INE

[{]:EmmB1TiRIEEE 7] ] tRavE

90 {o 158 %€ B PR 1T 8RR S

<1

HTABE

:737(% )

- 2017/04/20

RIE S R BB RUR
RIE =R PRTTIHE L

=<t




el

PRI

Hoe B BOEERIREE « BT | SONY ~ HESH ~ HEH/(E:
SHEEIE(AE) ~ BEESEIS(AE) ~ | SR - BE - UEE
ETFEE(AS)
ZE A | EHLHEAM) FIAT ~ Marlboro ~ 43422 th4f)
HERE]
BA=E B SE S AEES (AAD) G—H - EE - KPERE
BMW
SN s SETRLAEL(AD) HAAEHEE
ESREES ] SEFSAEES(AD) NIVEA ~ B H%% - S
CHIVASGEF, ) ~ Martell(}§
el)
pactise SETRAEEL(AD) LEHEA ~ ERIASE ~ 32

By S #a% i+




IS SR A
5

[l

241717 55

EFEEVHESE THEER

MiHAREE TIEE H2ES - FrEZIRY "OBRR .
R/ EHE  2007F10BERES E 135!

225 VESREER ., FA1E2

A A% AL ]

.l.

HIKE A
el 1755

<BE mohERERR

i

BREAE [ X EmaRat R
FREGRIZEE " aReTEfTiH ) ~ " RRGTEER . 5

By S# 8% i+



/—

17

32 FhiF

72

R LIS
B AR 75 1T 3452

B BRAT SR 22

TIHEE

1TiHE R (E =AY
A S 1T 85

AT EETTEH
S01TIH

TIHEE(EBMITH -
BENFTEY « RAETH)

EERTTIH

BiRE— B

/K/Ij(ﬂ'. ﬁ$%%
RSB R R
REEKES %

B AR ¥%k)
PRABEHEFEER

PRABEEEE 2
TTEAEPEEES

IR T EERR 2
EENRARLEEE

BERHX

PRABEFEEES



ICSFTRABRE—B3R (8 )
]

ERESEE(CRFERR) KOOI RNBEPRIERE %

JE&I:&E

s s

PRABEFEEEREFE

s nin_l_%éf
=
= A= = X L2 S —
B R AE RS A
= ey EERRABCESE A
S EEREE AR
= ok g e N N
B0 (T 48 R hEA B EEEA



IESFhRBRE—BER (&)

S

o 51 A1l e i 2 ST A B B E S e R+
BlFh  ARERNEARER B EII(IMBA)

BiR) RIABHEREREEET

N FIKmhEEE (13
FIKmEHEESEE T IEDI(IMBA)

AA

TTEARBEFREES

S 2 3 EEAETEHEIEE ZEMBA
i_" HEARITH =S IBA G E P —H R
g i=£)

FREASERERS

By S# 8% i+



325 P18

o i e

el

éE%E_'

AN =E LU ES EE IR
;I;.J_JE%&E—.%H]D
. RIR H]III EEE
TEEEZR
EREE
El=

Bl =gk

< (#8)

/X/Ij(ﬂ. mﬁ%ﬁﬁj‘uﬁﬁ
(MBA)

PRASREEER
SOOI REBEIFRIESE A

BRI AEERE Z %

13 Bk BT TR
LeEEEem A (R
h—¥:373)

B ABT 2EQ R
I8 Fr i+ 72 I



&H-)H

FJiEmhE TIHIEE )]

By 5% B+



M FI%S ?
S
o EIE TR A RE B 2R E
1755 B B PR 1T 55 3
nn hE I8
o et 2 A

= S A T ZR
] A L TN ZE B

By S# 8% i+



S BT ERe S BT EE. ..

S
o IEMERVITERER R EA AT 2R

0 BBV T I TR A B A B I
o e 2 APPSR — R

0 IEBEFERMP AR —ESE

By S# 8% i+



rizgiE Y
-:
j-ﬁé_' Eﬁ: /TN E/] 2 EE E’ii ;EI_R /%

DLH BITIH DTS
(EE 2P N=F=PaNEil:NpEpEY:
TIHABSBHXENBERYS

RC1THH RIS E T F AENEER &
P EE A 22 Th 5% =

bR F 2 BB INH B EER

E AT A E) faae B AR Y

By S# 8% i+



TS 178




THYA

An¥

—t
[ o e
1=

T

i
IS

H

e

|

N

FRIERIA

o
m
T

Ji

—_—

=

H

HEE

=
A=

By 5% B+



14

Do you really want to try
to sell her hairspray?

She's not buying it. Period. So before she subscribers’ interests and demographics,
tells you what to do with your product, so you don’t have to buy impressions

allow us. Advertise it on Juno, the you don't want. We can tell you exactly
advertiser-supported free e-mail service. how many people you've reached and
We've signed up more than a million who they are, in more detail than any
members in just eight months, making us  other medium, online or off. That makes
one of the fastest growing media vehicles  us 100% targetable and measurable.
around. Juno targets your ads to match What a radical idea.

D1947 Jur 2. LPALL 2GHTS RESEAVED. Jara and the Jsra loge ane tradematix ol D Sagw & Co LD

Free to read. @ Free to write. Free to everyone. i
JUNO
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Core Marketing Concepts
1TEHNZO R

Needs, wants,
and demands

Marketing offers
Markets Core (products, services,

Marketing and experiences)
Concepts ]

Exchange,
transactions, and
relationships

Value and
satisfaction
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o Coca Cola: open happiness

https://www.youtube.com/watch?v=P7ADWd9Psa

g
0 Samsung digital camera: insight

https://www.youtube.com/watch?v=]LSgjgmNB98
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Drivers Toward Globalization

1. Market Drivers

« Common customer needs
» Global customers
» Global channels

* Transferable marketing

N\

3.Cost Drivers

* Economies of scale
« Economies of scope

 Sourcing
advantages

Globalization
Potential

5.Government Drivers

* Free trade
» Global standards

* Regulations

2. Competitive Drivers

» Global competition

* Global distribution

4. Technological
Drivers

 Production technology
* Telecommunications

* [nternet
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Transferable marketing
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Honda’s Acura first introduced in North American,
then Toyota’s Lexus and Nissan’s Infiniti follow
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4. Technology Drivers# i §& €/ )
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Levi™ sH7-f 551

Sits At Waist

Mid Rise

Low Rise
i Ultra Low Rise
' i A '
HiRise Skinny Jeans 'I’OP SELLER N
0 Mid Rise Boot 553™

Relaxed

Skinny Straight
u ”z ) Boot Cut & Flare

TWO FOR $35 EACH ‘ N

Relaxed Boot Cut 550™

Jeans
HiRse Skinny Jeans | toseeR | ToPsEeR |

245,00 Iconic Cuff Jeans N ) — .
$78.00 Leviz® {re-izzued} 1970 Mid Rize Boot 553™ Jeans Uttra Low Boot 522™ Hi Rize Patch Pocket Flare

7 Flare Jeans Jeans Jeans
$78.00 S52.00 - SE8.00

s7e.00 252.00 382.00

More Colors Available

More Colors Availabl More Colors Available More Colors Available
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How Organizations Go Global

Minimal Global Significant Global
Investment Investment

* Global Sourcing * Exporting and Importing * Strategic Alliance
* Licensing - Joint Venture

* Franchising * Foreign Subsidiary
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Researches of country attractiveness
- O OO

1. Political 2. Environmental 3. Researching
risk research competitors
research

e Physical e Strengths and
environment weaknesses
e Sociocultural e Competitive
environment signaling
e Economic
environment
e Reqgulatory
environment

By S75% B+
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Country Screening: The First Cut

- General instability
. — [ €]ECT
* EXpropriation

« Exchange rates

1 accept

ENVIRONMENT
- Physical

 Socio-cultural

« EcoOnomic > reject

* Regulatory

accept Set of countries for

further screening

By &# A% B+



Entry Evaluation Procedure

=B EABIINTISRFLIER
— refect

accept
PRELIMINARY SCREENING —p leject

accept

IN-DEPTH SCREENING —p reject

1 accept
FINAL SELECTION

(personal visit) —) [€]€Ct

1 accept

Entry Mode Analysis
Go to ENTRY MODE EVALUATION By &R M+




Entry Evaluation Procedure
o

=

o Stage 1-- Country Identificationf& &2 o] BEAY B X

The first cut is used to identify candidate countries
n

Typically the company decides to enter a particular
trade area, I.e. Europe or Latin America or East
Asia, for example

And then do a more in-depth analysis within each
of the regions to identify where to place their sales
headquarters and which countries to enter first

By 5% B+



Entry Evaluation Procedure
o

0 Stage 2 -- Preliminary screening
Involves rating the identified countries on
macrolevel indicators#2 & 1512

= Political stability, geographic distance, and economic
development

To weed out countries from consideration

= Exchange rate volatility [& R &8 is an important
Indication of underlying economic or political problems

The anticipated costs of entering a market should
be assessed to match financial and other resource
constraints
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Entry Evaluation Procedure (cont’d)
N

o Stage 3 -- In-depth screening

Involves assessing market potential and actual
market size and other country related factors

Is the core of the attractiveness evaluation

By 5% B+



In-Depth Screening Criteria
5

o Market SizemiZ &
A direct measure of market size can be computed from
local production, minus exports, plus imports

o Market Growthmhis K E 14

Growth estimates can be obtained by getting the
market size measures for different years and
computing the growth rates

o Competitive Intensity i E58E

Level of competition can be measured by the number
of competitors in the market and the relative size
distribution of market shares

o Trade Barriers B 5 &t

Tariffs, taxes, duties, and transportation costs can be
ascertained from official government publications

By &4 i+




Entry Evaluation Procedure (cont’d)
N

0 Stage 4 -- Final selection&x #2 &=
Find the country market that best leverages the
resources available

The process of assigning “importance” weights to
the various criteria leads to a ranking of the
countries from highest to lowest attractiveness

Final selection of the country to enter cannot and
should not be made until personal visits are made
to the country and direct experience acquired
managers

By 5% B+



1550 14 Pk R T BE 0 R B

Stage 1 — Country Identification

 Start with the U.N. annual compilation of world economic
and social data

Stage 2 — Preliminary Screening

e Syndicated reports from Business International, Dun &
Bradstreet, The Conference Board should be considered

Stage 3 — In-depth Screening

» Trade associations are usually the place to start, followed
by government agencies. Market research reports may
also be needed

Stage 4 — Final Selection

e Subjective judgments and experiences during the visits to
the prospective country play a bigger role than secondary
Information at this stage

By &# A% B+
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depending on the sort criteria chosen in Step 5 above.

Help . Your selected data series
WorldData is a large database with 120,000 series on 150 countries, To find the precise data you

need, follow the eight easy steps, These progressively narrow selections to reach your target B
data,
Step 5 - Decide whether you want to sort by country or category.
Step 6 - Click on "+" in the left menu to expand the countries and data categories.
- Click on a category name to view available series. b

&) = B Internet




Y hitp:/fwww alacra com - WorldData - Windows Internet Explorer 2 i FHHEEE: Yahoo! 3T KE

Y WorldData - Microsoft Internet Explorer provided by The Economist Group

File Edit ‘iew Favorites Tools Help

WorldData M"

14 May 2004 15:3531:12 Logout

=1 Contact us | Home | Build news selection | Saved selections | @ Export data | Search | Help
WorldData :: Choose countries, data cateqories and dates :: Choose data series :: Review data selection :: View tables

Country |All = Frequency I""'” frequencies j’ ﬂ Bar chart Colour key: W actual B estimates B forecasts m
Annual series Units 2000 2001 2002 2003 2004 2005 2006 2007 2008 j
China: Consumer price index (av) 200.3201.8/200,2/202.6/209.1213.2 218.0223.8/229.7

We can cliclk any series

Country China name to see a definition.
Units CNY USDJCNY

Daily series Spot Rates, USD/fCNY

2003-01-01 82,2770

2003-01-02 82,2770

2003-01-03 8.2768

20032-01-06 2,278

2003-01-07 8.2767

2003-01-08 2.27EE

2003-01-09 2.27EE

2003-01-10 2,275

2003-01-13 2,278

2003-01-14 8.2763

2003-01-15 82,2770

2003-01-16 82,2770

2003-01-17 82,2770

20032-01-20 2.2772

2003-01-21 8.2770
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United Nations Statistics Division
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PROGRAMME OF WORK

| Economic Statistics

| Demographic & Social

Statistics

| Environment & Energy
Statistics

| Development of Mational
Statistical Systems

| Millennium Development
Goals

| Geographic Information

OUR COMMITMENTS

| Principles Governing
International Statistical
Activities

| Fundamental Principles
of Official Statistics

The Statistics Division is committed to the advancerment

of the global statistical
disserninata global

countries’ efforts to strengt
systerns, We facilitate the

statistical
standards and norms for statistical activities, and support

UNSD Calendar of Events

HIGHLIGHTS, MAJOR INITIATIVES
AND ACTIVITIEE

system, We compile and

infarrnation, develop

hen their national statiztical
coordination of international

statistical activities and support the functioning of the UN
Statistical Commission as the apex entity of the global
statistical systern, For rmore, see Aboutus,

Statistics
addis Ababa, Ethiopia,

UM Statistical Commission

12-16 Movernber 2007

The UM Statistical Commission is the apex entity of the global statistical
swstemn, It considers and approves international statistical standards and
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The Thirty-ninth session of the Commission and special events will be
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ﬁf :ﬁ’;}a Statistics Finland
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048 INVESTMENT OUTLOOK

Gross domestic product and profit forecasts for 2010 show which stock mar-
kets may thrive. Among major economies, only Spain looks like it will contract. KEY

China is on track to grow by over 9%. By Tara Kalwarski / Map by David Foster G EONECASTS
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Frhi%(target market)
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Steps in Market Segmentation, Targeting,

and Positioning

Market segmentation

* |dentify bases for
segmenting the markst

+ Develop segment profiles

Target marketing
*  Develop measures of
market attractivenass

= Select target segments

Market positioning
»  Develop positioning for
target segments

» [Develop a marketing mix
for each segment

Total market

o |

“Divicding up the folal
market info segments”

“Salecting the most
profitable segments fo

focus on”

ol —
§ 5.
-
Lew High

P

“Crealing an image or
position for the brand
vis-a-11is compefitors
brands”
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Demographic variables:

e Age

e Disposable income
e Gender

e Occupation

Geographic variables:
e Urban

e Suburban

e Rural

Behavioral variables:
e Benefit

e (Qccasion

* Usage

e Loyalty status

JUB|9A8] 8 PINOM M8} }08]8S B AJuo Inq

saseq uonejuawbas Auew aJe aiay|

“Slicing up the
fotal market
usmg the
appropnate.

Heterogeneous
market segments

Selected bases:

Age + Disposable income
+ Occupation + Urban

+ Benefit

Nature of market
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Macro-segmentation
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(a) A company’s product mix

Product width
= Number of product lines
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(b) Different product mix configurations

“Specialist”

Marketing
Strategy

“Generalist”

(c) Product mix and product line stretching
Product lines

A B C D
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