategic positioning choices do global marketers have?

7. What is a high-touch product? Explain the difference between high-tech product positioning and high-touch
positioning. Can some products be positioned using both strategies? explain.



Chapter 8. Importing, Exporting, and Sourcing

Organizational Export Activities
; Exporting stages: x

; @ The firm is unwilling to export; it will not even fill an unsolicited export order.
; @ The firm fills unsolicited export orders but does not pursue unsolicited otders.
; @ The firm explores the feasibility of exporting
; @ The firm exports to one or more markets on a trial basis.
; ® The firm is an experienced exporter to one or more markets.
; ® After this success, the firm pursues country- or region-focused marketing based on certain criteria.

; @ The firm evaluates global market potential before screening for the "best" target markets to include

in its marketing strategy and plan.

; 7190] S gA0lA The BAR §A4Z 7Hsde TE Q0lol JESE ST 7Y ZAEQ Wl gt 7hE
St S commitmento|Th 7110 48 THA0] TIT}27] Fofl unsolicited export orderE Etil ¥+ WQ7t Qth 3

Odéﬂ?:l £ o= A4, geocentric enterprise©]T}.

o

w
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o
F°|' ﬂﬂﬂl ¥

@@‘ﬂ%o ’\57}(exporter)
s A4l9] APl BES EZskt
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fluctuation)ofl thst BA 58 &
intensity)0] 7]1¢ =719 HTE o]

o E

a( Azskek
HE( UERIE ISR YUk
National Policies Governing Exports and Imports
; FEI Yol AA =7 ARl 71XE g TuaE 5 glth dE 50 19979 ASOE nj=o & A4F 9 AH|A
o] $1 trilliong HolAlEd], 2003d0l= ?%1 $1.50] G5t HACt =9 pace-setting B SFES £ET Y
gholl Fgkdtar QUrh 19798 O|F B2 IET H4FE AT, WTOO 7St o]F TS #atx|al ATt JAPF O

I

0

=2 A= MARHES AR £ BAE RIRoRA ESHh ole Fxo] WTOo| 7HJsiA FXI= AleAl

Q) wiebd ml=Q] furniture, textile, apparel 4t 7I¥EL 53 ZEO 2 FHE 71801 T
; olESt ARl Waks, & ol tist =F7hE FRe stz QoFd 4 Ut !
&2 AF6ta 9L A (Government encourages export and discourages import) *

EEo]THcontradictory). &

Government Problems that Support Exports

XE

9sdo] oyt QAEAG olZojUle EQ% QQlojth. 7 TAl0] o] 7]Y¥L global opportunityol global

AToME $E A SUE SREE 7Y Aol A3FQ &0 asitta Belal Utk skAITE AR
1% 273 (shipping arrangement), A& AX}(payment procedures) 2 & (regulation)ol

ESE O]9 % (profitability) 7} &2 7]I:HE]~‘: 7V & #"oolxg, E7E ¢4 (flexibility), resilency, A= Ul W&
T AFoR #e 4 Atk & VYol 71¢9 AVIE 58 Thsdol AT &

0o oX >

2

; AR7E &S dEFoEA Ues ZIE HiW dE, ArlxE 9 gesl 'lf %" && "China

Triangle"(China, Hong Kong, Taiwan)g HEH ECh JES MITIoOl o8] 11¢HE +& F=Fo] ZFEQ AZA
AIA 2&F A o] o] mheiRRE 28] slEoto] A superpowers ZEEA HQACH 400 ARRHAZRE, dEh, ik

g2 330 FPorwE WYN Y £5-7
ofrjote] "ARl AF" o] A ol BN} 4H=E HU} moderatedt £EE 2IA7IE Lot ATh S5
& 7|¥9E(DaimlerChrysler, HP, GM)Z%E EXE
AL A E AlRaL At

; B9 AR 22 A il ERE ARE £EZRE dEe IAE o9l thal 19ES o
Sttt

; Governments commonly use three activities to support export activities of national firms: *

718k FRIE A48 MRtk SAEA g2 479 g 1997d

2

FAISH] local saleS AIESHAL AlAl A& &t 59

Soe 282 Folot

; @ Tax incentives treat earnings from export activities preferentially either by applying a lower rate

to earning from these activities or by refunding taxes already paid on income associated with

expoting.
=0 A= Foreign sales corporationolgl= Hol 910] tax incentiveE FICL (15%2] AE &)
AR 20008 WTOZ} &0l Tt tax break”} fI¥olgtal FEXALE
; meEbd EA Be mj=el 7I9E2(GM, P&G, WalMart, ..)
Atk

st

siQlo]l 2oL} retail operationS 7FAIAL

@ Provide outright subsidies, which are direct or indirect financial contributions that benefit
producers.
; ol HEFe © AAFoIAW HEFS B2 AR AlA AZoA BH AEs Eord wf, B9 of
HE I/ WEdE £ Arl. 59 EXFS 55 =419 ojX|7} Atk EUE Common Agricultural
Policy (CAP)S] AFH EoiZiTE o B2, CAPE OofF ZER WASH] & sRiAZ =5 AES
=3
3 A7t =R BAIZE 22 §118bile] =& w7 A HEF0] 272 st A% QUAr)
; @ Governmental Assistance to exporters,
7195 AF9 fRIeH Alg QI tist AR FEA =2E ¥e F Urh oFd ANAEE £E

Byag gelME olfo & 4 Qlth

[l
il

Governmental Actions to Discourage Imports and Block Market Access
; Tariff, import control, host of nontariff barriers= inward flow of goodsZ F&tet7] Qs AAE Ao|L}.
; 3R - The ways of how government restricts import: Rules, rate schedules(duties), and regulations of
individual countries. *
; Tariff : A tax on foreign goods. When a ship arrives in port a customs officer inspects the contents
and charges a tax according to the tariff formula.
; Duties : Taxes that punish individuals for making choices of which their governments disapprove.
*
; Harmonized Tariff System(HTS) *
; Importers and exporters have to determine the correct classification number for given product
or service that will cross borders.
; Harmonized Tariff Schedule B(HTS-B)olA 29 & 50 Ut & EFe oY EF #Hs%
Zarh $EVIHe S8e 95l £50 HTS-B HSE & o]: Stk $2,500 olste] 7HRIE
Aol AER ZErh AT BE £9& O ZERjo] Aol AlELh
; UROIL GATTOIAS] mj=9] 8 E&E = 7|¢E0] FE tl= wd=oo] Alg QE’SQ Wst =S St
ZloIth. 1993d ol mj=& EU, Y&, EFTA, REURE, Gt 53, ¥ A7E29] 117] E50
H £ A2ATIVIE SHIth
; BAl B3 (administering tariff)= & EA0ILE ¢EY0] SAlshe ARIES 7] T
o o=zl Rloiok Sith. 3700 Yohs SRER BE AES YEeh HARKE 2
2 N2 ZRE oA ?_E} 2 TBAE Bitetr] el ogA &
QTE 278 o]&e] thok

M2 FEolu M=Ee
ABEIEAIE E7FstAL
¢l BRE dFstoior TTh (E S0 SFA

I

|'U r o il

RS Pl N8 A
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=

AR (material) &
FE TEEs Wdske ﬁE gest
X-man 9A A= QY

Ol

Jﬁ

17} ’S\L}%‘OW}? Adolle 12%, Fddole 6.8%2 BAZE B7] W2, Al JEiE '@ A
2 g8, ofld Fggor BRsh? oME 6de HE B4 o] X-man 94 3)AE Qkto] ohgle e w
ZRATE. -.-a)

; Nontariff trade barrier : Any measure other than a tariff that is deterrent or obstacle to the sale of
products in a foreign market. Also known as "hidden trade barrier". x
; oJ7]olE= quota, discriminatory procurement policies, restrictive customs procedures, arbitrary
monetary policies, and restrictive regulation O] 28T}
; © Quota : A government-imposed limit or restriction on the number of units or the total value of
a particular product or product category that can be imported. *
; State trade control : The practice of monopolizing trade in certain commodities. *
g 50] A9 dolle FF 2 EHl Yol Ois SAlsta Qi ZdrolMe AE s S
A5kl Ack,
; Hl=2 8000719 THE Ml BRE 7ML
T}
; @ Discriminatory procurement policies (P& ZXg HF) : The form of government rules and
administrative regulations specifying that local vendors or suppliers receive priority consideration. *
; o) Buy Armerican Act of 1933; Fly American Act
; @ Customs procedures (A& BX}) : It is considered restrictive if they are administered in a way
that makes compliance difficult and expensive. *

e, 1 Soll ¥t FELU T A fUeR HsH I 9



; olE 0] US Dept of Commercer= EQ%H harmonized numverd] Wt AES EFsh=dl, HUth Al
T2 ool thell sQetAl Z& 4 Utk webA US —ré%mh iUt A B59 S9E Hojok & o]
t} ol2igt XA +LAR/FELR B9 At HIEES AESHA St
; @ Discriminatory exchange rate policies (F23 & H3) . It distort trade in much the same way
as selective import duties and export subsidies. *
; 8 =7He UUAREC] (OlRIglo]) =St gE T sigste FHE R Ag 7 & At
; Arbitrary monetary policy : It raises the price of foreign goods by the cost of money for the
term of the required deposit.
; ® Restrictive administrative and technical regulation : It create barriers to trade. These may take
the form of antidumping regulations, size regulations, and safety and health regulations. *
; olFE Al & dEE Sl HES keep outstEF HAJAS £k AT (G Y AksAto] ot o
=9] obd B ALY Al FAHRIE o] mizo] tEA g # W ¢ RS

Tariff Systems

; Single-column tariff : The simplest type of tariff, a schedule of duties in which the rate applies to imports
from all countries on the same basis.
; Two-column tariff : Column 1 O "general” duty®} "special” dutyZ} 1T} Column20l= Non-NTR=710] thsh
dutyZ} QT %
; Normal Trade Relation(NTR) : 0] WTO2Q| frameworko] Q& T RE =71E 9ot wEbd Non-NTRF
7l ol =717t oid e uekss AFsth
; Harmonized system x*
; Column A @ Heading level numbers that uniquely identify each product. (6-digit)

; Column B @ Country specific code

; Column C : Name, identification

; Column D : Yes/No to the additional description of Column C
; Column E : "General" duty (5 NTR W] vt =7}

Column F : "Special" duty (NTR UOIAE S5
Column G : Non-NTR

o= 18003720 NTR A8 FI YL} Q)7 Y} : North Korea, Iran, Cuba, Libya 7} IE0ICh *
& NTRE ZAIZFQ Zolg|Erhs ARFQ ZFolth WA S5 AA Efo] thsh Z2XZ NTR A& Sg H
AT}

St A<, EUZHEXL.) (free)

; Preferential tariff : A Reduced tariff rate applied to imports from certain countries.
; GATT FAAOINE FIA A8 Adstn: S5 BNE S83=S st Uk *
; @ Historical preference arrangements such as the British Commonwealth preferences and similar
arrangements that existed before GATT.
; @ Preference schemes that are part of a formal economic integration treaty, such as FTA or
common market, are excluded.
; ® Industrial countries are permitted to grant perferential market access to companies based in
less-developed countries.
; Transaction value : The actual individual transaction price paid by the buyer to the seller of the goods
being valued. *
; TOiRRE SR 2 AIGARENH (related parties) (& E0] Erte] US RF7F LEOA
NZEE transfer price7t A& 7IXE A2 2G5 JEX] AAG] RAFE (scrunitize) #$HO
thal olH] ¥ transaction valueZt |ICHH, A& 7RIS SATHE T2 @Y E0] AttWzE
=12 ARe)
; = AE0] diade 39 $EY UEkes A deet IRE daith il 28R/ AESol oldh RAR O
o]
; @ Exports of textiles, cosmetics, and consumer durables
; @ Entertainment s/w such as videotapes, audiotapes, and CD.

(1) Customs Duties *

; They may be calculated either as a % of the value of the goods (ad valorem duty), as a specific
amount per unit (specific duty), or as a combination of both of these methods.
It is based on transaction value which is actual transaction price provided by seller.
; @Al ad valorem duty@ UolZbHe Fgko] QT
; @ ad valorem duty(Z7HM) : A percentage of the value of goods. O] Wf custom valued Hol& vehuich
Th=ch x
; FEUARE At 2710 AlEo] AEE valuation practiced] ThEh 7|Y AHE ZAR=r} o] tksitt
: To be price competitive with local competitors.

; GATT AAQl ¥gks ¥h=rlH custom value: landed cost, insurance, freight (CIF) amount at the
port of importationo] E T}
; @ specific duty : A specific amount of currency per unit of weight, volume, length, or other units of
measurement *
; o) 50 cents U.S. per round, $1.00 U.S. per pair, ...
; Transfer price : Price that company charges to another unit.
; FOIT &Eol thall ad valorem duty@} specific duty & T 918 47 Atk 1 2% 7 gol & Zlo] A&E
=3
; Customs authority monitors if the transaction is in fair market value, *

(2) Other Duties and Import Charges
; Dumping : The sale of merchandise in export markets at unfair prices. »
; oSt ggol gits AHAIZ)7] Q8 guilty companyolAl WEE HalsHs antidumping dutyE 7HR|LL QL
th
; Countervailing duties(CVD) : Additional duties levied to offset subsidies graned in the exporting
country. *
; Ol dumpingo]l theh A3t HiszsiTh
; Variable import levies : If prices of imported products would undercut those of domestic products, the
effect of these levies would be to raise the price of imported ptoructs to the domestic price level. *
; Temporary surcharges : Provide additional protection for local industry and in response to
balance-of-payments deficits. x

Key Export Participants *

[Direct Exporting]
; Penetration into the target market directly.
; Useful of testing market. You can expect full revenue.
; Disadvantages:
; High Risk (require investment)
; Potential return [?]

; Advantage :
; Higher level of control
; Control of resource allocation, price, mechanism of information feedback.
; More message communication to the customer.

[Indirect Exporting]
; Export with independent intermediaries that is domestic based.
5 ex) Export merchant, export agent
; Advantages :
; @ Needs of investment decrease.
; @ Minimum risk. Intermediaries have experiences.



; @ Foreign purchasing agents : buyer for export, export commission house, export confirming house. They
operate on behalf of an overseas customer.
; Ol Wz FR, YA (utilities), % 59 tEAIAS ATk
; @ Export broker : Receives a fee for bringing together the seller and the overseas buyer.
o] W feer FZ sellerol 2Ja AEEL, WIZ buyer’t AlEsh= 2% Ath o] o brokers AMEAQ AAg A
Al @th
; @ Export merchants : jobbers. They seek out needs in foreign markets and make purchases in world
markets to fill these needs.
; OS2 WUE HACS ool MY AMHo] Ik £95K @2 Fastilistaple) ALHOE AdEs 4
£ tEth
; @ Export management company(EMC) : An independent export firm that acts as the export department for
more than one manufacturer,
; OIE2 & AIFOA MiRHmanufacturer) -312 (client) @] 01§ 7HAal 2FEU, AL O]ETICE RAHA]=
FELh o5 dFE JHFo] 4Es st AEuiste] ojolg Wrle SREQY {EYRHdistributor) L o] Q1
OlA ojmgt o]20ILt AEE AES KA L= AuM UlE (commission representative) 2A &5 5 QUT}
; ® Manufacturer's export representative : Combination export management firms. They act as export
distributor or as export commission representatives.
; Export distributor : Assumes financial risk. Have exclusive right to sell a manufacturer's products in all
or some markets outside the country of origin.
; AE0] el XEstal siel wulo] theh BE AFE RES Zth A olgE 7HeE AT
; Export commission representative : Assumes no financial risk. Sometimes called an "agent".(CFeF ®Z& U
32 o] wjEo] o] WAL AMEHA] @eth)
; OlEe MRt o8] HE &2 dF sie AlFe) g-gErt. Mixh= ZE accountE AORITH (hEAZ}
credit check$} finance arrangementE AIZolEElE) 0|52 MARL S ALY o]§0& &g 4 Qlrh
; ® Cooperative exporter : Sometimes called "mother hen", "piggyback exporter", "export vendor". Export
organization of a manufacturing company retained by other independent manufacturers to sell their products in
some or all foreign markets.
; 0152 U7 T2 RIZAIE 918 export distributordd P&}, TWlE export commission representative &#
2957z it
; @ Freight forwarders : Licensed specialists in traffic operations, customs clearance, and shipping tariffs and
schedules.

; 5 0|52 SIES 9T oAb (travel agent)E AZAE 5 QIrh 0|52 SHES REdte A FEY §]7<40] 7V4
S 1, £EUAEC 2 HFRE ZFIES L olE2 EF & WIS Ik Stk ol Ul sE
g FEFOIA 23 g Ato], gtolA DAZIR = 2| ST

A U7 FEISh T8 S oA
S brokeragel}l rebateE BH=C}

Organizing for Exporting in the Manufacturer's Country
; B2 V19E2 BA Yol $& ZF)e 295t Qlth. 7Hs®t arrangementofl= oljot 22 AS0] Jlth *
; @ As a part-time activity performed by domestic employees
; @ Through an export partner affiliated with the domestic marketing structure that takes possession of
the goods before they leave the country
; ® Through an export department that is independent of the domestic marketing structure
; @ Through an export department within an international division
; ® For multidivisional companies, each of the foregoing possibilities exists within each division.
; FEY SHE Fe 719 719 UolA(in-house) & YFE Fsfor Sith. IO ofEA S8F08 #ag AA
7}2 27WX7F Qg 4 Utk @ Company's appraisal of the opportunities in export marketing @ Its strategy for
allocating resources to markets on a global basis.
; 719 Wl 58 BAE 2dste 2.
3 719 QoA £E TR AHIAE B B9
; Export trading companies(ETC), export management companies(EMC), export merchants, export brokers,
combination export managers, ... 550] 2 $ U}

; otAIRE 2hd S0 SLdlol 2 4 Q7] TR0 readers 58 SYAQ £E 7|04 - AHAQRE &l
sfloF g Fgrt lth

Organizing for Exporting in the Market Country
719 e ta AIE F7H0A AES ofEA |EEX0) tsiAE FHIsior & Hert itk ZE & 7|3 st 712
Aol AF-ol WA Erk: FAF™EFO AIF dfet SEAQ S04 (intermediaries) & &% T FEE oj- FEE AW
Sfjok sh=71?
Direct representation *
; Allows decisions concerning program development, resource allocation, or price changes to be
implemented unilaterally.
;o Adv 1 ABOl AEol EMiSHA Ze d9 AEES duist] fst oHEES FA gdsitie Aolth
indirect/independent representationdAlE o]2g =¥t FAZE HIEA] QlE A ofTh ES AIZOZEE] Bt
St FRE ¥g ko] Bt EVFsiths Aotk
; Direct representation2 $EYUAFSO] &HAL} IAoA AFFOR dES dujditie 21o] ot tiREe &
< Direct representation® =04} (wholesaler) OJLt &u&} (retailer) ol THjgHs Z1S Loich
; B2 AI”OIA direct representationS S A2 t 7HssiAl ged, @ shfZo] H&S FYSIAIFIAl &
7] wjRolct, #mjgdo] ATH independent distributorE AMEsH= Z0] Hr} SaH80lT)

[This section will be omitted thanks to Soral!l

Sourcing (SF9)
; Sourcing decision: Whether a company makes or buys the products it markets as well as where it maeks or
buys them. *
; Outsourcing: Shifting production jobs or work assignments to another company to cut costs.
; Global outsourcing/Offshoring: The outsourced work moves to another country.
; QEET Ze AE SE%0A 719Ee Hg=g tie optte ZatA il AUtk olE 6Hé6}E ay Jhed stube
@N 2 O ANdES 5= Ak &2 UE AYa =71 ke Zolth AMY B2 IV_E X}Mol A}b &S0l ol
oA TSOIREA BELL EF ARIES il 7Y 2 B olgg 58 =7iet ®MAA Rohs | ATt SHAIRE O]
SOJA] sourcing OlfrE 20049 thEd AW AXH o4t =L ol st ob2Ad o] EL‘E—‘C— —?—"\j call centero] 7F&
2 ggs 713t

; Sourcing decisiono] FgFE 7|X= AES offel Al

(1) Management Vision

; oust AURES R=olA AL Aier|2 BFSE St (Hayekd AR - 18 AIAE ©E7] Q8] 195
A AR Canonk SAFSH Ao]2)
(2) Factor Costs and Conditions
; Factor cost : land, labor, capital cost.
; ZF URhE QiAuZL the ARIE.. Sadk.
; Hl ABAPRIOIA Q] QIAHIE AlAI] AR A oA Ee Holth (QIT]okd] Software engineer)
; ALte] T2 Q4AE0)E land, material, capital 50] QT OE QAES HIE2 &9 availability@l relative

abundanceol 9l FE=Tt E}“} W2 QA HIEEZLS] Rfol7t MRARE st datdoz: AdEs 9

Rol A =le 97t At dE ofd Uehs SES EXIZF 3L, A& &2 @"Oﬂ“ SES RHZO] QAT
AR AFE SHeH e /\HE* ik 71ege HE&e AH2o) Uigt =539 Hlgs JduFeE AARITh
sourcing 71€& ARSE W, 7|9 FERle SAES & S HIE F A dio] Aaste 24 oldlsior Ttk

Be 9= %7}011/\4 e =E5Eo Exls i Aldg 28E o 294 a#Argoltt. (o]Ao] =0l 'MAL A
a'o]l © olR) SRS ZFFQ A4 Hlgo] S HI0A ATIFOR &2 %E AKstal JASAE BES =
oF Sith @3l W o] Mit AJdg ZAEQEA Slchs HI8T YR theiAE diefsfor St
; Transportation cost *
; Time delay due to the transportation. It increases inventory size and cost associated with that.
Country infrastructure and political risk can be an issue, too.



(3) Customer Needs 6. What is the difference between a letter of credit and other forms of export-import financing? Why do sellers
; 2 IAEe @e HE o T Ae 2 JSAs
H UEe ASsE 25 BAE ddshen odes Ax 9r SHE dg nFoR thl 2w st 9
o =

ZoHHA
o] A2 IAES WEAZ|E= Ao WQA] RIoAO 1 HIE FS A, 7. What criteria should company management consider when making sourcing decisions?

REC (9 AREHE 52 59 ESKYE S0 Byt often require letters of credit in international transactions?

povs

(4) Logistics
; YU OR AMES A9t B AIE Ato]o] A7t HaE 2&0 e AR RAW @& H8o] AZILh AT §
A E NZR 25 Ve At HE BFE FAA7Ia Urh
; oSt RE Aggol: EFta HIHK] BRIEC] sourcings BASHE o) IS 71X Qth (CIEFQ 2 o)
=9] 9/11 HiZ LA o]F)

(5) Country Infrastructure
; EEQ A 2 SES A5 siMe 2710 SRR (infrastructure) 7 A AL S SR NG = A
Ll Q86ith. @7EE =Zete VIgnitt thEX MY (power), =&Y (labor pool), civil order, effective
governance 50] QATE EFH Qe AAM L FHQAE siQjoA A 4 JAe AT E HIHES AlIsHok
Stal A4k B AHIRF AFo] eHEEh] o]Rold 4 Qe $ES AIsok Sith
;AN =EY+EES Q=glE 2HE Uehs | Hong kong, Taiwan, Singapore 6. AloolAE AZFZo] 7ty
Ag B2 olE AFsI7E HAl Ltk

-

N

(6) Political Factors
; A deterrent to investment in local sourcing.
; BRF o] HeeE EAPL sig U AIEE 9g JHsde EolEth BAF JIEEs Brkste ¥ oy
22 2719 FA oA Aejo] FFPFoR HiESl TE RE AS0] HZTH A7/ I7tolAe FR1F go] o
Atk BrkE 4 Atk
; EUHE FXIA 9190l sourcing destinationol] H8ke 712 4= Utk dEE0] nlm AolA US Treasury@t Dept
of Transportation0] 39| FFS AMEsH= AVIPSEREIS] g WolsolA] Bohe Hete HSFIAHE0] 83t
AZ1 A<oltt.
; A FE (Market access)2 ECHE FR|F QIxfoltt, THeF =7kt A]990] local content lawoll Qs A& ZY
S AStSthE oBAE Y =7hiolA MAk AldE THE FQUt ATt (Y8 AHSR] n= AlE ZE AR)

(7) Foreign Exchange Rates
; LY e e WE0] dsith(volatile) WA B 7|¢E0] & fA3E Agtele WHOZE global sourcing
Hekg gstal QUoh ol AlFolAlE mEEQl Ml XIFos Watl: &g WE o ¥ mjEzor WE 4 Arh
; endaka ~ Strong yen. (A3}t ZAl) 2003d $E0] Y122/$1014 Y107/$12 HojZF 0]F Canond AF JFL ¥
ZAAE BtEQATH
; ek QdshE "GElE AlZSHA overvalued®EITHA T2 Ao A4t AlES ZHE 7|Yo] T2 XoZ Mit Ade &

!
dom 24 292 Ag 4 A,

o

[Questions]

1. What is difference between export marketing and export selling?

2. Why is exporting from the U.S. dominated by large companies? What, if anything, could be done to increase
exports from smaller companies?

3. Describe the stages a company typically goes through as it learns about exporting.
4, Governments often pursue policies that promote exports while limiting imports. What are some of those policies?

5. What are the various types of duties that export marketers should be aware of?



Chapter 9. Global Market Entry Strategies

; Level of market entry strategy
; Exporting
; Licensing
; Joint venture
; Direct investment

Licensing

; Licensing : A contractual arrangement whereby one company (the licensor) makes a legally protected asset
available to another company (the licensee) in exchange for royalties, license fees, or some other form of
compensation, *
; o of gloldaE AHbe BHIAE olF, 719 olF, Sd(patent), 71¥ HIE, & AF AL (formulation) &
Qth. toldAe 53a] A AlgolA de] 2QIth TI=U, NBA, 37t S2H8% o 7kt shiolth olEs &%
o8 MR E ohth SRR gloldd FEE 189 BAL oS A (leverage)stal AAZQ S0l FHES|AH
=3
3 A RYGAlo] ZoldAo] ARlE 24 AF 1o
; @ Because the licensee is typically a local business that will produce and market the goods on a
local or regional basis, licensing enables companies to circumvent tariffs, quotas, or similar export
barriers.
; @ When appropriate, licensees are granted considerable autonomy and are free to adapt the
licensed goods to local taste.
; ORUE Wst 71gH, o1, 21 58 9%, . AlA S gtoldasitt gtoldAe tiahzt 14 Hiot
o=, weh 2TV ARHOIA AIURIE B8 5 JAEE SIED licenseers OJE AP Wo] M7, Mg 2 th
E ORI @45g HEAd 5 Atk
; Sanofi-Aventis 9] 2to]4d4] Algl; Pilkington®] 2tolddd Al
; Btolddol FiKle B ¢ x
; @ Licensing agreement offer limited market control. (liconsore licensee] TIAE ==T3H0] FoI5HA]
271 Wigo] o]= ¢lsf] FAIF o]de gloHE & JUrh
; @ Agreement may have a short life if the licensee develops its own Know-how and begins to
innovate in the licensed product or technology area.
; 2ot ARolE licensee® slg Al&olA BB AR € ¢k Utk diketd ole atolidao] 71y
o] Th2 719 RS "dEHE 4" (borrow) AESE 517 WEOIT)
; Zrold st #E 71 fEsh 718) HI&(opportunity cost) Al 1950900 ALZF AT&TS] E A40lA
EWRAH toldilg da Aolth. Ibuka(@YPAHE ol 0l&3sto] Zal HiHZ2 S&shs 2HeE UER
T} E=5 A4l §X3510] hearing aid(0]0132) & THEQITHEX], high-frequency outputE 7NEsI== T}
EAl sH= ¥E0] ok
; SR 2loldAd] 7g1g e Ao Aufste A HIFS 238 7IAEg & th 78 |88 A Apple
o] Arglolth. (71915 Fe ol duisto] 0S oA Aufstlrh)
; 919 AREISOIA olorlall F= Elolkile Sal HA de ES AK 99 FHPE AFoIS0] ¥EEE Fet
QIth YHEQl Wolg A& licensor-competitor £ WXIE7] Q8] @lo]dd FFS HE  partieso] AR
cross-technology exchangeE A|&atojof $ith Fojm H|=L 2o Haxt st 7I9e Stolda Zo] full
cross-licensing(licensee?} licensoret 7itg JRste A) #AE ZEEHES stojoF gith T3 loldy Hete &
el 28 2L1E FHotA st Aolojof ST
; How to solve the "potential competition problem"? *
; Set up some cross licensing
; Running up in the road
; Providing "needed" in the product (ZF}1ZEte] |9 AZ B) so that the licensee is dependent to
licensor.

o

; Best : Constantly innovate, develop so that the licensee continually dependent to you.

Special Licensing Arrangements
; Contract manufacturing : It requires a global company to provide technical specifications to a
subcontractor or local manufacturer, *

Local ownership of production. Hire domestic manufacturer.

Sl AL Miks A=EskA Erh

; A8

; @ The licensing firm can specialize in product design and marketing, while transferring

responsibility for ownership of manufacturing facilities to contractors and subcontractors.
; @ Limited commitment of financial and managerial resources and quick entry into target
countries, especially when the target market is too small to justify significant investment.
; Less risky.
; Using specialized contractor.
; eE
; Companies may open themselves to public scrutiny and criticism if workers in contract
factories are pooly paid or labor in inhumane circumstances.
; Brand equity can be eroded.
; Franchising : A contract between a parent company-franchisor and a franchisee that allows the
franchisee to operate a business developed by the franchisor in return for a fee and adherence to
franchise-wide policies and practices. *
; TARO| = AT HA9] nHAY HlEYS siRal FSohet #alo]l B 719 IA ofgd 4
;o) MEYE ZiRjo]=
; AR ZeiziolAle gho]X2]o] HIs localizationo] AA] & AlE 2¢) mgkolr),
71¢0] gloldAg sV|E2 Z2FESTH a5 o] Hrl ZHLIs AIE Fog 7|tiok Sith

2

Investment

; 7190] &3 golddg Sall B HPZoA Z8g AUt ZERe Hit FHQIs FHolE sigstA € Aotk 2
QoA 2¥9 BREX 2 ZE 4£7dA (full ownership) S 7HK AL sHe E9He FAl0] tst 28g ojgojd 4= Utk
; Foreign direct investment(FDI) : Investment flows out of the home country as companies invest in or acquire
plants, equipment, or other assets.

; FDIx= 7150l Sil Aldox ik g 9 xjgx oz AdE ¢ s Sith
; 21A1719] OHR1ER2 cross-border merger and acquisitions(M&A) Q] Al71QLE 7IFEQ FAF Mol ool & A
E0] Utk

(1) Joint Ventures *
; Joint venture : An entry strategy for a single target country in which the partners share ownership of a
newly created business entity.
; O] Mgk AF:
; @ Sharing of risk. A company can limit its financial risk as well as its exposure to political
uncertainty.
; @ A company can use the joint venture experience to learn about a new markKet environment.
; @ Joint ventures allow partners to achieve synergy by combining different value chain strength.
; @ A joint venture may be the only way to enter a country or region if government bid award
practices routinely favor local companies, if import tariffs are high, or if laws prohibit foreign control
but permit joint ventures.
; Be 71950l 98 AlFo Eo7te & o olgi®s LZth (Anheuser-Busch9] Al G& AlFOIA H335H7] 9
sixde fe Ao FHste Aol pFolth. ABE ASole o]z E0iztal o RQIE HMANE dystA
th olE H3FolYoL, Fo] M/SE LoI7IAL olE SHAISHILE o] Aldle 2 FAE SHe AR SHoldd Roks
Sl A TEH EAE A& Aol WUthe A& HoErh)
; BEMsOIAIS] RQIE WixlE g6 AFF0th 525 g Y. 5204 P&G, IBM, Isuzu motors, GM S5
o] ZQIE HIXNE Hystrt
; BAlotolAe] ROIE HMIXE E7FSoIth. GMO 29 RQE HMAE Hysidou 7130] HRA 7t AlEE H
OlE sIAISIATE



;EE
; @ Joint venture partners must share rewards as well as risks. A company incurs significant costs
associated with control and coordination issues that arise when working with a partner.
; @ Potential for conflict between partners.
; ol Ed] E3lEQl xlo] mjRol 571 k. (Converning Glass@t VitroQ] Alel. HAIFQIT} b=l
9 EsHH #ol) 53] olge BAlE: oz 7IYo] WIANE HHEste % SZErh Ee RQUE WA
third-country AlZo] tiet SFAY FPox S}
; @ A dynamic joint venture partner can evolve into a stronger competitor. (problem of
"termination")
;M EdE, 53] =9 oA olgA € Jito] Ath
; e AFSAE AR (OlF #1715, % oi7Iu AMEsal -.-+)
; @ Hard to split profits.
; ® Hard to do long-term goals.
; ® Cost associated with joint venture.
; Variations..
; Strategic Alliance
; Strategic Partnership

; Consortium

(2) Investment via Ownership or Equity Stake [Direct Ownership]
; Investment that results in majority or 100% ownership.
; @ Green field operations / green field investment : Start up of new operations *
; TS M&AE SsIAE AR & QAT
; ARAS 2 e 29 ==o] desta AlFo Folshs Ztiste] sue Attt 7Ige AlFA 9 mE
A, EAl, 2 olgg 2dsty] {5l stoldiloltt RQIE HAMRE Afdo= 42 5 Ath
; Direct ownership *
; When market is large enough. This might be end-result of process.
; Government likes it. They may bring capital. But some countries don't like it.
; Advantages:
; @ Cost economies(cheaper labor, cheaper materials) which foreign country is providing.
; @ Cost saving which occurs when exporting one country to another country.
; @ Creating jobs.
; @ Deep relationships with local suppliers and distributors = You will know more about the
market.
; ® Full control of investment = You can develop long-term global interest.
; ® Access to the market. ex) domestic content for certain product, ...
; @ Profit potential is high.
; Disadvantages:
; @ Risks such as devaluation of currency
; @ Exit barrier : Barrier to flee the market (B]&H|&)

; @ Majority/minority Equity Stake: AR7F 519 7199 Tk 2 100% 42FAS AT =4 719
minority equity stake?rS ZPHol SITE (Aot SHQ] 71¥o]l 49% ol ZIRE AE FATIH SHATH
minority equity stake AEOIMEZ 7192 BY SAto] B & Arh. FET Ze ARE 100%7F UF gs] o
2ol ggitta 8) U2 ¥2& $A 71YS minority stake AEIOIA AlZtEl0] Fxl AR s Li7jok S},

NE dHE g&ste v Ui AF &2 (large-scale direct expansion) Bl FHIAL & AYH

| Azl oAl Wez Stk SNE mee FAE S Ue FHE e9isel ol BIwAE KA

fellis,
(=3

e

; ® Acquisition : Acquisitions can also happen through a hostile takeover by purchasing the majority of
outstanding shares of a company in the open market against the wishes of the target's board. *
; M2 AHlo] thgt greenfield investmento] THEH THQFS acquisition OJTk

; Acquisitiono] thet AE22? MASHglobalization) 0T}
; Ownershipo] thet AF:
; +(joint ventured] ZE Z¥ XHF)
; @ Access to markets
; @ Avoidance of tariff or quota barriers.
; @ Permits important technology experience transfer
; @ Provides a company with access to new manufacturing techniques.

Global Strategic Partnerships

; dUle 224 Fd¥e WA AR 8N BT thdet & (collaboration)2] ZAgko] IZ0ITh RQIE WIF ot
ofg} cross-border alliance®™ MZR &g ZFil Hrh =2k playerd IXIE AFAlstal Atk
; REYS A4 84 unprecedented degrees of turbulence, dynamism, and unpredictability@ QOFe = QTh Al
A AFollA d3s7] sl 7I9ES A0l BaE 7P 71sd 91U sid AdEo) § o)k SESIAE oEnh a8
e RUst xFH s¥g Jidstal ASFHez Silsiy ZE2d A= JiMstel "VIYE MIAISHEntrepreneurial
globalization)"& sjoF & 7t Atk

The Nature of Global Strategic Partnerships

; Collaborate agreements, strategic alliances, strategic international alliances, and global strategic
partnerships(GSPs) : Linkages between companies from different countries to jointly pursue a common goal. *
*x (0152 2% Z2 JolEd)
; Strategic alliance®] 37}K] B4: »
; @ The participants remain independent subsequent to the information of the alliance.
; @ The participants share the benefits of the alliance as well as control over the performance of
assigned tasks.

; @ The participants make ongoing contributions in technology, products, and other key strategic areas

; I 9] GSPE E0JA=71? "A partnership is one of the quickest and cheapest ways to develop a global
strategy" 017] WIEOILE, FEFQ XRQE WMFQ} Zo] GSPoll:= 7K thEo] QAT

; GSPS] AE: *
; @ High product development costs in the face of resource constraints may force a company to seek
partners.

; @ The technology requirements of many contemporary products mean that an individual company may
lack the skills, capital, or know-how to go it alone.
; @ Partnerships may be the best means of securing access to national and regional markets.
; @ Partnerships provide important learning opportunities
; GSPY] B! *
; @ Partners share control over assigned tasks, a situation that creates mangement challenges.
; @ There are potential risks associated with strengthening a competitor from another country.

; GSPE ol dEsh AlE 7Y @¥Ite 34 t2th Jfuketd gloldd Zoke StEVS] RS AEL Vs wg
S Q7SR 7] miRo|th, AEFQ ROE HixE J|EFog Y =7t AlFolY EF B0 £EE £ A (alliance)
olgtal & 4 Atk WA GSPY M EF tiEth ol ok TV Z dHE 4 QUth
; GSPY] B4:
; © Two or more companies develop a joint long-term strategy aimed at achieving world leadership by
pursuing cost-leadership, differentiation, or a combination of the two.
; @ The relationship is reciprocal(®52]). Each partner possesses specific strengths that it shares with the
other; learning must take place on both sides.
; ® The partners' vision and efforts are truly global, extending beyond home countries and the home
regions to the rest of the world.
; @ The relationship is organized along horizontal, not vertical, lines. Continual transfer of resources
laterally between partners is required, with technology sharing and resource pooling representing norms.
; ® When competing in markets excluded from the partnership, the participants retain their national and



ideological identities.

Success Factors x
; ThEak 22 67FA QE0] GSP 9] d3o] "Qsith
; @ Mission : Successful GSPs create win-win situations, where participants pursue objectives on the
basis of mutual needs or advantage.
; @ Strategy : A company may establish separate GSPs with different partners; strategy must be thought
out up front to avoid conflicts.
; @ Governance : Discussion and consensus must be the norms. Partners must be viewed as equals.
; @ Culture : Personal chemistry is important, as is the successful development of a shared set of values.
; ® Organization : Innovative structures and esigns may be needed to offset the complexity of
multicountry management.
; ® Management : GSPs invariably involve a different type of decision making. Potentially divisive issues
must be identified in advance and clear, unitary lines of authority established that will result in
commitment by all partners.

; ES 4359 "Rk collaborator)e ol#fl2] 41K g WED:
; @ Despite the fact that partners are pursuing mutual goals in some areas, partners must remember
that they are competitors in others.
; @ Harmony is not the most important measure of success; some conflict is to be expected.
; @ All employees, engineers, and managers must understand where cooperation ends and competitive
compromise begins.

; @ Learning from partners is critically important.

Alliances with Asian Competitors
; Ael ZIRES ofxot AHANETL GSPE WE FR WU UEES IdsH Hedl, 53l FXk9 Mik s
mEEQl F<eo] JEch AT ZIgENAE BASHE, MiY ¥4 (manufacturing excellence) & E7A AKX
CE THHE Z-Eg UERCh Hl-otAop ZAPET AXLOES Hrl 8701 BFste AAE wioF Sith
ESH "not-invented-here" AEFS FESIAL IE AMIS WA oid SPEOZ ofAor Sith SAlo] 55 H7A

(proprietary lab)3t AAILIOE HEg AsteEe A Eole ©E HiYor sith, EHYE Agsty] S8 ofE 7Y
E& GSPo| "collaboration section"& A% St o] BAE JF AHEI AEVE ik 29 8 o9

S ot QTEA 2 SEE SAlcte 98s At

; (McKinsey and Company A

; TEL 710 BAlE d3 B8 50 Oist AR 2457k 8 (disillusionment) 3 B2 713]0] tigt A& of

St ERIEQ A7 Brh

; BAIRE
; @ Each partner had a "different dream" : €& 7| AZAEADL HE SHs dHH AT 7|PES w2
I R gle ol9s gt
; @ The balance between partners : Z2o] thaia 22 L2 7|ojgta SWo| Fofsior sith 7ha njF
Ql FEUE oln AMES F3 MER VIEd s8e ZE 7199 AHolth SR B71FQ HFA F a1
TEHE g Z28EAs 7IYolAL A1) vzl ZIjolth
; @ "Frictional loss" caused by differences in management philosophy, expectations, and approaches.
; @ Short-term goals can result in the foreign partner limiting the number of people allocated to the
joint venture @ O2fst HIFEE 2-3dte] FEE IATS St O Ailke 719F @ZH(corporate
amnesia)O|C}. YEo|A ofEA ZAdstal H&Ast=Alo] thst 71€A 7ol AAL giA He Zolth. M2 &
Azlo] E0j@a1 LA wixo] el Exo] AletAA €t

CFM International, GE, and Snecma: A Sucess Story
; A3, dole iR

AT&T and Olivetti: A Failure
; Al AR

Boeing and Japan: A Controversy

; (3 315) Evolution and Interaction of Entry Strategies

International Partnerships in Developing Countries
; AE AZsAL

Cooperative Strategies in Japan : Keiretsu

; Keiretsu : An interbusiness alliance or enterprise group that "resembles a fighting clan in which business
families join together to vie for market share."
; Ol ThFst Ao Ax Uem, oJ7]ol& capital market, primary goods market, component part market &
o] Qtt. olE2 ARt FAl9] 28 (AN 7Yt FA9 WA-ARE Sol AWENE Fojd Utk u=x9] dg
EXME GM, GE, USX, IBMO] A2 AZAL ] Qrtal Mz HH )& ZAolth keiretsu®t AHsITH= AL ©A] Al
Z Atole] Zduto] ohlgt A2 THE 719 Rl & (governance) 9t A 27 710 ARG onjsH= Zolth
; o) Mitsui Group; Mitsubishi Group. (0]£2 Sumimoto, Fuyo, Sanwa, DKB groupdt &7 "big six"
keiretsuE O|ECh 0]E2 WM E horizontal keiretsugtil= ETITH 0152 Y& FA 7Y S04 e HIgws
Ttal AR, o]EQ] AFe slel IFUAE0] AFo TYste Ag SHFOZ gof 2 & MR THEe
231, SAlo 7198 o, glad 2% 2 2V 18E 7HA_th
; Vertical keiretsuts SRR 249 $217 SWg oSt of7]oli= Matsushita?t QACH
; EOE FEIY] AIX keiretsus AFSAF AL, IEA 2 2E AZAF Ato]o] 7] QAR SWIAR FEE A
Ch. (Toyota?l o)
; Keiretsu AJ2EIE IZHO BES0] FAo] Eaehs g BASI vt 9 o= 2 {8 ASA AZANES
2E RolE A9 mEhdgtil Yo BE AFRAIECE Aoz Fe 7HHo] ditshs 29 AAE olFal Utk
&S toyota, nissan 50| AZE FHOIF7] Qs 7K e FAS AK AE /oy TE BEFoz2E 2Y £ Y
= FYolth
; KeiretsuZ} YH=AEE of7]a1 Qthal FES|% St

; They can be competitive threat.

How Keiretsu Affect American Business: Two Examples
; 1980ATH Z=HE Nissane AFsAF AAO] AFSEE #EHAFEE 1 AU o] W CrayQt Hitachiths & 259
A 218 tiaolE, AAZE AEXA gl HitachiZh AEEQJCE 1 o]fE Nissandt HitachiZb Z€ bix six
keiretsu®] 8¢ (Fuyo group)ol7] WiEolth, A= nl=o] Y4=S do] Cray’t AFE7]E= SIRAC
; Keiretsu7}t HIRlE Ggfele ZELIs7]ol ol8 & dssior stk

Cooperative Strategies in South korea: Chaebol

; o usR 2

Twenty-first Century Cooperative Strategies: Targeting the Digital Future

; Q=8 digital keiretsughe 0] AIF AFEE, ol ¥ AU AFH, 2, AHK ARAE L AEEHQIHES ¥
3t 2 g§9EE AS Uolth

; Sematech®] Al

Beyond Strategic Alliances
; 8Al9 Fg «
; Relationship enterprise : grouping of firms in different industries and countries, they will be held
together by common goals that encourage them to act almost as a single firm,
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; Virtual corporation : Single entity with vast capabilities but will really be the result of numerous
collaborations assembled only when they're needed.
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Market Expansion Strategies

Market

Concentration Diversification

Concentration | 1. Narrow Focus 2. Country Focus

Country L 3. Country 4. Global
Diversification

Diversification Diversification

; @ Country and market concentration : Targeting a limited number of customer segments in a few countries.
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; @ Country concentration and market diversification : Company serves many markets in few countries. O]&
EUOIA REHFoIT},

; @ Country diversification and market concentration : Company seeks out the world market for a product. Al
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; @ Country and market diversification : The corporate strategy of a global, multibusiness company such as
Matsushita.

[Questions]

1. What are the advantages and disadvantages of using licensing as a market entry tool? Give examples of
companies from different countries that use licensing as a global marketing strategy.

3. What is foreign direct investment(FDI)? What forms can FDI take?

5. What is meant by phrase global strategic partnership? In what ways does this form of market entry strategy
differ from more traditional forms such as joint ventures?

6. What are keiretsu? How does this form of industrial structure affect companies that compete with Japan or that
are trying to enter the Japanese market?

7. Which strategic options for market entry or expansion would a small company be likely to pursue? A large

company?

Chapter 10. Product and Brand Decisions

Basic Product and Brand Concepts
; Skip
Product Types
; Skip

Brands
; Brand : A complex bundle of images and experiences in the customer's mind. It represents a promise
by a particular company about a particular product. *
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; Brand image : The sum of impression. A single mental image about both the product itself and the
company that markets it. *
; Brand equity : The added value that accrues to a product as a result of a company's prior investments
in the marketing of the brand.
; Positive differential fact.
; Core/central idea of targeting potential customer.
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£ 4% QUL The stronger the relationship, the greater the equity.
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; Measurement of brand equity
; What do I actually measure BE?
; @ "Awareness" : & 2412 ARZEO] brandol Thel olop g
; @ "Attitude" : {FoFSiT}, HojE}} 9| single dimension
; @ "Brand image/thought/belief"
; Results are:
; @ Actually look at behaviors
; @ $ premium
; @ Preference
; @ Loyalty

Local Products and Brands
; Local product/Local brand : One that has achieved success in a single national market.
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; It represent the lifeblood of domestic companies.

International Products and Brands

; International product/International brand : They are offered in several markets in a particular region.
; ol& 9] "Euro brand"

Global Products and Brands
; Global product : It meets the wnats and needs of a global market. It is offered in all world regions.
; Global brand : It has same name and a similar image and positioning throughout the world,
; Combination/Tiered branding : A corporate name is combined with a product brand name
; €x) Sony Walkman
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; Cobranding/Dual branding : A variation on tiered branding in which two or more different company or
product brands are featured prominently on product packaging or in advertising.
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; ex) Intel® Pentium brand AlZ]=
; Brand extension : It entails using an established brand name as an umbrella when entering new
businesses or developing new product lines that represent new categories to the company.
; ex) Virgin

Global Brand Development

; considerations:
; @ Managers must realistically assess whether anticipated scale economies will actually materialize,
; @ They must recognize the difficulty of building a successful global brand team.
; @ Managers must be alert to instances in which a single brand cannot be imposed on all markets
successfully.

; Global brand leadership
; Using organizational structures, processes, and cultures to allocate brand-building resources
globally, to create global synergies, and to develop a global brand strategy that coordinates and
leverages country brand strategies.

Local Versus Global Products and Brands: A Needs-based Approach

"Country of Origin" as Brand Element

; Country-of-origin effect : Perceptions about and attitudes toward particular countries often extend to

products and brands known to originate in those countries. They become part of a brand's image and

contribute to brand equity.
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; @ To disguise the foreign origin. (F 32 ZS £t AZsith
; @ To continue the foreign identification of the product and attempt to change buyer attitudes toward
the product.
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[Questions]

5. How can buyer attitudes about a product's country of origin affect marketing strategy?



