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Introduction

During the fourth quarter final grant activities were conducted with counterparts at Budapest
University of Economics Sciences (BUES) and University of Economics, Prague (UEP).
Requested fall modules were successfully delivered in Budapest and Prague, counterpart
faculty participated in a non-USAID funded program on developing and delivering executive
education programs, and consulting visits occurred in Budapest and the US. This quarter

also produced the completed Hungarian casebook as published in BUES journal, AULA.

Efforts toward project sustainability continued in the last quarter through additional guidance
provided in consulting sessions and an executive education workshop in Budapest. The
increased role of counterpart administration and faculty in the preparation and execution of
the final MTC course should also increase the ability of BUES and UEP to continue to

administer and deliver these programs.

Proposed Activities

The proposed activities and targets for 1993 are reflected in Table 1.

TABLE 1: 1993 PROPOSED ACTIVITIES AND TARGETS

DATE ACTIVITIES

January, 1993 Preparation for Spring delivery of Professional Managers Program in
Hungary and Czech Republic.

January, 1993 Purchase of $15,000 worth of additional computing equipment for
both counterpart institutions.

January, 1993 Developme:it of evaluation system.




DATE ACTIVITIES

February, 1993 Preparation for Spring delivery of Professional Managers Program in
Hungary and Czech Republic.

February, 1993 US and counterpart faculty development activities.

March, 1993 Delivery of Human Resource Management and Managerial
Accounting Modules in Czech Republic and Hungary.

Marcn, 1993 Consultation with counterpart Academic Coordinators on
development of executive education centers.

April, 1993 Completion of First Quarterly report for year two.

April, 1993 Completion of "MUCIA NEWS" internal newsletter.

April, 1993 Delivery of Total Quality Management and Marketing Modules in
Czech Republic and Hungary.

May, 1993 Delivery of Managerial Economics & Industrial Organization
Modules in Czech Republic and Hungary.

May, 1993 Evaluation and consulting by US project personnel.

June, 1993 Delivery of Finance and Strategy Modules in Czech Republic and
Hungary.

July, 1993 Completion of Second Quarterly report for year two.

July, 993 Completion of evaluation for Spring Prufessional Managers Program.

July, 1993 Preparation of Fall week-long export module to be delivered in
Czech Republic and Hungary.

July, 1993 Three Czech and three Hungarian faculty attend Executive Education

Programs at two MUCIA institutions.

August, 1993

Evaluation and plauning meeting for remainder of year-two
activities. Meeting to be attended by Project Personnel.

September, 1993

Delivery of Export Module in Czech Republic and Hungary.

October, 1993

Evaluation report on total delivered program.

October, 1993

Completion of Third Quarterly report for year two.




Completed Activities

Under technical guidance from USAID, the MUCIA/MTC project has completed the
activities listed in Table 2. This table shows that ail proposed activities for the quarter have
been completed plus supplementary achievements, including the delivery of a Department of
Education sponsored workshop on Executive Education Programs to MTC counterpart

faculty.

TABLE 2: 1993 COMPLETED ACTIVITIES

DATE ACTIVITIES

January, 1993 Preparation for Spring, ‘993 delivery of Professional Managers
Program (PMP) in the Czech Republic and Hungary.

January, 1993 Development of evaluation system,

February, 1993 | Preparation and shipment of PMP notebooks.

February, 1993 | Transfer of funds ($24,700 each) to Budapest University of Economic
Sciences and University of Economics, Prague for preparation and
execution of PMP activities.

February, 1993 | Completion of US Faculty Information Aid.

February, 1993 | US and counterpart faculty development activities.

February, 1993 | Contribution by Harper Collins Publishers.

March, 1993 Recruitment of 34 PMP participants in Czech Republic and 31 PMP
participants in Hungary.

March, 1993 Delivery of Human Resource Management and Managerial
Accounting Modules in the Czech Republic and Hungary.

March, 1993 Visit to USAID in the Czech Republic and Hungary by Project
Director, Robert Klemkosky.

March, 1993 Consultation with counterpart Academic Coordinators on development
of executive education centers.

March, 1993 Completion of October - December, 1992 Quartc.ly and Final Reports
for year one.




April, 1993 Completion of First Quarterly report for year two.

April, 1993 Completion of "MUCIA NEWS" internal newsletter.

April, 1993 Delivery of Total Quality Management and Marketing Modules in
Czech Republic and Hungary.

April, 1993 Visit to USAID in the Czech Republic and Hungary by Professor
Gilbert Harrell, Marketing Module Coordinator.

May, 1993 Delivery of Managerial Economics & Industrial Organization and
Production & Logistics Modules in Czech Republic and Hungary.

May, 1993 Cam Danielson, Project Coordinator, meets with Academic
Coordinators and counterpart faculty to discuss evaluation of the
program and consult on executive education development activities.

May, 1993 Visit to USAID in Czech Republic by Professor Jaffee, ME&IO
Module Coordinator, and Cam Danielson.

June, 1993 Delivery of Finance and Strategy Modules in Czech Republic and
Hungary.

June, 1993 Robert Klemkosky, Project Director, meets with Academic
Coordinators and counterpart faculty to discuss evaluation of the
program and consult on executive education development activities.

June, 1993 PMP Graduation Ceremony in Czech Republic and Hungary.

June, 1993 Visit to USAID in Hungary by Project Director, Robert Klemkosky.

July, 1993 Completion of Second Quarterly report for year two.

July, 1993 Completion of "MUCIA NEWS" internal newsletter.

July, 1993 Visit of 6 counterpart faculty to Indiana University to participate in
executive education activities.

July, 1993 Project Director’s Meeting in Budapest attended by Project Director
and MUCIA Associate Executive Director.

July, 1993 Transfer of funds ($15,000 each) to BUES and UEP for purchase of

computer equipment.

August, 1993

Project personnel meet with USAID Program Officer in Washington,
DC.

September, 1993

Visit of Professor Kovar to University of Wisconsin to meet with
Strategy module counterpart faculty.

September, 1993

Submission of MUCIA/MTC continuation proposal.




October, 1993

Completion of Thira Quarterly report for year two.

October, 1993

Completion of "MUCIA NEWS" internal newsletter.

October, 1993

Visit of Project Director Robert Klemkosky and other MTC staff to
Budapest to meet with BUES, UEP, and USAID representatives.

October, 1993

BUES and UEP respentatives participate in a FIPSE sponsored
workshop on Executive Education Programs.

November, 1993

Visit of Professor Temesi, MTC Academic Coordinator at BUES, to
Indiana University.

November, 1993

Professor Harrell delivers International Marketing Module in Budapest
to 39 participants.

November, 1993

Professor Harrell delivers Strategic Marketing Module in Prague to 37
participants.

December, 1993

Publication of Hungarian casebook in AULA.

MTC Project Staff and Faculty visit Budapest

In October, Project Director Robert Klemkosky, Project Advisor Cam Danielson, Faculty

member Bruce Jaffee and Program Assistant Pam Elmore visited Budapest to met with

BUES, UEP, and USAID representatives. Discussions included the finalizing of the fall

module in Budapest and Prague and evaluation of MTC programs in relation to future

executive education planning. The possibility of further USAID funded activities and the

planning of future management programs in Hungary and the Czech Republic was examined.

This visit allowed for a review of the continuing relationship between MUCIA and

counterpart institutions. The networking and planning sessions held will be valuable to

current programs and the ability to develop suitable future management training activities.




FIPSE Sponsored Executive Education Workshop

A select group of MTC faculty from BUES and UEP participated with other Central
European faculty at a Fund for the Improvement of Post-Secondary Education (FIPSE)
sponsored workshop in Budapest. Through Department of Education funding, Indiana
University presented a three day workshop on Executive Education Programs at BUES
Management Development Center. The workshop was taught by Professor John Boquist and

MTC Project Advisor Cam Danielson.

The workshop was designed to inform participants step by step how to develop and deliver
successful programs through examples and hands on experience. Workshop activities
included: general class discussions, break-out sessions of institutional teams, team
presentations and proposals, and a company visit. Topics discussed encompassed business
development, needs assessment, market/program development, curriculum proposal
development, and implementation. Participants received handouts of an actual strategic plan,
company prospectus, program budgets, and program brochures. The workshop Schedule and

Outline located in Exhibit A.provides a more detailed look at workzhop activities.

This further shows the commitment of MUCIA member institutions to better management
education in Central & Eastern Europe. Additionally, this workshop further strengthens the
sustainability of MTC developed programs. Activities which reinforce the goal of USAID
funding were performed without USAID funds. Moreover, the FIPSE workshop enhanced
the value of USAID funds by augmenting the consultation MTC staff has provided to BUES

and UEP faculty on executive education programs.



Professor Temesi visits Indiana University

Professor Temesi, BUES, met with MTC staff and faculty in November. Activities included
follow-up discussions from October meetings in Budapest on developing future management
training programs in Hungary. Recommendations included BUES developing customized

programs with major companies and a partnership program with middle-size companies in

Hungary.

While at Indiana University, Professor Temesi was alsc able to meet with program chairs to
discuss future student exchanges. Student exchanges are another sample of activities that
occur between MUCIA institutions and counterparts without USAID funds. Furthermore,
this is an example of the developed and sustainable relationship between MUCIA universities

and counterpart institutions.

Specialized MTC Fall Modules

In November Professor Gilbert Harrell presented Strategic Marketing in Prague and
International Marketing in Budapest. Program notebooks are provided in Exhibit B. The
Marketing module of the Professional Managers Program received a high evaluation ranking
and was one of the most popular modules. Moreover, both marketing modules were
developed at the request of each counterpart institution. Course pictures appear in Exhibit C.

A brief report prepared by Professor Harrell appears in Exhibit D.



TABLE 3: FALL MODULE SCHEDULE

Strategic Marketing International Marketing
Prague, Czech Republic Budapest, Hungary
November 18 - 20, 1993 November 22 - 24, 1993
Counterparts

Professor Harrell was assisted by Petr Zdruba and Milan M4ly in Prague and Csaba M4di in
Budapest. With the goal of project sustainability in mind, counterpart faculty and
administrators continue to play a greater role in the planning and execution of grant
activities. This resulted in a fall program with good logistics and overall performance in

each country.

Location

While the Strategic Marketing program in Prague was again held at UEP training center in
the Hotel Krystal, BUES administrators selected a training center 60 miles outside of
Budapest. The International Marketing program was hosted by Babolna Rt, an agricultural
corporation. The 100 percent state-owned company solicited BUES to initiate a joint
management development program and provided the International Marketing course with
good and relatively cheap facilities. Having the courses outside of Budapest allowed for all
participants and faculty to spend the entire term of the course together at the same facility,

with less distractions from everyday work.



Participants

A total of 76 participants attended the two fall courses. Farticipant lists are located in
Exhibit E. Data collect from Participant Information Cards show a variety of participant
attributes. For instarce, the average age of the participants was 33. The percent of female
participation in the courses was 24 percent. Each course drew attendees from outside of the
capital city with International Marketing recruiting 31 percent and Strategic Marketing

recruiting 45 percent of participants from surrounding cities.

A breakdown of participant’s professional category is displayed below in Table 4. As in the
Professional Managers Program, Table 4 shows that the majority of attendees are members
of the business community, especially business managers. Also note worthy is the significant
number of working MBA students attending the program in Prague. Each country also

exceeded the estimated class size of 35 participants.

TABLE 4: FALL MODULE PARTICIPANT SUMMARY

Czech Republic Hungary

Total Enrollments 37 39

Faculty 3% 0%

Students 35% 10%
Other 3% 7%
Business Owners 3% 4%
Business Managers 56% 79%
Government Officials 0% 0%
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Evaluation

The 14 question evaluation form that was introduced during the Professional Managers
Program was again used this fall. A sample evaluation form is included in Exhibit F. The
electronically scanable evaluation asks participants to respond by marking one of five
choices, which range from strongly disagree to strongly agree. Participant responses were
calculated on a five point scale with 5 ranking as a perfect score. Table 5 shows the average
scores for each course. Individual question scores are located in Exhibit G. Dr. Koltai’s
questionnaire was also used again. Unfortunately, only a small percent were returned. A

summary of the evaluation data requested by Dr. Koltai is located in Exhibit H.

T!TLE §: FALL MODULE EVALUATION DATA SUMMARY

" International Marketing - Budapest, Hungary 4.50 Il

" Strategic Marketing - Prague, Czech Republic 4.53 "

Publication of Hungarian Casebook

Ten Hungarian cases developed through the MTC grant were published in the BUES journal,
AULA. This issue marks the first time that AULA has published case studies of business
organizations. The ten studies selected for this issue attempt to provide a broad,
multi-functional view of the problems organizations are dealing with in the rapidly changing

environment of Eastern Europe.
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The primary purpose of the cases published in this issue is to provide practical background
material for business education. These cases will be used in both Eastern and Central
Europe and in the United States. These cases fill a much-needed gap because there is not a
large number of cases developed that fully examine the difficulties facing transforming
economies. Hopefully the publication of this selection will provide both US and European

faculty with a tool to study the transformation.

The cases published in AULA will be distributed to universities throughout the world on
AULA’s mailing list, all MTC European faculty and administrators, and all MUCIA faculty,
plus additional requested lists. A total of 600 copies of the relevant issue of the journal have

been published through USAJID funding. The casebook publication appears in Exhibit I.

Additional Logistics Materials sent to Prague

Professor Closs, forwarded requested simulation materials to his counterpart faculty member
in Prague. One of the two games forwarded is a computer simulation in which students use

spreadsheets to examine the field of materials management. The team rclated simulations are

designed to allow students to compete in a market economy.

This is another example of the sustainable relationship established between MUCIA
institutions and their counterparts. The materials forwarded to Prague were a contributed

cost of $100.
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MUCIA/MTC Newsletter

A copy of the recent edition of MUCIA/MTC Newsletter is included in Appendix J. The

newsletter is distributed to MUCIA and counterpart MTC project faculty and other interested

parties.



EXHIBIT A

Schedule and Outline
FIPSE Executive Education Workshop
Indiana University
Graduate School of Business
Budapest, Hungary October 4-7, 1993

OCTOBER 4

Introduction and Orientation - 8:30 to 9:30

Business Development - 9:30 to 12:30

Note: Each topic will be discussed in a general session of the entire class and then
in break-out sessions of institutional teams, building toward team presentations at
the end of the day. The day concludes with a brief introduction to the company
visit the next day.

I. Assessment - Situation/Market Analysis

A.  What do you want to do and where do you want to do it, i.e.,
what is your market?

B.  What are your institutional capabilities?

C.  What are the market opportunities and threats?

C.  What are your institutional strengths and weaknesses which you
must use and improve upon in order to successfully take

advantage of the market opportunities while overcoming the
barriers posed by the market threats?

II.  Vision/Mission/Values Statement - Becoming is Being

A.  What will you look like in the future, i.e., what is your desired
state of existence?

B.  How will you know you have gotten there, i.e., what are your
measures of success?



C.

@)

How will you make the future happen, i.e., what are the
characteristics you want to be known for?

Lunch - 12:30 to 13:30

Business Development - Continued - 13:30 to 16:30

III. Mapping - Strategic Objectives & Tactical Goals

A.

What are the critical gaps between your current state and your
desired state of existence, i.e., what are your objectives?
These are outcomes which plot a course toward your desired
end state.

Where are you going to place a stake in the ground and risk
commitment, i.e., what are your goals? These are highly
measurable targets which indicate where you are in your
journey.

IV. Implementing - Operations & Management Systems

A.

What are your resource requirements to ‘achieve your goals,
i.e., what is your organizational plan, investment costs, and
administrative support structure (accounting, purchasing,
inventory control systems, etc.)?

How are your values communicated or translated in your
organizational requirements, i.e., how are you marshalling
resources to achieve your goals?

Presentations - 16:30 to 17:30

Each institutional team will deliver 2 10 minute summary of their market
assessment, vision & values, strategic objectives, and tactical goals.

Introduction to Conducting Needs Assessments - 17:30 to 18:30



OCTOBER 5

(3)

Market/Program Development - 8:30 to 12:30

Note: Cross-institutional teams will be formed for this day. A prospectus is
produced by the end of the day, including the night session. Planning templates
will be supplied to each team to aid in their preparation.

I. Company Visitation

A.

Discussion on how to pick a target company, i.e., why current
company was chosen as a target.

Conduct interviews to review company’s business performance,
assess their future direction by means of their business strategy
& objectives, and determine their management development
needs.

Lunch - 12:30 to 13:30

Market/Program Development - Continued - 13:30 to 17:30

II. Creating A Client-Driven Strategy

A.

Create a data-base of target companies and contacts within each
company.

Develop a schedule for conducting needs assessment of targeted
companies.

Complete needs assessment. Report findings in a prospectus to
include an understanding of what the business challenge is, how
to assist them meet their business objectives by means of an
educational program, and a price range for services to be
offered (a general program budget is needed to quote any
price).



QCTOBER 6

4)

Market/Program Development - Continued - 8:30 to 12:30

Note: The morning session will begin in cross-institutional teams. The afternoon
sessions will be conducted in institutional teams with each team producing a
curriculum proposal by the end of the day, including the night session.

III. "Staff Meeting" to Critique Prospectuses

A.

B.

Roundtable discussion of all plans.

Agreement on one revised prospectus.

IV. Client-Driven Strategy to Develop a Custom-designed Program

A.

Follow-up with the client, review your prospectus with them,
and negotiate around need, concept, timing, and cost.

Revise the response after meeting with key faculty, e.g.,
upgrade to a curriculum proposal to include dates, teaching
schedule, program objectives, educational outcomes, and
faculty assignments. A detailed program budget would be
created at this time (an example is enclosed in the notebook).

Finalize negotiations with the client on timing, cost, objectives,
schedule, and content. Sign contract (an example is enclosed
in the notebook).

Teaching contracts are signed (an example is enclosed in the
notebook). Develop teaching materials, write content outlines
with educational objectives, and order required reading
materials. As necessary, schedule meetings with the clients or
visit business operations to collect information pertinent to the
objectives of the program.



©)

Deliver and evaluate the program.

Hold post program review and follow up sessions with
participants. Use data to plan revisions and future educational
programs.

Lunch - 12:30 to 13:30

Market/Program Development - Continued - 13:30 to 14:30

V.  Faculty-Driven Strategy to Develop "Public" Programs

A.

B.

G.

Organize a faculty committee.

Develop a program proposal to incorporate elements of both the
above prospectus and curriculum proposal.

Write a brochure.

Buy a mailing list or create a data-base and distribute the
brochure.

Sell the program by means of advertising, employing a sales

force, and creating marketing events such as open houses,
breakfast or luncheon forums, and alumni reunions.

Teaching contracts signed. Program teaching materials
completed. '

Collect registrations, deliver program, and evaluate.

Curriculum Proposal Development - 14:30 to 17:30

Each team will work together in developing either a curriculum proposal for
a custom-designed program or for a "public" program.
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OCTOBER 7
Curriculum Proposal Development - Continued 8:30 to 10:30

Each team, as a panel, will present their curriculum proposal and answer
questions from the audience.

Implementation - 10:30 to 12:30
L. Budgets
A.  Cost accounting records.
B.  Accounting forecast for programs.
II.  Program/Teaching Materials Development
A. Outlines and learning objectives.
B.  Structuring classroom activities
1. Lectures.
2. Cases.
3.  Discussion groups.
C.  Scheduling of all logistics.
D.  Evaluating performance.
III.  Program Delivery
A. Logistics coordination.

B. Customer service measures
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l.  Program management.
2. Focus groups.
IV. Program Assessment
A.  Teaching evaluations (an example is in the notebook).
B.  Participant/Company follow-up.
C.  Organizational learning
1. Program design and content.

2. Faculty development.
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International Marketing

Gilbert D. Harrell, Ph.D.

Professor of Marketing

The Eli Broad College of Business and

The Eli Broad Graduate School of Management
Michigan State University

East Lansing, Michigan, U.S.A.

Gil Harrell is Professor of Marketing at Michigan State University. His international
research, consulting and teaching interests focus on marketing, strategic planning, sales
management, marketing research and buyer behavior. His publications have appeared
in the Journal of Marketing, Journal of Retailing, Journal of Long Range Planning, Journal
of Marketing Research, Journal of Consumer Research, Journal of Consumer Affairs,
Journal of Industrial Marketing Management, Cornell Quarterly, Journal of Health Care
Marketing. Michigan State University Business Topics, I “onal Marketing M -
rial Perspectives, and other journals. Several publications have become classics in their
field.

Dr. Harrell’s text, Consumer Behavior, Harcourt, Brace & Jovanovich, has been adopted
widely by major universities. He is a regular participant in American Marketing
Association Conferences and the Association for Consumer Research. He s past Dean of
Sales Management Institute for Sales/Marketing Executives International. He has
consulted with executives from hundreds of corporations and has been on executive
programs with over a hundred leading universities and national associations. His work
has included the development of strategic planning, marketing planning and new
product ventures systems that are currently used by several Fortune 500 companies.

Professor Harrell specializes in systems for marketing strategy, marketing management,
and planning. He has worked with numerous corporations in over 15 countries to create
organizational change through the application of tools for effective marketing. Clients
include ARA Services, Foremost, SCM Corporation, Asea Brown Boveri, Westinghouse,
Eastman Kodak, General Motors, Brunswick Corporation, UPS, Detroit Edison, Packard
Electric, Delco Remy, AC-Rochester, Motor Wheel, Diversitec (Blue Cross/Blue Shield),
Sisters of Mercy Corporation as well as others.

Dr. Harrell is a regular participant in American Marketing Association conferences and
the Association for Consumer Research. His doctorate degree is from Pennsylvania State
University, where he was elected to the Phi Kappa Phi Honorary and to the American
Marketing Association Doctoral Consortium. His Ph.D. students have won numerous
AMA awards for distir juished research. His loyalty to Michigan State University is
understandable because both his undergraduate and M.B.A. degrees are from there. He
is past director of the Marketing Ph.D. program at Michigan State University. Prior to
obtaining the doctorate, Dr. Harrell worked in marketing planning and research at the
Upjohn Company.

©19% Gilbert D, Harrell & Associaes, Inc.
Okemos, Michigan, US.A.
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International Marketing Overview
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International Marketing Overview Discussion Notes

INTERNATIONAL MARKETING OVERVIEW

INTERNATIONAL MARKETING APPLICATIONS TO
DOMESTIC AND INTERNATIONAL BUSINESS

REQUIRES

-

* UNDERSTANDING OF CUSTOMER ORIENTED BUSINESS PHILOSOPHY
* ABILITY TO USE MARKETING TOOLS

WAYS TO DELIVER VALUE TO THE CUSTOMER
AT HOME AND ABROAD

INTERNATIONAL
MARKETING MODULE
OBJECTIVES

et

(1) IDENTIFY THE CRITICAL MARKETING FUNCTIONS NECESSARY FOR
ORGANIZATIONS TO COMPETE IN ENTERPRISE ECONOMIES

(2) TO UNDERSTAND THE REQUIREMENTS TO COMPETE IN FOREIGN
MARKETS AND AT ¥ OME

(3) PROVIDE THE SKILLS REQUIRED TO CREATE A STRATEGIC MARKETING
PLAN FOR DOMESTIC AND INTERNATIONAL BUSINESS

© 1994 Gilbert D. Harrell & Assodates, Inc.
Okemos, Michigan USA.
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International Marketing Overview Discussion Notes
PARTICIPANT GOALS CONTENT AREAS
TO BE ABLE TO:

* VISION / MISSION

DEVELOP THE e STRATEGIC DIRECT!ON

BUSINESS MISSION

» STRATEGIC INFRASTRUCTURE

» INTERNATIONAL PERSPECTIVE

N

pr—

* GLOBAL MARKET OPPORTUNITIES

¢ INTERNATIONAL CAPABILITIES

ASSESS
* GLOBAL POSITIONING

* INTERNATIONAL MARKET ENTRY
OPTIONS

* MARKET LAUNCH STRATEGIES

AV

* MARKETING MIX DECISIONS

BUILD THE INTERNATIONAL
MARKETING PLAN

- PRODUCTS AND SERVICES
- PRICING
- LOGISTICS

(PHYSICAL DISTRIBUT.ON)
- SALESFORCE

© 194 Gilbert D. Harrell & Associates, Inc.
Okemos, Michigan US.A



International Marketing

The Strategic System

© 1994 Gibbert D. Harrell & Associates, Inc.
Okemos, Michigan US.A.
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The Strategic System Discussion Notes

I.  BUSINESS VISION

A. ROLES OF A BUSINESS

* Innovation and Marketing

B. REQUIREMENTS
° Beacons
. Visual Not Numbers

*  What Are We Going To Be,
Not What We Are Going To Do

II. BUSINESS MISSIONS & MYOPIA

A. WHATBUSINESS ARE WE IN?
. Railroads

. Drills

B. EXAMPLES
e IBM

e  ABB (Think Global-Act Local)

© 199 Gilbert D. Harrell & Associates, Inc.
Okemos, Michigan US.A.
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The Strategic System Discussion Notes

C. BENEFIT RICH DEFINITION OF HOW WE WILL
SERVE (BE BROAD, BASIC, FUNDAMENTAL &
FUTURISTIC)

(Project)

III. STRATEGIC DIRECTION

A. ESSENCE OF WINNING
“Lead, Follow, Or Get Out Of The Way!”

“Unseat The Best Or Remaining The Beat
Worldwide.”

“AT&T - “Leading Provider Of Anytime,
Anywhere Communication.”
B. MARKET SHARE AND CAPACITY FOR
GROWTH
*  Double Digit?

e J&J Or GE Share

C. WHATIS YOUR DEFINITION OF WINNING?

D. CLEAR ENDS AND FLEXIBLE MEANS

E. FLEXIBILITY AND SPEED TO MARKET

(Project)

© 194 Gilbert D. Harrell & Associates, Inc.
Okemos, Michigan US.A
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The Strategic Systca Discussion Notes

IV. FUNDAMENTAL OF STRATEGIC
INFRASTRUCTURES

A. STRATEGIC INFRASTRUCTURES-CAPABILITIES
OF THE FIRM TO CAPTURE, DEVELOP AND
CONTROL RESOURCES REQUIRED TO ENGAGE
IN BATTLES TO OBTAIN MARKET VALUE

B. CORE COMPETENCIES
*  Base Technologies
*  Process Technologies
*  Service Technologies
*  People Systems

C. COMPETENCIES AND RESOURCES ARE
RELATED
*  Develop A List Of Resources
*  Your Resources Are My Resources!

Society’s Resources Are My Resources!
My Resources Are My Resources!

©1994 Gibert D. Harrell & Associates, Inc.
Okemos, Michigan US.A
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The Strategic System Discussion Notes

V. STRATEGIC BUSINESS UNITS (SBU) AND
RELATED PLANNING DEVICES

A. SBU DEFINED-DIVIDING AND GROUPING
BUSINESSES

1. Products
2. Segments

3. Technologies

SEGMENTS

SB

PRODUCTS

B. BUSINESS PORTFOLIO PROGRAMS

1. Too Many Products-
Too Many Markets-
Too Many Customers

© 194 Gilbert D. Harrell & Associates, Inc.
Okemos, Michigan US.A
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The Strategic System Discussion Notes

2. The Basic Grid
¢  The Experience Curve

. Market Share and Market Growth

MARKET SHARE
3. Categories of Business prm— - ,,,,u,c‘,m
e  Sweepstakes, ?, Problem Child, *
Wildcat
° Stars ::% CASH COW - Doa -
e Cash Cows g §
Lo -~ r
* Dogs
[+ D
4. Management Implications
BUSINESS AND PRODUCT PORTFOLIOS
BUSINESS STRENGTHS
H Lo
7
| 7
MARKET
ATTRACTIVENESS
Lo 1 p =
MATURITY DECLINE
BIRpRREsAREpNEAASE
© 1994 Gilbert D. Harrell & Associates, Inc.
Okemos, Michigan USA.

fb\g



International Marketing

1(

The Strategic System Discussion Notes

5. Tooe Simplistic
e  Problem with Share Growth
*  Resource and Opportunity Elements
e  Creation of Measures
“Mark with Micrometer-Cut with Axe”

e  Basically a Theoretical Cash Flow Model

C. MORE ELABORATE DIMENSIONS
1. Market Attractiveness Project

2. Business Strengths Project

© 1994 Gilbert D. Harrell & Associates, Inc.
Okemos, Michigan USA.
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International Marketing

PROJECT

SITUATION: LOOK AT THIS SITUATION FROM THE VIEWPOINT OF A
PLANNER IN SCORPIO CORPORATION. SCORPIO ELECTRIC
CORPORATION HAS TWO MAJOR BUSINESSES-AN INDUSTRIAL
DIVISION AND A CONSUMER DIVISION. THEIR PRODUCT LINES ARE

AS FOLLOWS:

INDUSTRY PRODUCTS DIVISION (LOB)

TOTAL $225
$ VOLUME MILLION
$128 )
$100 @m
$78 MILLION i_u"o\" "
MILLION /-’
CS) = =
o) seoo RN 35%
Share N 20%
0% Growth &f\/ -
Product Lines
Electrical Transformers Solid State Motors
Mechanical Controls
Controls

Numerous products of low
volumes. High inventory

Few products of high volume.
Good inventory posttion. New

Many new producis. New
technology. Few but growing

Varled product line. New and
oid tachnology. Many ioyal

carrying costs. Oid technology. | and oid technology. Several number of customers. customaers.
Several loyal customers. loyal customers.
CONSUMER PRODUCTS DIVISION (LOB) um“:%n

TOTAL v
$ VOLUME $2% ?
MILLION :‘
$200 = 2
MILLION \@ ;4:
$150
@ MILLION /
=) v
N — ;
N— % /
\4\ /
Scorpio AS
Share N——] 1 oasx
[ ] Growth R % v Fiat ,
Product Lines A%
Smail Household Sterso Light Fixtures Big Applisnces
Appliances Equipment and Bulbe (Refrigerators, etc.)

Much foreign compelition. Low
pticss. Old tachnology.

New unique product line.

New and old technology.

Sirong Scorpio representation.

Many producta. Strong Scorpio
representation. New and oid

technology.

Mostly replacement sales. Little
ditlerences between brands.

© 1994 Gilbert D. Harrell & Associates, Inc.

Okemos, Michigan US.A
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C. For each division, put the

DO THE FOLLOWING FOR EACH DIVISION: |
A. Evaluate each Scorpio product line according to market attractiveness.

B. Evaluate Scorpio's business strength regarding cach product line.

product lines on the matrix based on your evaluations.

Business Strength

HI

Market

Attractiveness

© 194 Gibert D. Harrell & Associates, Inc.
Okemos, Michigan USA
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The Strategic System Discussion Notes

VI. PERSPECTIVES ON STRATEGY

A. SELF/CUSTOMER VS. CUSTOMER/

COMPETITION / ENVIRONMENT / SELF

THE IMPORTANCE OF PROFIT AND VOLUME
(SHARE) IN MARKETING SUCCESS

*  Profit Fuels Your Economy

*  Profit Fuels Your Company

. Profit is Tied to Value

VII. DEVELOPING A CUSTOMER CENTERED
PHILOSOPHY

A.

CUSTOMER BENEFITS VS. PRODUCT
CHARACTERISTICS

VALUE AND PRICE

UNDERSTANDING VS. PERSUASION

©19% Gilbert D. Harrell & Associates, Inc.

Okemos, Michigan US.A.
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The Strategic System

Discussion Notes

VIIL.DEFINITION OF STRATEGIC MARKETING

A. UNDERSTANDING NEEDS, WANTS AND

VALUES OF TARGET MARKETS

B. DEVELOPING THE ORGANIZATION TO

PROVIDE SATISFACTION

C. MORE EFFECTIVELY, EFFICIENTLY AND
PROFITABLY THAN COMPETITORS

D. IN ORDER TO INCREASE THE VALUE OF THE

BUSINESS

E. MARKETING DRIVEN = FOCUS ON THE CUSTOMER
ALL FUNCTIONS CONTRIBUTE TO MARKETING

MARKET - DRIVEN ...
" _FOCUS ON THE CUSTOMER

* TECHNOLOQY

* MARKETING

* ENQINEERING

* MANUFACTURING
*«BALES

* FINANCE

* HUMAN RESOURCES

TEAM

© 1994 Gibbert D. Harrell & Associates, Inc.

Okemos, Michigan US.A.
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Developing An International Perspective

©19% Gibert D. Harrell & Associates, Inc.
Okemos, Michigan US.A
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Developing An International Perspective Discussion Notes
I. AN INTERNATIONAL PERSPECTIVE IS CRITICAL
A. THREE ENVIRONMENTAL ORIENTATIONS
o Ethnocentric
*  Polycentric
o Geocentric
B. CLASSES OF CORPORATIONS
o Domestic
* Regional
L International
. Multinational
o Global
C. TRIAD OF ADVANCED WORLD NATIONS
EUROPE
30%
ASIA PACIFIC u.s.
30% 30%
© 194 Gilbert D. Harrell & Associates, Inc.
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Developing An International Perspective

Discussion Notes

D. TWO MAJOR FORCES

Tendency Toward Globalization

Increasing Importance of Technology

E. REASONS FOR INTERNATIONALIZATION*

1.

Internal Reasons

Attractive Overseas Markets
Perceptive Management

Saturated or Closed Domestic Markets
New Management

Greater Profitability

External Reasons

Market Factors

Product-Generated Inquiries
Outside Experts

- Export Agents

- Chambers of Commerce

- Banks/ Financial Institutions

Government

Preempt Competition

*Adapted from
Practice, by Samli, Still, and Hill

© 1994 Gilbert D. Harrell & Associates, Inc.

Okemos, Michigan US.A
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Global Assessment Of Markets

© 1994 Gibert D. Harrell & Associates, Inc.
Okemos, Michigan US.A.
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Global Assessment of Markets Discussion Notes
I. SEGMENTATION HELPS FOCUS YOUR
ORGANIZATION ON THE CUSTOMER
A. THEFALLACY OF THE “MASS” MARKET
CONCEPT
B. MARKET SEGMENTATION DEFINED
C. SEGMENTATION PROJECT
1. Consumer Project
2. Industrial Project
D. GLOBAL MARKET SEGMENTS
1. Geographic Sizes and Growth
*  Europe
*  North America
¢  Pacific Rim
2. Competitive Philosophies
*  North America - Independent of Joint Venture
WIN -WIN
*  European - Regional / National - Alliances
WIN - WIN
*  Pacific Rim - Keiretsu - Exclusive
WIN - LOSE
©19%4 Gilbert D. Harrell & Associates, Inc.
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Global Assessment of Markets Discussion Notes

II. QUANTITATIVE INFORMATION ABOUT EACH
SEGMENT

A. CUSTOMERS

B. VOLUME

C. CURRENCY

D. MARKET SHARE
1. Ours
2. Theirs
3.  Ability and Need
4. Need and No Ability
III. TARGET MARKETS & THREE BASIC STRATEGIES
A. UNDIFFERENTIATED

B. DIFFERENTIATED

C. CONCENTRATED

©19%4 Gilbert D. Harrell & Associates, Inc.
Okemos, Michigan US.A.
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Global Assessment of Markets Discussion Notes

IV. WHY SEGMENT?

A. UNDERSTAND CUSTOMER NEEDS

B. UNDERSTAND COMPETITORS STRENGTHS

C. BUILD THE MARKETING APPROACH

V. REQUIREMENTS FOR GOOD SEGMENTS

A. HOW AND WHY THEY BUY AND CONSUME

B. UNIQUE CHARACTERISTICS

C. BIGENOUGH

VI. SEGMENT PORTFOLIOS

A. COUNTRY ATTRACTIVENESS

1. Market Size and Need

2. Market Growth

© 1994 Gilbert D. Harrell & Associates, Inc.
Okemos, Michigan US.A




International Marketing 2

Global Assessment of Markets Discussion Notes

: COUNTRY
3. Government Regulations ATTRACTIVENESS
MNION

o Price Controls
. Hom ologation WVEST/ GROW DOMINATE /

DIVEST / JOINT
e  Local Content and VENTURE
Compensatory Export
4. Economic and Political Stability SELECTIVITY
STRATEGIES

5. Distribution Availability

HARVEST/
DIVEST /

B. COMPETITIVE STRENGTH ey

1. Market Share Potential N Low
COMPETITIVE STRENGTHS

2. Product Fit

e Asltls
*  Adjustments Required

3. Profit Potential and Margin
4. Market Support

*  Representation
¢  Promotion
¢  Technical Service Support

C. STRATEGICIMPLICATIONS

1. Invest/ Grow Countries

Corporate Commitment
Substantial Financial Investments
Substantial Personnel Investments
Research and Development

Local Production

Extensive Marketing Support

© 19 Gilbert D. Harrell & Associates, Inc.
Okemos, Michigan US.A.
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Global Assessment of Markets

Discussion Notes

2. Harvest/ Divest / Combine / License
Countries

Harvest Profits or Sell Business

- Sacrifice Share for Profit

- Frequent Cash Flow Calculations
- Short Term Pricing Policy

- Reduced Marketing Spending

Combine Countries

-  Export
- Subsidiary

Lic- nsing Arrangement

3. Dominate/ Divest/Joint Venture Countries

Difficult Strategic Decision

Careful Analysis of Cash Requirements /
Availability

Joint Venture

4. Selectivity Strategies Countries

Extreme Competition

Value Based Analysis

Focus on Current Customers
Manufacturing Efficiency

Ré&D Focused on Maintaining Full
Product Line

© 1994 Gilbert D. Harrell & Associates, Inc.

Okemos, Michigan US.A
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1] ]
Global Assessment of Markets Discussion Notes
COMPETITIVE STRENGTH WEIGHTS COUNTRY ATTRACTIVENESS SCALE WEIGHTS
1) Market Share 1) Market Size 2) Market Growth
a) Percentage of Market b) Position Units Ratin Amount % Rati
Share Rating Rank Rating | 25000 10 | SPlus 10
30+ 10 1 10 | 22.500-24 099 ] 449 ']
27-21 ‘] 2 8 |.20.000-22 400 8 20 .}
R . o e . . . .
. R 4 A . . . .
L] . 5 2 . . . »
. 4 5 000 1 Under 3 1
2) Product Fit 3) Government Regulations
Becauve thia acale suggests Ford's comostiive c) Local Content /
product strategy, we decided not to publish it. In a) Price Control b) Homologation Co sat s
2 J, & 10-point subjective index wea created to
match product charactristics with key local product Type Rating Type Rating Type Rating
neads. None 10 None 10 None 10
Easy to Comply [] Essy [] Easy o Comply 6
3) Contribution Margin Moderately Easy tq Moderate 4 Modsrately Easy td
Again, thie ie propristary, but t refiects two factors. Comply ¢ Comply 4
Rigid Controls 2 Yough 2 Ruged Controls 2
a) Profit Per Unit b) Profit Percentage Llougn
Amount Rating Amount Rating 4) Economic and Political Stability
000 10 4% 10
e . . . a) Inflation b) Trade Batance c) Polhtical Stabllity
- = - = Amount (%) _Rating Amount (%)  Rating Type Rating
'" = - - " 7 and Under 10 S and Over 10 Stable Market 10
- 1 S%- . . 0-4.9 9 Moderate 9
. . 50 [ Unstable [
4) Market Support 40 and Over 1 . .
a) Marke!l Representative b) Market Support . -
Evaluation Rating Evaluation Rating 36% 1
Quamny and Ford market
qualty of Ford suppoft n
aistrbutors and 10 sdveriang
sarvios are clear] promotion » 10
clearty Destin
Ford country”.
fepresentation m 2 Ford suppon »
oqusl "-’n:_'d"ﬂ oqual to leading N
o LN .
Fwovd'p' compettor's
represertation @ Ford suppon »
behind several 2 behind saveral
leading Wedng 2
L corrpetiors ocompetaors.
© 1994 Gilbert D. Harrell & Associates, Inc.
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Global Assessment of Markets

Discussion Notes

EUROPEAN MATRIX

COUNTRY ATTRACTIVENESS

HIGH ¢
8

® naly

7 —-=e-ux:
¢ Weland

® Netherionde °
6 ° ® terme| F
Groece ® Norwey @ Finland

® Denmark | o Portupel

® Germany

® Boigium Swhzerland @ A

LOW 1
9 8 7 6 5

HIGH

4 3 2 1

COMPETITIVE STRENGTH

KEY COUNTRY MATRIX

COUNTRY ATTRACTIVENESS

HIGH ¢
8 ® Kemys

@ Paldstan

7

® indis
@ Argentina

® indonesia
® Mexico
® Venesuela ® Brazd
® New Zesland ® Turke
® South Africa ® Spein

® Australie

® Columbia

LOW 1
9 8 7 6 5

HIGH

4 3 2
LOwW

COMPETITIVE STRENGTH

© 1994 Gilbert D. Harrell & Associates, Inc.
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Evaluating A Company's International Capabilities

© 194 Gilbert D. Harrell & Associates, Inc.
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Evaluating A Company's Intemational Capabilities Discussion Notes

I. IS YOUR COMPANY READY TO GO
INTERNATIONAL?
A. MANAGEMENT
e  Orientation (Polycentric & Geocentric)
* International Talent
= Multicultural Personnel
-  Speak Foreign Languages
-  International Business Experience

*  Training/ Educational Needs

* Commitment (Money, Time,...)

B. COMPANY RESOURCES

*  Domestic Operations “Under Control”
(Going International Rarely a Good Escape
from Domestic Problems)

*  Sources of Differential Advantage

- High Quality Image

- Cost Leadership

- Manpower Skills

-  Patents

- High Liquidity

- Marketing Know-How

©199Gilbert D. Harrell & Associates, Inc.
Okemos, Michigan US.A.
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| Evaluating A Company's International Capabilities Discussion Notes
C. COMPANY OBJECTIVES / PHILOSOPHIES
e  Growth Rate
e  Means of Growth (Growth in Current
Products Vs. Unrelated Products, Finance
Growth from Within, Attitude Toward
Acquisitions and Mergers)
e  Sources of Differential Advantage
] Profitability, Return on Investment Required
¢  Risk Preferences
* Liquidity Preferences
e  Market Share Desired, Etc.
D. PRODUCTS
¢  Performance in Home Market
e  Competitiveness of Technology and Product
*  Amount of Adaptation
- Design
- Content
- Brand and Packaging
-  Components
e  Customer Service Requirements
©1994 Gibert D. Harrell & Associates, Inc.
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Evaluating A Company's International Capabilities Discussion Notes

E. DISTRIBUTION /PROMOTION

Overseas Contacts
Capabilities of Partner
- Effectiveness

- Reliability

= Trustworthy

Amount of Promotion Required

Adaptation Required for Promotional
Campaigns

(Project)

© 1994 Gilbert D. Harrell & Associates, Inc.
Okemos, Michigan US.A.
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Positioning For Competitive Success

© 194 Gilbert D. Harrell & Associates, Inc.
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Positioning For Competitive Success

Discussion Notes

I. POSITIONING DEFINED

A PERCEPTION OF BUYERS POSITIONING
AND IMAGE

II. DIMENSIONS OF POSITION

A. OBJECT TO ATTRIBUTE

B. OBJECT TO OBJECT

C. OBJECT TO CONSUMER

III. EXAMPLES OF POSITIONING

A. PRICE AND VALUE ADDED

B. QUALITY AND PRICE

C. POSITIONING EXERCISE

© 1994 Gibert D. Harrell & Associates, Inc.
Okemos, Michigan US.A.
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Positioning For Competitive Success Discussion Notes

IV. BASIC POSITIONING STRATEGIES

A. COMMODITY OR CONVENIENCE

B. COMPARISON OR SHOPPING

C. SPECIALTY OR UNIQUE

V. LIVING CASE

PARTICIPANTS POSITION THEIR
COMPANY'S MAJOR PRODUCT

© 1994 Gilbert D. Harrell & Associates, Inc.
Okemos, Michigan USA.
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International Market Entry Strategies

©19% Gilbert D. Harrell & Associates, Inc.
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International Market Entry Strategies Discussion Notes

I. INTERNATIONAL MARKET ENTRY STRATEGIES

A. MARKET ENTRY OPTIONS*

LOwW COST HIGH

LOW ® Export/ import

@ Distributors

® Franchising

CONTROL ® Licensing

® Joint Ventures
® Sales Branches

® Wholly-
Owned
Subsidiaries

HIGH

HIGH

*Adapted From International Marketing: Planning
and Practice, by Samli, Still, and Hill

1. Licensing (Subcontracting)

®  Grant Permission to Foreign Producer to
Manufacture Unique, Patented Product

©1994 Gilbert D. Harrell & Associates, Inc.
Okemos, Michigan US.A
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International Market Entry Strategies Discussion Notes
e  Pros:
- Fast

- Minimum Investment
- Sales and Distribution Channels

Established
- Licensee has Experience Dealing with
Government
- Eliminates Risk of Expropriation /
Nationalization
¢ Cons:

- Quality May Decline

- Possibility of Licensee Making
Similar Product

- Difficult to Secure Patent Protection

2. Franchising

*  Gives Franchisee Right to Use Certain
Manufacturing Process and Brand Name

*  May be Appropriate if:

- Well Known Product or Brand

- Similar Overseas Marketing Needs

- Limited Production Capital Needed

- Only Small Amount of Imported
Materials

- Most Materials Available Locally

-  High Transportation Costs from
Home Country

- Sales Sensitive to Local Advertising

© 194 Gilbert D. Harrell & Associates, Inc.
Okemos, Michigan US.A
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International Market Entry Strategies Discussion Notes

3. Export/Import

Export Commissioners

- Bring Together Suppliers and
Overseas Customers

- Usually 5-7% Commission

- Represent Manufacturer

Wholesalers / Retailers

-  Based in Foreign Country
- Represent Own Interests

Exclusive Agents

- Represent Exporting Company; Sell
to Wholesalers and Retailers

-  Exporter Ships Directly to
Customers

-  Cover Large Geographic Areas

- Often Work with Subagents

4. Distributors

Exclusive Agents / Sole Importers

Independent Merchants, Free to Choose
Own Customers and Set Conditions of
Sale

Often Own / Operate Wholesale, Retail,
Warehouse, Repair, and Service
Facilities

Allows Exporter to Deal with One
Agent, Take One Credit Risk, Ship to
One Destination

© 194 Gilbert D. Harrell & Assodiates, Inc.
Okemos, Michigan US.A
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International Market Entry Strategies Discussion Notes

5. Joint Ventures

Equity and Management Partnership
Between International Company and
Local Company

Generally for New Undertaking, Such as
New Product Line or New Hotel Chain

Each Partner Gains Access to Skills,
Resources, Knowledge of Other Partner

Potential Problems

-  Fundamental Differences in
Objectives

- One Partner Attempts to Get Better
Deal

- Cultural Differences Affecting
Decision Making, Labor Relations,
Etc.

- Difficult to Establish / Enforce
Contractual Agreement

6. Sales Branches

Extension of Company’s Domestic
Business

Puts Emphasis on Sale/ Service of
Company’s Products

Effective for Highly Technical Products
Requiring Support Services

©19% Gilbert D. Harrell & Associates, Inc.
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International Market Entry Strategies Di<:ussion Notes

7. Wholly-Owned Subsidiaries
¢ Local Management

- Custom Built Subsidiary or Acquire
Local Company

- Acquisition Gives Instant Access to
Distribution and Suppliers but
Difficulty in Meshing Companies
Together

- Custom Built Subsidiary Follows
Parent Company Specifications but
Must Start from Scratch

*  Home-Country Management

- Use Expatriates, Then Eventually
Turn Over to Trained Locals

= Rarely Used Because Almost
Impossible to Maintain

-  Foreign-Managed Companies
Become Target of Local Politicians

B. CHOOSING THE PROPER ENTRY STRATEGY

1. Not Necessarily the Same Across Entire
Global Market

© 19 Gilbert D. Harrell & Associates, Inc.
Okemos, Michigan US.A.
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International Market Entry Strategies Discussion Notes

2. External Criteria

Risk

Competition

Political Conditions

Market Conditions

Future Market Potential
Availability of Desired Distribution
Outlets

Availability of Venture Capital
Availability of Know-How

3. Internal Criteria

Time Orientation

Need for Control

Degree of Internationalization
Urgency in Going Forward

Ability to Handle International Risk

© 1994 Gilbert D. Harrell & Associates, Inc.
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Market Launch Strategies
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Market Launch Strategies Discussion Notes
I. DEVELOPING STRATEGIES
“STRATEGY IS THE ART OF MEETING THE ENEMY
IN BATTLE UNDER ADVANTAGEOUS
CONDITIONS.”
A. THE SAMURAI & FUJI
1. Three characteristics of strategy
2. Fuji & Kodak
B. CREATING THE ATTACK
1.  Strategies for powerhouses
* Defense or offense
*  Reaction time
*  Spreading too thin
2. Strategies for number 2 to become number
one
3. Frontal attacks and concentration
e  Ford Example
*  Wendy’s Example
4. Flanker attacks
¢ Kodak Copiers
*  Requirements and Problems
©1934 Gibert D. Harrell & Associates, Inc.
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Market Launch Strategies Discussion Notes

‘5. Guerrilla Approaches

6. Looking for Loose Bricks and Niche Markets

C. SUSTAINABLE COMPETITIVE ADVANTAGE
VS. COMPETITIVE ADVANTAGE

1. Value to the Market and Performance
Difficulty

2. Deployment of Resources

y v
v v

D. CRITICAL CHALLENGES FOR STRATEGY
FORMULATION

1. Developing a Powerful Marketing Strategy
* Team Effort
*  Competitive Leadership

2. Discipline to Fulfill the Came Plan

3. Develop a Committed Infrastructure to
Support it

©19% Gilbert D. Harrell & Associates, Inc.
Okemos, Michigan US.A
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Marketing Mix Decisions

©19%4 Gilbert D. Harrell & Associates, Inc.
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Marketing Mix Decisions: Products & Services

Discussion Notes

1.  PRODUCT AND SERVICE DECISIONS

A. BROAD/NARROW LINE

B. DEEP/SHALLOW LINE

Examples:

DEEP

SHALLOW

BROAD NARROW
DEPARTMENT SPECIALTY
STORE STORE
DISCOUNT CONVENIENCE
STORE STORE

© 199 Gilbert D. Harrell & Associates, Inc.
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Marketing Mix Decisions: Products & Services

Discussion Notes

II. PRODUCT LIFE CYCLE

A. STAGES

B. ALL PRODUCTS AND SINGLE BRAND

C. PROFITS AND THE LIFE CYCLE

Development
Introduction
Growth
Maturity

Decline

D. PRODUCT POSITIONS OVER THE LIFE CYCLE

E. OBJECTIVES OVER THE LIFE CYCLE

Specialty
Comparison

Commodity

Market Share

Customer

© 1994 Gilbert D. Harrell & Associates, Inc.
Okemos, Michigan USA.
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Marketing Mix Decisions: Products & Services

Discussion Notes

III. ADOPTION CURVE

A. INNOVATORS

B. EARLY ADOPTERS

C. EARLYMAJORITY

D. LATE MAJORITY

E. LAGGARDS

STRATEGY IMPLICATIONS

IV. PRODUCT DEVELOPMENT

EXISTING NEW
SEGMENTS SEGMENTS

EXISTING
PRODUCTS

NEW
PRODUCTS

© 194 Gilbert D. Harrell & Associates, Inc.
Okemos, Michigan US.A
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Marketing Mix Decisions: Products & Services Discussion Notes
B. MARKETING ACTIONS

1. Penetration

2. Market Development

3. Product Development

4. Diversification

©19% Gibbert D. Harrell & Associates, Inc.
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Marketing Mix Decisions: Pricing Discussion Notes
I.  PRICING
A. PRICING AFFECTS ALL PARTS OF THE
COMFANY
B. PRICING FOR VALUE ADDED
1. Examples of Value Added
2.
VALUE ADDED
BPECATON | BNTRY ware  ClGaeen . vALUELoss
C. PRICE AS A DEMAND GENERATOR
1. Margin - Profit Relationship
2. Price - Demand Relationship
II. ADMINISTRATION OF PRICES
A. COST-ORIENTED PRICING
1.  Cost-Plus Pricing Limitation
2. Rate of Return Pricing
© 1994 Gilbert D. Harrell & Associates, Inc.
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Marketing Mix Decisions: Pricing Discussion Notes

B. CUSTOMER-ORIENTED PRICING
1. Customary Pricing
2. Psychological Pricing

3. Promotional Pricing

C. COMPETITION ORIENTED PRICING
1. Going Rate
2. Discount or Premium

3. Leader-Follower, Price Leaders

III. NEW PRODUCT STRATEGY

A. MARKET SKIMMING CHARACTERISTICS

© 199 Gilbert D. Harrell & Associates, Inc.
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Marketing Mix Decisions: Pricing Discussion Notes

B. PENETRATION PRICING

[ )
NEW PRODUCT PRICING STRATEGY
P IO COMPETITIVE PRODUCTS
+ MEW PRODUCT
+ LARGE NUMBER OF BUYERS
+ SLOCKED COMPETITOR ENTRY DUE TO HIGH PRICE, PATENT
CONTROL. HGH R & D COSTS, HIGH PROMOTION COSTE, ANYOR
RAW MATERIAL CONTROL
+ UNCERTAN COSTS
« BHORT LIFE CYQLE
+ PRICE v
LFRCENT KAMFACTURER SLO6-DOWN * Y ESTABUSHED COMPANIES
BEFORE COMPETITONS QET DEMAND CLRYE LAUBICHING NOVATIONS
ENTRENCHED, * RJOHT BARRERS TO ENTRY
WITHOUT SACRIICINO Y COMPETITION
LONG-TEAM ORIECTIVES MEDRM LIFE SPAN
EMCOURAQE OTHERS TO PRICE UMSRELLA * SEVERAL COMPARARLE PRODUCTS
PROMOTE THE PRODUCT TO LEADEASIP * GROWIMG HARKET
STRAAATE PRIGANY DEMAND + MEDR-TO,OMO PRODUCT LIFE SPAN
+ INOWN COSTS
STIMULATE MARKET GROWTH + LONG PROCUCT LIFE
BUT CAPTURE MARKET SHARE * HAARS MARKET
AT A PROFIT THIOUGH LOW MARKEY + EASY MARKET ENTRY
PRICES.BECOME ENTRENCHED PEMETRATION * DEMAND SLNAITIVE TO PRUCE
0 OEMERATE LONG-TERM + LN COSTS DECREASE AS OUTPUT INCREARES
PROATS + MEWER PROCUCT
<40 “ELITE" MARKET WILLING TO PAY PREMAN
KEEP COMPETITORS OUT OF PRESMPTVE < USE THIS ON OME OR TWO PRODUCTS,
MARKET OR ELIMINATE £X8TING EXTINCTION WITH OTHER PRICES MEETING OR HGHER
ons THAN THOSE OF COMPETTTORS
- J

©19%4 Gilbert D. Harrel! & Assodiates, Inc.
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Marketing Mix Decisions: Logistics (Physical Distribution) Discussion Notes

11

DEFINITION

PLANNING, IMPLEMENTING AND CONTROLLING THE
PHYSICAL FLOW OF MATERIALS AND FINAL GOODS
FROM POINT OF ORIGIN TO POINT OF USE TO MEET
NEEDS OF CUSTOMERS AT A PROFIT (PLACE UTILITY)

TYPES OF DISTRIBUTION

A. EXCLUSIVE
. Rolex

B. SELECTIVE
. Seiko

C. EXTENSIVE (INTENSIVE)
¢ Timex

III. MARKETING AND LOGISTICS OBJECTIVES

A.

MARKETING ALLOCATES RESOURCES TO 4P’S
TO IMPLEMENT THE MARKETING STRATEGY

Develop The Organization To Provide Satisfaction

LOGISTICS MINIMIZES TOTAL COSTS GIVEN
THE CUSTOMER SERVICE OBJECTIVE

© 1994 Gibert D. Harrell & Assodiates, Inc.
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Marketing Mix Decisions: Salesforce Discussion Notes

I. IMPORTANCE OF (VALUE OF) PERSONAL
SELLING

A. CRITICAL MARKETING FUNCTION

B. HIGHLY PAID JOB

II. FUNCTIONS OF SALES PEOPLE

A. TEAM LEADER OF THE FIRMS INTERFACE
WITH CUSTOMERS

B. ANALYSIS OF OPPORTUNITIES

C. PULL & PUSH

D. SALES & NEGOTIATION

E. CUSTOMER SERVICE

F. MARKET LOYALTY

III. STEPS IN SELLING

A. PLANNING - MARKETING MANAGER OF THE
TERRITORY

© 1934 Gilbert D. Harrell & Associates, Inc.
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Marketing Mix Decisions: Salesforce Discussicn Notes

B. PROSPECTING
1. Finding Customers

2. Evaluating Competition

C. PRE-APPROACH AND APPROACH

D. PRESENTATION OF THE COMPANY’S
PHILOSOPHY AND CAPABILITIES

E. NEGOTIATING

F. CLOSING

G. SERVICING

IV. TYPICAL SALES STRUCTURES

A. VERTICAL MARKET VS. GEOGRAPHY

B. REGIONAL & DISTRICT MANAGERS

C. SALES TERRITORIES

D. TOP MANAGEMENT INVOLVEMENT

© 194 Gibert D. Harrell & Associates, Inc.
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Components Of The Strategic Marketing Plan
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Components Of The Strategic Marketing Plan Discussion Notes

I.  MISSION STATEMENT

II. SITUATION ANALYSIS

A. CUSTOMERS
1. Segments
2. Quantitative Analysis
3. Customer Attitudes -
Needs, Wants and Expectations
B. CHANNELS
MAP OF PRODUCT FLOW FROM COMPANY
TO CUSTOMERS
C. COMPETITION
1. Evoked Set & Product Class

2. Industry Structure

D. PRODUCT AND SERVICE LIFE CYCLES

E. ENVIRONMENTAL ASPECT

©19%4 Gilbert D. Harrell & Associates, Inc.
Okemos, Michigan US.A
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Components Of The Strategic Marketing Plan Discussion Notes

I11.

IV.

STRENGTHS, WEAKNESSES, OPPORTUNITIES
AND THREATS

SELECTION OF OBJECTIVES BY SEGMENT

A. NEW CUSTOMERS

B. GREATER VOLUME FROM EXISTING
CUSTOMERS

STRATEGY FORMULATION

A. TARGET MARKETS & APPROACH

B. COMPETITIVE POSITIONING

C. STRATEGIES AGAINST GIANTS
»  Unique

*  Opportunistic

D. DEFENDING POSITIONS

© 199 Gilbert D. Harrell & Associates, Inc.
Okemos, Michigan USA.



International Marketing

57

Components Of The Strategic Marketing Plan Discussion Notes
E. PROGRAM DEVELOPMENT
¢ Segments
e  Products
¢  Marketing Mix Elements
VI. FORECASTING & FINANCE
VII. REVIEW PROCEDURES
© 194 Gibert D. Harrell & Associates, Inc.

Okemos, Michigan US.A.
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Gilbert D. Harrell, Ph.D.

Professor of Marketing

The Eli Broad College of Business and

The Eli Broad Graduate School of Management
Michigan State University

East Lansing, Michigan, U.S.A.

Gil Harrell is Professor of Marketing at Michigan State University. His international
research, consulting and teaching interests focus on marketing, strategic planning, sales
management, marketlng research and buyer behavior. His publications have appeared

lournal of Industrial Marketing Management, QngLlQumgdL Iournal of Health Care
Marketing, Michigan State University Business Topics, International Marketing Manage-
rial Perspectives, and other journals. Several publications have become classics in their
field.

Dr. Harrell’s text, Consumer Behavior, Harcourt, Brace & Jovanovich, has been adopted
widely by major universities. He is a regular participant in American Marketing
Association Conferences and the Association for Consumer Research. He is past Dean of
Sales Management Institute for Sales/Marketing Executives International. He has
consulted with executives from hundreds of corporations and has been on executive
programs with over a hundred leading universities and national associations. His work
has included the development of strategic planning, marketing planning and new
product ventures systems that are currently used by several Fortune 500 companies.

Professor Harrell specializes in systems for marketing strategy, marketing management,
and planning. He has worked with numerous corporations in over 15 countries to create
organizational change through the application of tools for effective marketing. Clients
include ARA Services, Foremost, SCM Corporation, Asea Brown Boveri, Westinghouse,
Eastman Kodak, General Motors, Brunswick Corporation, UPS, Detroit Edison, Packard
Electric, Delco femy, AC-Rochester, Motor Wheel, Diversitec (Blue Cross/Blue Shield),
Sisters of Meycy Corporation as well as others.

Dr. Harrell is a regular participant in American Marketing Association conferences and
the Association for Consumer Research. His doctorate degree is from Pennsylvania State
University, where he was elected to the Phi Kappa Phi Honorary and to the American
Marketing Association Doctoral Consortium. His Ph.D. students have won numerous
AMA awards for distinguished rcsearch. His loyalty to Michigan State University is
understandable because both his undergraduate and M.B.A. degrees are from there. He
is past director of the Marketing Ph.D. program at Michigan State University. Prior to
obtaining the doctorate, Dr. Harrell worked in marketing planning and research at the
Upjohn Company.
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