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INTRODUCTION 

The Power of Presentations 
ThII ability to make IIIfIIc:tIw P _.tatIons Is 

one of _ most ImpcIC belt skillsl1lCJUireclln 
tDdIIy's ___ HOIII •• 1t. Wr.ettwr you 

.. ,.-Ing to a large group or ~ a 
_I -..g. y....- 00II ....--;on Is a key 

~Ion tool. You I11IIY be en upert In 
y....- field. bUt If you can't get y....- _ 

across, you're nat likAIIy to be sua:aosl\.Ii. 

1'. __ skliistake on en-. ~ 
Import ..... _ communlc8tlng _ people 

_ other countries. You can't ........ that 

_ works In ear- will be aII'tc:tIVe_ 
language _ ........... In _.,.. of language, 

you might _ to speak In a......­
tongUe. hIra a tnInSIIItor or. at - 'MY -. 
'-IIY y....- poc:e - style. Cultural 
dlft'el ..... can create ...... ~ challengas 
.......... thIiy .. _more __ 
dmbJlt to decipher. 

Why Culture Counts 
CuItura __ of the knotwIedge ........... 
bel ....... ___ shIrad by "iM'ibers 

of a _18ty.Unguage. protocol. ~lsillS 
_ ways of l..-actlng I11IIY appaor sImIl .. In 
other _ bUt _ SOInelhlu9 'MY 

dlft'el.1t. It Is impOItent to _ that people 
_ other cultureS don"t ,... IIy think. 
communlc:alAo. _ do things that _ w.y 

that c:......iens do. U. __ 1d1ng thecultlnl 

dwacblrlsticS of 8 partIC:t.iIw merkat will hoIp 
you to cust.omID _ you say _ haw you 

say It. 

An 4IIfac:tM .. --, '"""'- _ MY 
communical.lon. It's notjurt _ you say 
that <XUItS, bUt haw _ y....- .. lJI' Is 
recelll8d _ ... __ CuItunII_iSItMty 
combined with aII'tc:tIVe .. ___ .... , 

hIIp you _Ish Irust _ '-Y the ~ 

for"""-"" IoilM'_'" ~ 

Using this GUide 

This guide "w"":sbip-by .... "iI'oi,,_. 
for ctMtIng aIfectIw irltM ,_ 

..... __ .. idoI"'idhl9the~ 

chlllengas of ~ y....-~ar 
sorvic:e IntImIII.IanoII)l TIIIIIM __ that 
-~p __ guIdoI_._1 
8SCUItlnl~_ .......... 

You can ... the_ sequIIIItIIIl)l or b:us 
on. spocIIk: _ of nead. E.:t. _ bIJgIns 

with • -.--y of WlilMltS. which _ you 

to.slly'-' y....- doshd ~iI'oi,lIIiIicf .. 
Reedlnass ctlec:kJ1sU appaor at __ of-" 

module to help ...... that you '-CIIIU." 
alltIIII_for... M.ilM. __ 

p ... _. F_1)l you I11IIY wish to CIIIfIatIIt 
the list ofYMoolIBi _ ---._ 

pwldIId to UtIw Imprwe y....-la_ .. 
_skills. 

• 
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1: PREPARE TO PRESENT 
Module 1: Contents Summary 

Page Topic 
5 Researching your mari<et. 
6 Conducting an audience analysis • 
7 Audience research stretagies 
1 Setting your presentation objectives. 
8 Rehearslng your presentation. 

9 Soliciting feedback from colleagues 
and cultural experts. 

Start with the Market 
Knowing your mari<et is a critical first step In 

"J[ I had eight how, 

to chop down a tff't', 

['d spt'lld six 
sharpening 

my axe. 
A8RAHAM LINCOLN 

effective presentation planning. 

This doesn't mean simply 
gathering competitive 

Intelligence. determining 
market demand or setting your 
pricing. Before developing your 

presentation It is essential to 

understand the local culture 

ond business norms In your 
target market. This Includes researching local: 

• history 
• religion 
• values 
• social Institutions 

• politiCS 
• geography and roglonal dlfl'erences 

• gender roles 
• business ethics and protocol 

• social norms 

• language 
• technology 

4 

This knowledge will help you establish a 

cultural context for your presentation and 
determine how It should be prepared and 
delivered to your audience. 

H ..... are some research suggmtIons: 

• Read books and newspeper and magazine 
articles on the target mari<et. 

• Talk to business people WIth experienCe In 
the market. 

• Talk to Canadians who are originally from 
the country. 

• Utilize the knowledge of trade officers at 
the Canadian Embassy or High 

Commission In the target country. 

• Review government, business and tourism 
websltes. Including those IIstad In the 
Resource list at the end of this section. 

Understand Your Audience 
Business people make one consistent request 

of presenters, seminar leaders and speakers In 

the International arena: that the material 
presented be relevant and useliJl In their 

worlds, not merely academic and theoretlcal1. 

Many Canadians miss opportunities to 

successfully present their products or services 

to foreign audiences by not taking their 

Inten>sts Into consideration. Companies hove 

also missed the mark by making Incorrect 

1 H-. P.R. "'" -. R.T., ~c...... 01,­
Gulf PubI'''''''9 Co" -...... TX. 1996. p.19. 
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~ an _ ..... ·5 bIIdcground _ or 
knowledge. Com.nt that is roo simplistic: may 
make an __ feel that ~ .... being 

talked _ to. Com.nt that Is too_I 

may ...... them feeling conI'I.D«I Of" left out. 

Without appop _, d. Into y<Mt ...... 

-. you .... po-, wasting __ 

and eII'lII't you put Into yoAX lIotal_"" ........... 
A CASE OF CULTURE: 

Canadian ,.... ....... IDUS time - GIWVY 
on his ~ to 8 s..uu- AsIan 
gcwwn ..... agency. His Initial ~1t ...... 
_ p:od<ed..-tum ... u.ned to 
disIppc>lI.tI ..... _ ha ~ that _ room 
_ fllletI-. ___ idallCOI_ 

INII_~ Tha _1Iad neither expertISe In 

_ tlaId Of" -.-making 8UIhoI1ty. 

AuDIENCE ANAlYSIS 

To _ pItfiIlls, It Is •• Y to __ • 
thorough __ .....aIysIs _ poepoolng to 

...-w: In. fcreIgn nwitet. Dewmine_ 
an5V!J8f'$ to the following questions: 

• Whowlll_? 

• Why ... ~-ing? 
• Wtvtt. .... theIr.Job __ 

responsIbllltla5? 

• Wtvtt. is thaIr mather tongue? 00 ~ 
'-• good gmp or E'ngIIshIfrenctt? 

• Wtvtt. is thaIr eduI:IItlonel bIIdcground _ 

lew! or suI!ject knowledge? 

• Who ... _koylndlvldualsor_ ... 
II1IIkIn In __ 7 

• Whitt. ... _ir values? 

• Wtvtt. .... _r'- _ htl&iSC$? 

• Wtvtt. doos the _ axpea. from ... ? 

• Wtvtt. .... thaIr .uItudes -.s my 
prudUct or BvIat...s GAhtMlY? 

Audianca P d. St.,... 
It Is oIHn dItIIcuIt to find __ y<Mt __In __ po_ltlng In. 

t'tntgn au'ItJy HouulI'WW, ttw'8 ... Sbiltllyllls 

that an help: 

• er--. ~ ofIIcon. _ c.n.a.. 
Emt.ay or High ea.nm- In the_ 

~ .. they- ...... 
• i.ligeli.1tS for you or your d II L.*' ..... 
T_ ofIIcon may _ RSVP lists or bot 
1liiie to prwIda bIIdcground on _ 

n IIII1lbers.. 

.eo.-_~that _ 

expeIllinCII In y<Mt ..-get ___ 

• Asttc your __ CUi' ... 17 to prwIda 
_ ...... 11\.",_. _., II ... 

• ConsuIt_yoAX_joInt_ 
~ or agarIt"YOU -_ 

• An1ve eM1y to _ '*""" bIbII y<Mt 

p_1tiItIon. Asttc "I"'dons SUCh • why 
thay .... m.ndIng. __ they ...... to 

gat_or_po_lIMkW .. 1 ....... or 
names. COl ....... _ oIljIctl •• 
111(0 ... _ that you can lI_puo_1nIlO 
y<Mt taIh to _It _ pa ...... 

Set Objectives 
v.- po_1IMIan ~_ 
WIY slgnlflc.nUy depoo,dl"y on "'-M _ • 
y<Mt ___ Omw .... __ SENlCA 

VIIIue dltferent things. For (on --",. • .1 
_ ....... In many AsIan and 
t..In Am.icM _ the time _ eII'ort 

one dldk •• to ciao II opiIIg ..... osI. has • 
~ ~on _than_ prtc:aor 

quality or one's prudUct or.vtc:a. 
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In many countries it is unrealistic to think 
that a great presentation will strongly 
Infiuance the outcome of your marketing 
efforts. It may take successive presentations 
and years of personal Interaction to achieve 
your objectives. Being aware of these factors 
will help you to adapt your expectations as 

well as your presentation content and 

approach. 

A CASE OF CULTURE: 

In the United States you are more likely to 
encounter an audience that cares about cost, 

efficiency and the bottom line. In Mexico or 
Japan these fectors may be less important than 

presenting the long-term vision fur your business 

relationship. 

To ensure that your presentation oQjectlVes are 
appropriate, realistiC, and obtainable, consider 
the following questions: 

• What Is the purpose of your presentation? 

Examples: 
To Introduce your company as a first step 
In a relationship? 

To Infbrm your audience about your 
company. product or service? 

To per5UIIde yOUI' audience to pur_ or 
take specific action? 

• What Is the gool or and product of your 
presentation? 

6 

Complete thiS sentence: • As a result of my 
presentation, the audl.......Jkey declslon­
maker will ... ,. 

Examples: 
•..•. egree to a follow-up meeting.' 
' ... approve our proposel fur. new 
wastewater facUlty;' 

• What 1$ your main message? (This is the 
one thing you want your audience to 
remembar two weeks alter your 
presentation.) 

Try this: If you could say only one 
sentenea to your audience, what 
would It be? 

Example: 
'You should use our technology because It 

wilt streamline your production processes 
and significantly reduce costs." 

• What 1$ the WIFM /yVhat'S In It For Mel 
from the audience's perspective? 

List three benefits the audience will derive 

from your presentation. Ensure these are 
relevant to the local culture and 
circumstances. 

Practice Pays Off 
Individuals often spend all of their time 
preparing their presentation and leave no time 
forpractlce. The result-<lUCh as mentally 
running through your presentation on the 
alrplan...-.:an be disastrous, particularly when 
presenting to an audience with a different 
language and culture. 

Make time to do one or more reI1earsals using 
your visual aids. This will halp you to 
streamline your Ideas, polish your delivery. and 
ensure that you are within your allotted time. 

Finally. find a buSln 1''' .. 00 with experience 
In the market or a cultural Interpreter whO 
understands your audience. Ask one or more 
of these Individuals to observe your 
presentation in Its final form and to provide 
feedback. Although. challenge and time 
consuming, this Is the best way to ensure your 
presentation Is culturally appropriate In 
content and delivery. 
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Are You Ready? A Checklist 

CI R til .-hlstor)l culttn and 
___ ronm."t. 

CI Conduct ... ___ ysis. 

CI Arnnge to _ at ___ -'Y to 

meet audience ..... 1bars.. 

CI Oatennlne appoop_ "' __ 

oI!JectMIs and goal. 

C1ldentify __ WIFM and t.. .. 1ts. 

:J Be 1liiie to state meln pI'8BItalIon 
m age or theme In single ,..,11 .. _ 

U Ra..w pr85II1tJItIon aloud using 

visual media 

C1So1Idt reedbelk _ ~and 

cuItI..nI ..,....u. 

How Can I Learn More? 
A Resource List 

C .... d .... T .... eom.n­
SomatWalta. 
www.lnfoexpon.gc:.c:a 
c.- Oep.U'llllt of foretgn AttaIn and 
1-...-T .... ......,..... provIdIng_ 

to hundreds of seetonol mart<at 5tlJdles and 

CDMitlrsl*lfIc reports. 

Cw.tnt for 1-.:utnnI 
l .... 1ng E-thologies 
www .... thoIogIes.comidefault.asp. 
The c.- Foreign Servtce Imtlt .. ! •• 

InI'orni8tIon ......,..... at general and cuItI..nI 

'"/'Otn_. an countries around the WDI'Id. 

CIA IIIb1d F .. tliCl ok 

www.odd.gov/dafpublkatlonslractbool<l 
Facts an klcal gtIrii ••• 1Mt. eClon",nlcs, 
politics, and religious groups far countries 

around the WDI'Id. 

~-RII dllng 
Countries and Satmrs 
www.exportaource..,:.c:a 
Teem Canada Inc.'s _ far .............. 

trade and aport k .......... 

lJtnry atCongr. c.......y s-.. 
lcweb2loc.govIfrdlcoIcsmme 
The ll~ at Congr. ...... _ an ~ 
spac:IfIc inftll,,-. 

M.n:o Polo: 'feu ~ 
M.1<etIng EdgIt 
Slr8teg1s..,:.ea/nw copolo 
A compo.hehSl .. guide to CI1IIIit"CI.IIt 
CIOIYlpIIt8nCy In the k ......... _ lI .. kMplM .. 

... pen of IndI.IStIy Canada's So8tligb IIIotobsb. 

MIchIgIIn 51.- UntoaSll;y'. I, ........... 
~QI1theWWW 

ti ....... bus.msu.edulbusres 
RagionaIand COUIltiy-specilk liN" ....... far 
mart<ets worIdwIda. 

u~ at K..r.s.s IBRC 
c.......yR-.ce 
www.lbtt~ .............. ~ 
l'II8i' ______ SIte far If*'IIIr: 

c:ountries and regions of the WDI'Id. 

Take. Wx1d v-: Expan 'feu s.vtca 
strategJs.k.gc.caftwv 

A _' ........ -. st:ep-I» II". guide to 
exporting ytNf .......... 

The VWb atCulbn 
www.webofcultun.c:om 

General kN"_ on ....... 'iiiIIgICM-. 
gestunIs. time _ and CUI ....... -..I 

theWDl'ld. 
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2: ORGANIZING FOR OFFSHORE 

Module 2: Contents Summary 

Page 
11 

12 
13 

14 

15 

Topic 
Brainstorming and developing your 
presentation outline. 
Using appropriate supporting data. 
Creating a successful presentation 
structure. 
Developing effective openings 
and andlngs. 

USing credentials to establish 
credibility. 

Assemble Your Ideas 
and Outline 

BRAINSTORM 

Once you have analyzed your audience and 

determined your ol:!jectlves (see Module 1), the 

next task is to identifY the priority topics that 
you want to present. Bralnstorm ali Ideas that 

come to mind when answering the questions 
In your audience analysis and oQjectlves. Place 
these ideas in order of priority from most to 

least Important. 

KEEP IT SIMPLE 

The keep it simple rule also applle$ IICI'OS$ 

cultures and is especially Important when 

presenting to an audience for whom EngliSh 

or French is not their mother tongue. Aim for 
greater organizational simplicity than usad for 
standard presentations. Focus on your top 

three to four ideas only. This will help ensure 

that your message comes through with clarity 

8 

and is rem..-ed by your audience. Don't 

try to cover the entire territory, only What Is 

essential and of Interest to your audience. 
Realize thet you may need several 

presentations over time to achieve your final 
oQjectlves. 

DEVELOP YOUR OUTLINE 

After you have bralr$Ol med your main ideas, 

develop your outUne: 

1. IN-ite down each of your main Ideas on a 
separate page. 

2. Under each Idea or topic, write out the 
main message you want to convey. 

3. Under each message write kay points. 
These should state: 

a. Why the messaga Is Important to 
your audience, and 

b. What benefits It will provide them. 

4. Determine what supporting data is 

required. 



PREsENTATION OUTliNE 

IDEAl 
What .. •• main .. 98 

Why .. b. key points 

Benefits .. 
I) 
ti) 

. 
III) 

E~ .. c. SlJIlPCIIting CIIItlI 

• 
SuPPoRTING DATA 

The trVidonaI or supporting CIIItlI)IOU will ..-I 
to COOYInce yair _leta will VfIIY dopendlng 

on --)IOU .... ~tIng. DIITenInt 
cultLns ... " .... 111 to dllTenlnt Informatlon. It is 
Important to __ these dIfI'tI ..... and 

to adept IICI:OI'dlngly. 

A CASE OF CULTURE: 

A son: sell might WIlI1t __ In 8rItain. and • 

turd Mil In the U_ Statas. You might 

emphasize pice when pasentlng In Mexia> and 

quality when pasentIng In ""'--. Nonh .. ast 
E ............ muntrIes tend to utIllm mont 81'1111ys1s. 
logic and 11ItionaI~ wt __ South ~ 
muntrIes _ .-JoIdllIp5, the ... of IntUItIon, 

and..sltlvlty. Tboi """ .. If pasentIng to • 
G.rman audIonI:e )IOU might __ using more 

and _!sties. For an Italian --. )IOU 

might add ~ or bbtilliM ..... 1lSf*lal1y If 
these .... tnIm.....-- _ and '1iSI.'N! by 

yaIr--. 

T~ .... two ...,. __ to de<.lt9Ing yoI.I' --_: 
A. logIc:aI- _ and ......... tl .. v CIIItlI .... 

rat_. a-, _and-. 

{E.g. North AmerIca, Naru",est E ...... 
... or 

IDEA 2 IDEA 3 

a. main II 98 .. mIIIn Ii t-

b. key points b. key points 
I) I) 
II) II) 
III} HI) 

c. SI4'fIOI1.lng CIIItlI c. ... ortIng_ 

B. ~II- _ and ......... tIo'" CIIItlI 
.... ' ... Ing orMIII4 __ IndINct.. 

{E.g. latin AnwIo:a. Asia, the a.- East) 
Your 111--....., employ _ or. 
__ of the twollMllCl .... the QJhuna 

and audIonI:e ~. 

PI ".IJ.ta 
T~ .... dIIIIo.ot arlori_1S to the .-. 
.,.--.t and _ In dllJenlnt __ 

Co.nrles sud> as I ...... I ..... "-_ 
.Ie!- tend to be pd CllIori-. c.-_ 
the Unitad St-. .... more Cllloriotad to ... ds 

the.,.--.t and~""" fW.n. K.-ng 
these dIIIIo .... will hIIp)lOU _Ii .. wtaot 
to ____ ~)IOU_ 

pI'O\/Ide. 

H.. .... octw tips Iilr lII_otIo",-= 

• limit wtaot )IOU ..-: CIon't __ all 

fIw:ts _1IgunIs only the ~ .... or 
most I ....... talt. 

• Plan to..-- _,,_l1li In ._ ....... 

-ogs. 

• s.- slcMlyta an ____ "*'*' 
tongue Is not JI'IIUI1 

• Use the rule of _ paapIIo ••••• _ 
gnqI$ fJI thrW _ or poinb. 

• oIfl.wge~ 

• 
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• When using acronyms or analogies ensure 
they are meaningful or relevant to the 
local audience, 

Establish a Successful Structure 
Presentation structure, or how we order our 
Ideas and Information, Is culturally Innuenced. 

A CASE OF CULTURE: 

In North America, presentations are usually 
structured In a linear way with Information 
proceeding relatively directly from A to Z. We 
prefer presentations that follOW chronological, 
sequential, geographical, categorical or 
hleran:hlcal structures. In contrast, many 
Oriental, latin, and Middle Eastern cultures take 

a more diffuse approach to structuring ideas and 

Information, A presentation by • businessperson 
from one of these cultures may seem to begin In 

tha middle or to proceed In II roundabout fashion 
without ever reaching II clear conclusion. In the 
same way that Canadians might feel thet such a 
structure Is unfoc:ussed, our approach may seem 
aggressive or Simplistic to other cultures. 

CREATE A ROADMAP 

The key to an effective presentation is to make 
the pattern of organization crystal clear to the 
audlance. Research has shown that audiences 

hear what they expact to hear not necessarily 
Whet the presenter tails them. 

You need to create a roadmap for your 
audience. Adhere to the saying: "Tell them 

what you're going to tell them, Tell them. Tell 
them what you've told them.' Even If your 

presentation dOes not follow a structure thet Is 

familiar to your audience, they will know 
where you are going. 

10 

Here are some tips and considerations for 
structuring your presentation: 

• Use the .ame pattern of organization 
throughout your presentation. 

• Use visual aids to help orient your 
audience (E.g. overview charts or moving 
agendas that highlight upcoming topk:s), 

• I mply or state what Is to come next. 

• Make clear transltlons between sections 
or phases. 

• Use enumeration: • Five reasons why, , , . " 
or use enumeration combined with 
alliteration: "The Four 'P'. of Marketing: 

Product, Price, Place, Promotions. 

• Bridge from famillar tlll'r1tOry to 
unknown, from simple Ideas to complex. 

• Present accepted Ideas before 
controversial ones. 

• Provicla frequent summaries to help 
cement key points In your listener's 

minds. 

• Repeat key points at the beginning, 
middle, and end or your presentation to 

accommodate differing cultures: some 
.xpect big Ideas to be presented first, 
others, last. 

BE FLEXiBlE 

Be prepared to adapt and restructure your 
presentation as you go If necessary. The key 

member of the team you are presenting to 

may be called away from the meeting. It may 

be locally acoapteble for an audience to arrive 
20 minutes late, leaving you 15 minutes to 

present Insteed of 30. Having a clear and 
flexible structure will help you meet these 

challenge •. 
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I nvest Time in Your 
Opening and Ending 
Openings and eudlllgs put ___ tall 

on your po_ltatIon. They ___ lint 

lillpollllliOl"lS are creetad _ Ia$tIng ones _ 
reI"-. Openings __ Ings _ also 
_ your __ 's IIIttIIntlon _ 1$ Gft:en 

h~ Tlaefble It Is ImportMt to _ 
time _ eI'fof1: to _ them successfUl. 

OPENINGS 

EIrettMI opeollllgs _lIpllsh three things: 
1. Sean ____ ·s __ 

esublish ""I'I"'fL 

2. Establish e'<pIICI"Mms by .-mg _ 
theme_scopeof_~ 

3. Establish a-edIbIllty. 

s.e.c-A·· ..... 
A key to sect.rlng _ with your 
presentlItIon opening Is to swt __ _ 

___ Is. One -t Is to begin In _Ir 

1Ingu1Ige. _ If It is only • $lmple: "GoocI 
MornIng ladles _ Ga.-. .... ." 

Mentally check fIVfIrJ possible Introductory 
idea from your ___ 's paspctlw. Is tIwe 

a signIfbnt CUl1II1I: 10I:III _ that YGU can 

mention? c.. YGU tall a ponollal story 0( 

desclibe .. Irodcllllt that reIeIes your theme 0( 

topic to ____ 0( ItIeIr 0IlIIJItIUy?--. 

If told pmpar~ can be unNwseI. They also 

help establish • p8 .. 01lal COOdlllCtlon with your 
____ can_lntI~ 

Be culb.nlly SIII"ISItIve to _ will ~ your 
___ on 1:IoaRI. An ...... oed. that ~ 

In c..- may fall flat In MahsysIa. In c..­
and _ Un_ St-. __ commu'Ilaltlon is 

dIreCt, YGU might open your po_,latlon by 
$Imply telling your ___ why they _ 

limn to YGU. ASIan 0( latin __ might 

see this as .i~tt. 

~your ...... oed .. your"'-'-Is 
more IIkAIIy to ......... od It they knM ytIII.·w 

_ time to -.. "'lid"' • .tIout them ... 
-country. 

A CASE Of CULTURE: 

In F.--, India _I .......... .-y Is 
portIcUIa1y _. _... N ~_illll:loo" 
po __ captI.nd _ ...-.-·s __ , by 

talking IIbcut jIIISt ... In _ill", wIwi In 
_ Unit8d St-. __ po __ •• ..,._ 

poospetts - ~ pora-. 

a, .... B,. ... d 
youropeolll. ___ __ 

""JI'ICIat1ons. E.ty on tall ___ _ 

YGU plan to _ IIbcut _ inIrodur:ra_ 

theme and scope of your po_~ .. 51-. 
I:he_ofyour po ... "', In __ 

_. It will also help to pnwIdIIa __ 

outline of your po_ltetIon. 

C-Q ._ 

Openings help esublish yoor _Ity. WI.­
............ Ind~ £I1Id1ble In _ c:uftunt 

may not In .. 1!OttIer. "-... In _8I1t 
_ acconIsIaba beSIod on _.It 
crltarla. T'- InducIII: 

• echlw •• _1Its 

• track rw::anI .. -........ 
• sodeI connM.'tIans . .,-
• ado_Ion _ pour I III quIIIIIIIc8dons 

• pout I f ..... .- (e.g .... _. CEO) 

• """IfI8I1Y'" P81SOII11 "'P'1tetIon 

Know which ofu..Is __ ...... 

YGU - .,.-tng - .. ..,. ..... - CJIIIIItIIs 
IIbcut ytIII. ... your "gliilZMlon that will be 
most 1iiijJ8t1'" by your .-.... 

.~. 

• 
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Don't merely say thet you are tM director, 
but what you are director of (I .•. finance, 

marketing, operations). How well your 
presentation Is received may depend on 
whether your audience feels that you have. 

high enough status In your company. 

A CASE OF CULTURE: 

A Canadien consultant, Who Introduced herself to 
a Korean audience by emphasiZing her personal 
experience and education, failed to maximize her 

credibility. In countries like Korea and Japan It Is 
Important to tie In your status with your 

company. Her credibility as an Individual was 

unimportant compared to the reputation of her 

company and her position within It. 

Finally; be careful about how much you talk 
about yourself. Self-promotion Is frowned 
upon In some regions such as Asia. 

ENDINGS 

EffectIVe endings accomplish three things: 

1. Summarize key points to ratnfcn:e 

your message. 

2. Restate your main theme and 

draW conclusions. 

3. Make a call to action. 

$r 'R"'Y 
A summary gives you one final opportunity to 
convey your key message. Restatement Is 

often a fundamental aspect of learning and 
becomes even more critical across cultural and 

language barrIen. Use your andlng to reiterate 
your main points and theme. An effective way 

to do this. partlculerly with • foreign 
audience, Is to use • visual summary Chart. 

12 

Cont+ f " 
After restating key Ideas, successful presenters 
often close by providing their audiences with 
specific conclusions. Be aware that some 
cultures may be uncomfortable with your 

synthesiS or bottom llna and will want to draw 
their own conclusions. Remain sensitive to the 

local expectations and style of your audience 

and be subtle When appropriate. 

Can to Aeti;m 
Effective presentatIOns In Canada frequently 
end with a call to action. In foreign cultures 
you may need to modify your call to action. 
Whereas In the United States you might 

simply ask your audience to give you the 

business, In countries Where communication Is 
less direct, this may be vIeWed as too 

aggresSive. In countries Where business 

relationships are established over months and 
years, such • statement would be considered 
both presumptuous and premature unless tM 

presenter Was extremely well known to hIS or 
her audience. 

Whether your call to action I. direct or subtle, 
It 15 Important thet you try to move your 

audience to a next step or oI!lactlve. This may 

Involve simply gattlng them to consider the 

Information you have presented and to discuss 
It at a future meetlng . 

Finally. whather you are presenting new 

material or modlfylng an old presentation, It Is 

essential thet you customize for the fOcal 
culture. A good rule of thumb 15 to modify 

one fifth of your presentation to suit a 

particular situation or audience. 
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Are You Ready? A Checklist 
::J 8tahtStoml _ P Iooltize 

.,..-Ion Idaes. 

o D-Iop a c:t __ ..... USIng meln 

poIntS - sub-poIntS. 

o Ens.n supporting data 1$ culturally 
appropo_. 

Cllimlt p_otatlon __ _ 

slrnpllfydata. 

Q ere... 8 c_._ ..... that the 
__ can -"Y folloW 

o D-Iop an ..-111111 _11 ....... _ 
reI ... a ... ~ 8V8nIS,... ,.SUiwl 
stcwy to gilt the __ on a-d. 

Q UsaIlppl'Opl"lllt ......... _ 
.... ,!pIIny tItIII to estIIbIbh aiidlbllll:y. 

a s.. ...... 1a kIIy poInts ... -=tI 
RCtlon _ _ end <lp __ .. 

:I Ensure ending .... 1tIIIns·...,.. ........ 
alii to ectIon. 

';;-w-' • .. 

• 
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3: METHODS & MATERIALS 

Module 3: Contents Summary 

Page Tople 
18 Using visual aids in cross'cultural 

settings. 

21 Preparing speaker notes. 
22 Preparing audience handouts. 
23 Choosing your presentation 

medium. 
23 a-- Transpareneles 
24 35 mm Slides 
25 Computer Prqjacted and 

Electronic Media 
25 Presenting In a foreign 

environment. 

Make Visuals Valuable 
Visual media, when proporIy prepared, cen be 

a valuable assat to your presentation. It has 
been shown to Increase communication 

effectiveness by 40 to 50 percent. 

Tile following chart shows tile impact of 

visuals aids on presentatlons2: 

METHOD Attar 3 Hours 
.f' 

Attar 3 Days 

Teu 70% 1Q% 

Show 72% 20% 

Teu & Show 85% 65% 

Visual media Is espactaUy Important when 

presenting In foreign settings because It 
enhances tile communication process beyond 
the spoken word. 

Effective visual media 

• Communlcal:l!s Ideas faster and 
more clearly. 

• Arouses and holds audience Interest. 

• Cuts across language barriers. 

• Reinforces your spoken massage. 

• Increases audience understanding. 

• Helps your audience retain information. 

• Enhances your professional image. 

• Helps your audience vlsuallze your 
spoken message. 

PRINCiPlES FOR VISUALS 

While _lYe visual media can augment 
your message, poor visuals can harm your 

presentation. When speaking to an audience 
where English or French Is a second language, 

you may quickly lose your listeners if you 
overwIlelm tIlem with too many visuals or use 

visuals crammed with too much Information. 

Here era some general principles for success3: 

l'ictruw BnI HWtb 1(J(J(J Ht.rds 
Pictures cut across language and cultural 

differences and are easily understood by 

ZMcI<.l2le. c...... s.-.. __ .. _ H ...... ~ UK, 1993. 
3 "-"" ..... lad!. T_ Hew., ",-", S_ "'" Dm_ w.nn"", IT .......... "'-._ .. 
Amon<on~ ___ v..... NY. 1993. 

14 
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• Choose a single, san serif font such as 
Helvetica to irn:rease legibility. 

• Avoid using .n upper case letters. 

• Use landscape as opposed to 
portrait orientation. 

• Use exact phrasing and remove 
unnecessary detail. 

• Use bullets not numbers, whlctl mey 
suggest a priority orw. 

• Present information in steps to Increase 
comprellenslon and focus. 

COLOUR 

Be aware of colour associations in different 

eountrles. Check. with • local expert to 

detarmlne colour schemes that will avoid 
oIfence and convey the mmt professional 
Image to your foreign audience. In Canede, for 

example, darker blue or grean backgrounds 

with white or yellow lettering are preferential 
colours for slide presentations. Using what Is 

popular and respected In your host country 

may give you an advantage. 

Prepare Witten Resources 
There are two types of written resources to 

consider preparing for your international 

presentation: 

1. Speaker Notes 
2. Audience Handouts 

SPEAKER NOTES 

Speaker neles are the bridge between 
organization and deliwry. T~ prOlllde a claar 

framework that will help ensure you stay on 
track during your presentation. Speaking from 
concise notes rather than a written speech will 

jllsa facilitate a more natural delivery and 

Increase the likelihood of maintaining 
audience Interest and attention. 

16 

A ... ..,y_Nata 
If your have done a thoroughjob of preparing 
your outline (see Module 2) than your speaker 
notes should develop naturally from this. Your 

visuals will also servo as thought triggers 

during your presantatlon. 
When your outline and visuals arB complete, 
_lop your presentation script by adding tha 

spoken words that match each point or visual. 

~«NoteI 
The format for speak ... notes Is detwmlhed 

both by Individual preference and by your 

presentation environment. The two mmt 

common formats are 3"xS" or 4"x S" note 
(Index) cards or standard (8 1/2"x 111 sheets, 

There are advantages to using each: 

NOTE CARDS 

• Easy to handle. 

• Force conciseness. 

• less curnbInome than 8 112" x 11" ~. 

• Easy to quickly corm lSe or eliminate Items. 

• More professional looking 
If no lactern available. 

STANDARD SHEETS 

• Convenient to prepare. 

• Can take advantage of softWare features 
such as PowerPomt' 5 Speaker Notes 

option. 

• Allow greater room for detail. 

• Easily stored In binders, business 
folios or files. 

lips fttr .s;. ..... Nata 
• Print notes In large font 

(minimum 14 point) to Increase legibility. 
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• Use colour _ highlighting to 

omphaSize key poIntS. 

• NI.Imber nota QI"ds or pegI$ 

$0 order Is maIntaInod. 

• Use high prolllpt wonts 
(e.g. .mcio.,Cl' top-rated). 

• Mak. a ptoutocopy or bel:kup 
of yaur notes. 

• U. symbols to fadlltate dellW"y 
(e.g. 'P' for .,..., or dlnlct_ lIIT1MS fi) 

• Use signpost wonts to hoIp _ ... 

fWtIeularly f"nlign-Ianguege ~ 
foI_ eIong (e.g. '10$. result', In 
candusIcn ,. 

• Mark .oJ$' tad ....,.... time beside 
notes to keap you on schedule. 

AuDIENCE HANDOUTS 

Handouts can be -.:IaI In i.-natIonaI 
sattingo. ~ _ you ... not 

~Ing In the c:oLWIUy's netIve Ianguege. 
t..wng yaur __ know the< .... points 

are "'-In _ rrrIIY 81_ tham to 

_fully focus on you _ yaur m 9-

You can also ~ ulllei_dng by 
trw1sIatIng _Into yaur __ 's 

Ia1gUIIga. 

In c.- It Is more _lin"", to pRIIIIIdII 
_at the _of the ", __ to 

IMIId eft_til"" the __ 's-' 
Ho .. IVW# In irIIa"nIIIItia taUinp­

~"""'you .. not"-Ing In 

the netIve r.v 4 3 It rrrIIY be USII1uI to 
distribute caples of yaur _s at the 

beginning of yaur "' __ . This alkMs 

""",1berS of yaur __ to ...... _ on 

tham In their <MIl Ia1gUIIga. Tools such 10$ 

AmuPoMt·s Handout M-. .. especially 

USII1uI for this. 

Hand0ut5 ._Il0l .. yaw it ge ..... 
-. raulned for funn , ..... _ If u.,. .. 
both polished _ ",or ...... _ ... 
aI!III) ani ...... yaur Image. Tha_, If you 
pRIIIIIdII_ ..... hw1douts. ...... an you do 

IHIght. 

Hen __ ups: 

• Tell_ ...... lnadww ... __ 

willbe_. 

• PI..,..._lnthe __ 's 

Ia1guIge to Ii... UI1Idoi_ ..... 
.Make ___ ~ 

chock for cuIIlnI _ 

• Ensura __ ....... toyaur "'--..... -• u. __ to Ii... the 

Ilka1l1ood u.,. will be rad. 

• Print more _ -.. you will ..... 

as bIdng addItianeI caples Is COl'.'U' In ---• Enan the< yaur ""IIIW,,-Iogo. .....--.s_VWbsb_ .. 
prIntad on yaur...-. 

• M""""",. _ ....... ItJIIt _ C>DIaw 

sdlemtto ....... ~ .. crc liW. 
lmega. 

• 
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Know Your Equipment 
and Environment 

PRESENTATION MEDIUMS 

It Is Important to consider the medium you 
use when presenting In other countries 
bec8l1$8 the acceptability and use of 
presentation mediums may differ. Usa 
mediums that are appropriate fo, the audience 

and venue. For example, the same computar 
animated presentation that is the standard In 
Boston may provide technological challenges 
In Bolivia. . 

A CASE OF CULTURE: 

A presanter's slide presentation was perfect for • 
large Canadian audience who knew him. 

However, because using sll_meant presenting 
In a darkened room, that same presentation was 
not his optimal choice In RUSSia. The presenter 

discovered that making eye contact with key 

Individuals and ensuring the audience was later 
able Ul pick him out of the crowd at a hetWorklng 

fLInct.Ion were key Ul his success. 

Check with the Canadian EmbaSsy or High 
Commission, business colleagues ramllla, with 
the market:, or with your local partner or host 

company Ul determine local pref'erencas and 

technology capabilities when choosing. 

medium. 

1.jpes of Med1uats 
There are thr'lIe types of presentation mediums 

that are commonly used in international 

settings: 

1) Overhead transperencleS 

2) 35 millimeter slideS, and 

3) Computer prtljected or electronic media. 

Following is a list of advantages, 
disadvantages and tips for using each: 

18 

OVERHEAD TRANSPARENCIES 

A~ 
Quickly generated from computar. 

• Provide flexibility Ul write on. 

• Can be presented In lighted room. 

• Easy to copy for audience handouts. 

• PrQjecto, Simple, .... Ilable to operate and 

commonly available. 

• Convanlent for use In question and 
answer sesslons. 

• Portable. 

• Encourage II more intimate and less 
intlmldatlng presentation. 

• Sequence and content of presentation 
easily a<!Justed at the last moment. 

D~ 
• Less suitable for larger audiences (more 

than 30 people). 

• Less professional In formal or prestigious 
settings. 

• laying on and adjustment of overheads 
often distracting. 

• High risk of losing sequence If shuffling 
forwards and backwerc:ls In presentation. 

Tips 
• Overhead ~ should be at • 450 angle 

to the audience and to the side of the 

room so that you are centra stage. 

• Consider shutting off the prQjector during 
lengthy explanations, a. the fan Is often 

distracting. 

• Face the audience, not the prtljactor 
or screen. 

• PoInt at the screen, not the 
overhead pr<!jector. 



• 

• 

•. Use ~ large font sims 
(minimum 26 pt.). 

• Photocopy _'IUds onto reguIer papor 
_ ~ a copy aftw -" n ......... w:y 
to facilitate ___ faclng...--!. 

T""", copies can abo be IMd for speeker 

notes. 

• Don't'-ywrov.'_~; 
use !hem as thought "1I'Iggoi s. 

35 MllllMffiR SLIDES 

~ 
• IU-. 

• Easily duplicated. 

• Easily n.-.- by email. 

• AI_ p""cogr", to be well jJt1!Jac:tJod. 

• Better for colour thin _tleeds. 
• No.- for ~ to manually 

ctw1ge---

an",,: 
R.an must be adeqI*"'Y ~ to .......... 

good YI$IbII~ 

• WIdoout ........... advIInc:a ~ p __ 
Is _ to machInIt. 

• Slide carousel stancIa <Is may very 
~ to c:ountr)t 

• c..lMdto._~ 
....... /eud'-- .... _. 

• Dtmcutt to mIIke dWoges 81: __ mlrlUte. 

• I, no _IS IMIIIIIbIII to .... sIIdIIs, 

be ...... you IcIontIIY ....... who ean dO 
It for you __ • ~ forCUllng 

them. 

• C-useol_sl __ no 
51_ bab ••• --._ It .-lid. 

• Ensure. _ or IeI:tJIm I~ Is ..... _ 

so you CWI .-ywr '" 1*_ · E_. pointer Is.. 'I ' ... If .-lid. 

COMPUTER PRoJECTED 
AND ELECTRONIC MEDIA 

Ads C p 
• Extnm.iy pofllJlao_ im1Igt. 

• Mlnlmal8XjJ8l"to.,.-vIIuaIs 
It equipment ............ 

• Easy to at vIIuaIs _ pClta .... 
"51ide -.-" r.cur. ol_ '""'-.. 

• VIsuals eesIIy edlllad. 

• AlIrMs-.y~ol9'''''''' 
• Exp.nds 0jJtIans ttnugh _ use ol 

mu\tinIedIjI -..:h 85 ...... _ .. vidID 
clips _ toUI'Id. 

• Requtn.saqulpl •• ltnot....,. .... ' l­
In fonIgn ......uIes. 

• Runs _ risk ol_wlCllolW IIIIng \tie r-.s ...... dWI ___ ltor p __ • 

• "High -." "'!*lean publltiooIIy .,--
• As with 51 .... rwquinlIS. CMllCawd.-n. 

7P 
• Awoidaxta ••• t.aol •• ' ...... 

dlsli IIiAlng SIIIUIICIs. 

• Pr ..... aSbo_dsl __ _ 

... -..p. 

19 
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• Obtain a wireless advance or mouse 
system If possible to allow you to move. 

Whatf1ver visual media you choose to use 
be careful not to let them become the 
presentation. Remember that visual aids 
augment your presentation. they don't 
replace you. 

THE PRESENTATION ENVIRONMENT 

There are many factors that prasenters need to 
be aware of and to plan for in international 
settings. Tecnnology. equipment, power 
requirements. and facility standards vary 
according to country. Seating arrangements 
may convey status or be • form of non-verbal 
communication. 

Prasantars often do not know what the 
presentation environment will be untl!' they 
arrive. Once at their destination It may be 

difficult for presenters to test eqUipment in 
advance or to influence elements such as 
lighting, ventilation, or room set-up. 

Here are considerations and suggestions: 

Cbtd It Out &font You /.a." IIot.t. 
The best approach to planning for an 
International presentation Is to prapare In 
advance by doing your homework before you 
leave Canada. Research ted1nologlcal 
standards, equipment preferences and the 
natura of the venua where you will be 

presenting. Draw on the experience of other 
business people Who live, or hew prasented In, 
the country. Communicate early with local 
organizers so that you both know what Is 

required. 
OuestIons that you need to consider InclUde: 
• Do you or the organizers hew _'up 

prqjector bulbs, microphones, etc.? 

• Do you know hoW to dim lighting or 

hew someone Who can? 

20 

• Is ,fCordI_ microphone as opposed 

to a standing mlc available to facilitate 
ITIO\IlII'fIent ? 

• Is the seating arrangement culturally 
influenced? Is It suitable for your 
presentation end If not what can be 

done aboot it? 

• Are you able to operate the equipment 
or will thIs be done by • ted1niclan? 

If you do not know people wIth business 

experience In the country. or hew an 
established, reliable contact there, consider 

engaging local experts. InternatIonal maating 
planners, destInation management companies, 
or meetIng coordInators at international hotel 

chains can provide valuable adVice and handle 
local arrangements. 

Ha." a Back-up Plan LD ea. 01' J>robIezm 
It Is Important to anticipate disasters and have 
s contingency plan In the event something 
unexpected happens. Anticipate worst case 
scenarios and be ready to deal with them. For 
example, be prepared to prQject your voice 
and be heard without a microphone. Plan to 
Improvise wIth handout material If your 
prqJector falls. Always carry your visual aids 
and presentation materIals with you in case 
your luggage Is lost. 



A CAS[ OF CULTURE: 

One CanacI ..... po ....... ~~ 
blownouts during his ....... tatIon In II developing 

country. lights would dim, the mla opho". 
Il0l ..... would drop and his slides would I'1Ide to 
bIKknoss. With no contIngancy plan to _ with 

the situation. his ..... Jtatlon was ruined. 

• 

• 

u. the fOIlcMIng table to help deIIwIop • 

contl"y.""y plan: 

WHATIFl CONTINGENCY 
1. Pinona, 

2. MM.1III 

3.E~ 

4. "'-
5.Ouw 

Tlfltlllltl.A .... 
Wt.. u-Iling Iong ........ tw II .... 
...... ItlItIon_.dIIy-'l< Thlsmayal_ 
you to _ the _. _ the...ppment and 

"""""" _ do • dry on At the ~ 'east. It 
will halp you .... _jIItIag and be nI5I:Iid on 
...... IbItiOt. cI9 

Try to _ with local organIDrs and _.** ... Tat eqUlpme"t to .... slide 
__ ... ~. ramoI:e ... "UoIs 

work. lIi1aophollOS ... waliable. ab:. If 
possIhkt. do •• 1I_sa' so you knoW how 
1tIIngs will work on .. __ cI9 

.sr.'" t .... ~C hll 
'.·Itw_1n Canade you might bIb-va1lil 
_",",,",,"Its and I11IIut _ ..... at the laSt 

ml_. lhls may be cIMIned puIIfIy t:6 

illIppooprllltli In .... ClOI.ftrIes. Ft:6 _ ..... 

~ chalrst:6 ... QIeCtOI$In---.. 
countries IIka Thailand Is not ... ,MIII •• __ 

by ..... Ior paapIIIand may cIII,lIIlbI. your 
Image. 

Be sensitive to local .. _ by ftndIng GUt 

who Is In -va and _ boll_Is 
apptopo 1IItIi. In countries _10 __ Is 

direct and bib" ... by all _111IIUt 

nee 1 d .. tges. Att:er all. you .. 
ullimMllly responsible tw -.tng thel your 
... _1tlItIon _1I",w ... 1t Is the .... tt ... be. 

BeAu' 1 
It may be _Ii ........ tw " ........ 1IIl 
your auc:tion» to _ and go during your 

~ You may_to gMyour 
po ... _ltIrough • "-llil dgII_ 
~. Yourpo __ • _maybe 

stifling 1"1« or "-19 COld. Try not_ gilt 

tI-.d or WIgry If ttJIngs _'t go. 
p_ or If ~ ... lt~·t work. 

Rem.nber thel ptIj!JIaiI __ ds ... 

_dIII'Ir _Q.IIQ.nS. v... .... 
appooed. to _Ing wilt! d ...... _ ... 
__ Is _ .... en open mtnd .... _ 01_. and_ be n.xIlIIL 
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Are You Ready? A Checklist 

ViftlaJ MedJa & Sp"aiu Nom 
I.:l Optimize the use of visual aids In 

cross-cultural SIlttlngs. 

I.:l Ensure visuals are simple and visible. 

I.:l Proofread visuals and handouts !Of 

clar~ simplicity. cultural nuances, 

and typos. 

I.:l Use key words, highlighting, symbols, 
and elapsed speaking tim. on 

speaker notes. 

I.:l Create backups of speaker notes 
and visual media. 

I.:l Translate visual media and handouts 

Into local language If possible. 

I.:l Have visuals available In another form 

If using computer-generated media. 

22 

~~ 
I.:l Research local preferences and 

technology capabilities balor. 
choosing visual media. 

I.:l Develop contingency pian In 
case of problems. 

I.:l Arrange to arrive a day _Iy to check 
out equipment, and to rehearse 
your presentation. 

I.:l Travel with visual media and other 

presentation materials In carry..", 
luggage. 

a Know how to operate equipment or 
identity a resource person who 

can help. 

I.:l Ensure that appropriate lectern 
lighting, spara ~ec:tor bUll>S, . 

compatible slide carousels, etc . 
..... avallable. 
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4: DYNAMICS OF DELIVERY 

Module 4: Contents Smnmary 

Page 
28 

Topic 
Understanding International 
protocol. 

30 
32 
34 

Adapting for the local language. 

W>rklng with Interpreters. 
Being aware of body language. 

A well-prepared presentation may fall flat 
because of what you say or do during your 
delivery. Many Canadians presenting In 

Tilt 2Q180 rule 
for presentations is 

sp""d 20% ofYOUf 
preparari(}JJtiIne 

fin amtenr and 
80% all dl'liwo: 

foreign countries have 
experlenced a negative reaction 

to something they have said or 
done. Perhaps it was an 

inappropriate comment or an 
_Iva gesture. Most people 

never know what went wrong, 
only that business relations 
were damaged, often 

irreparably. 

Different cultures have dltr .... nt rules of 

conduct, ways of speaking, and norms of 

behavior, all of whk:h can be mlnerKllds for 

mlsl~ion. Canadians need to be 

knowladgeable about. as well as sensltlve to, 

these differences. 
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Pay Attention to Protocol 
ProtOCOl, formaUtlas and etlquatte differ 
according to country and circumstance. The 
degree to which you understand and adhere to 

local protocol may have as much impact on 

your credibility and success as what you S8}< 

Take a conservative approach When presenting 
In new or unfamiliar settings. You will be 

safest If you aim to be more formal then in 
Canada. You can always ease off When you feel 
more comfortable. 

INTRODUCTIONS 

In many cultUres the person who introduces 
you does much to establish your credibility. 

The more senior the person, the greeter your 
status. Check with • local business expert or 
cultural interpreter about Whether you should 
be Introduced and by whom. 

It's best to write out your Introduction In fUll 

for someone else to read. Emphasize 
qualifications that are relevent In the local 
culture (see Module 2. Openings). 

RECOGNIZING ViPs 
In many countrlas It Is customary to Introduce 

ViPs at the beginning of your speech or 
presentation. Know In advance who should be 

Introduced and In what order (e.g. in China 
Introduce highest-ranking Individuals first). 

There Is also extensive use of titles In some 
cultures, whk:h shows recognition and respect 

for supariors. 



• 
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Check with your hosts regarding proper 
pronunciIItion, title. ___ 01 

introduction. Wite fWI'I8S _ titles ct.1y 

on a card. Spell names phonoticaIl)' _ 

prac:tiat seying them. In -... COI15I:1ous 

a.tI!l.ns. use your wm .... 'IPIIII)' title to 
your best -.age and In a WIl'J that 

dei'iOii$b iiiI:aS your authority ..- IiIfkMIce 
In your crganIzatIon. 

You _ -. to 15 SIICDI1ds to establish 
credlblllt;y _ hoW you dross Is _ 01 !he lint 
I'acb:irs to _ an ImpIICt. It __ 
SiA'iOCIdng iII:Iout your -.... _ your 

!!IfISIt1vity to IoaiI norms. 

The~ busIness~ Is 
~ more 1I\ksta'iIzed In terms 01 dross. 
The_ uniform Is 8 _SUit 
_ tie r..- ..- _ a suit ..- dross far women. 
Dnm far !he occesIon as well as !he __ . 

So __ -.rs ... usualI)' best far ...... 

w.n.. _ ""'"' latitude In terms 01 ....... 

and style. ~ holv ...... must be anful 
to cm.w norms regarding !he ........,ubI11t;y 
01 penIS __ skirts, skirt length, lind bon 

ams_1egs. 

If you're In doubt. dross more ~ 
Men, far.-nple. can 8IW8ys I'Wn'iOW their 
~ 80th "*' ___ should avoid 

~ that. fIashy..- doII_ hm_ 
spokan m 98 such • IIrgtjewelry. 

F ..... I» If you ... going to adapt the IoaiI 

norms 01 dresS. got It right.. 1.-nationaI 
-.- people can diminish _ image by 

trying to 8I1'IUIM8 ...... dross _ -.g It 

~ 

GENDER 

Although women ... --.g II... • IgIy 

•• ..,c.d • ..-~­

~-.-~--ttllI_ ..... --111iIIY __ _ 

Iw'diw to establish ~Ity. &npa,y ".... 
_dross and dIpoob' .... and ..... 

you ... 1nIroduc8d by • hIgJ'IIy '*'I. llId 

busIn .-IOIL 

In ........ __ age •• _1n ..... ".iIng 
status _....u-tty. In "-' cuItuiiiiI t.Irig 
_ he$ • sIgr.-. ""*' _ an _:s ..... __ and~ 

A CASE OF CULTURE: 

AC. ....... -.whO_....-.., 
Int8nIctIons with _ .Iop._ """'iIa .. a. 
rectiIIed the SItI_ by iiIIkIr1g the _ an_ 
_ to publicly dIftr ___ 1liiy _ TIIiI 
Inll'........, _ t ....... _ ........... _ 

auItIiIIiItly WIlt! tile .Iop._ 

0tMausIy you can't caltnII your age, tIut In 
_ ............ ~ii .. ltaIr, 

• dIgi~1IIIiII _I"" _ WIl'J til 'I ILls"" "., 
Is a ..... _ to cansIdIr _ d_lJiIthe 
eppIopt ___ to "'*" ...... _. 
_ bohd' of your ......... 

25 
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Adapt Your Spoken Message 
Two distinct styles of cros5orultural 
communication exist: explicit and implicit. In 
explicit cultures almost all important 

Information Is communlcatad verbally. These 
cultures tend to be more direct and franl< in 

what they say. When presenting to them 

YOU'll probably want to diSpense with the 

frivolous, be straightforward and get to the 

bottom line. Canadians, Americans, Germans, 
Swiss, British, Australians and Scandinavians 

tend to be explicit communicators. 

Implicit cultures rely more on the context to 

communicate the most Important information. 
Persons trom these cultures believe critical 
information will often not be verbalized, 

merely Implied. Non-verbal behaVIO~, 
therefore, take on greater 

Ask a }apdn.,.. meaning, While speech 

oosif1("iStlJan 'tv-nat 

language /" ,peaks. 
and hi' wjJI ""y the 

languag<' of the 
11.1,.<:;ltJl1Jer4, 

petterns are considerably more 

ambiguous and Inexact. 
Chinese, Koreans, Japanese, 
latin Americans, Arabs, 
Arricans and French tend to ba 
Implicit communicators. 

Make sure you researdh the communication 

style of yoor audience and edapt accordingly; 
Hera are other suggestions: 

lEARN THE LANGUAGE 

Speaking in the OJStomIIr's language Is the 

gold standard for International business. There 
Is no batter window to understanding another 
cultun! than to learn tha language. H_, 
this may be difficult if presenting in a number 
of different countries. 

When speaking a second language, aim for a 

connection rather than perfection. Wite out 

what you are going to say in detail then 

practlca, practlca, practice. The mono 
comfortable you are with the words and 
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language, the more natural you will sound. 
For yoor actual presentation, prapare Speak ... 
notes using key word. and prompts. 

Submerge yo<.IflIelf In the local language prior 

to your presentation by watching T.v. 
listening to the radio, conversing with native 
language .peak .... , and reading local 

newspapers. 

If you can't give your presentation In the 

native language, at least bagln with a t_ 
words of It, This sands a messaga that you 

don't take the gift of speaking English or 
French In a non-English or French speaking 

country for granted. Ask a native speaker to 
help with pronunciation and don't worry if 
you stumble, In most cases your local audience 
wi II appreciate the effort, 

INTERNATIONALIZE YOUR LANGUAGE 

Canadians often heva .... adVantage because 
English Is the language of International 

business and French Is probably the second 
most useful language In the worldS. Just 
because your foreign counterpartS speak 
English or French as their second language, 
howaver, doesn't mean you don't have to 
edapt. 

Here are some tips for Intamationalizing your 
language: 

• the use of Jargon, acronyms. slang, 

colloquialisms, and SPOrt or culture bound 
( . . 

analogies e.g. rule of thumb , 
"ballpark estlmeta"). 

• Use standard and consistent terminology 

familiar to yoor audience or explain term. 

the first time you use thorn. 

4 N-. Cart, 1" ... _ .. -= ~·.GuIde .. 
Stnugy in the Age otG_ .... _ .. T_ e...­
p""" london. UK. 1999. 
5 Ibid 
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USE INTERPRETERS EFFECTIVELY 

It is Important to know the degree to which 
English or French is accepted or understood In 
your host country. In multi-lingual countries 
such as Switzerland, for example, don't assume 

you can use French because It Is one of the 
official languages. You run the risk of 
offending a certain group If you use the 
wrong language or assume your audience Is 
conversant In your language when they are not. 

Know what the language preference and 
proficiency is in your host country and arrange 

for an interpreter If necessary. For example, 
speaking Spanish or haVing an Interpreter Is 
highly advisable throughout much of South 
America. 

When utilizing an interpreter, It Is also 
important to be aware of how their role Is 
perceived in the local culture. Canadians, 
along with Americans, Germans, British, 
Scandinavians, and Dutch, view an 
interpreter's role as providing an accurate, 
unbiased account of what you say to your 
audience. This is different in other cultures. 

A CASE OF CULTURE: 

The role of a Japanese interpreter is not only to 
translate but also to Interpret the language, 
gestures, context and meanings. Rather than a 
neutral participant, Japanese Interpreters are seen 
as part of the team. Whereas in Germany; you 
would be fine using a Interpreter provided by 
your host, In Japan you would likely consider 
engeglng your own. 

If an Interpreter Is required then you should 
also consider translating your visuals and 

handouts. This may mean changing graphics 
layouts as well as words. In the Middle East, 
for example, English-language graph axes and 
flowcharts don't directly transform Into 

28 

Arabic, which moves from right to left. Be 
sure to check out credentials thoroughly and 
to engage someone who Is culturally as well as 
linguistically fluent. 

TIps fDr KDrkin,r with 1n~. 
• ProVide your Interpreter with the text of 

your presentation or speaker notes In 
advance. 

• Create a vocabulary list of all acronyms 
and technical terms. 

• Provide the Interpreter with background 
information such as a magezlne article 
about your company or subject matter. 

• Allow time to meet your Interpreter (even 
If It means visiting the translation booth). 

• Go over your presentation In advance or 
at least introduce yourself prior to your 
presentation and ask If there are any 
questions. 

• When speaking, break up material Into 
clear sections so that one Idea Or thought 
Can be translated at a time. 

• Since word-for-word speech 15 more 
difficult to translate, speak from 
your notes. 

• Use frequent pauses to give the 
Interpreter time to catch up. 

• Plan your words carefully to avoid 
ambiguities and jargon that does not 

translate well. 

• Address the audience not the Interpreter 

• If appropriate, acknowledge your 
Interpreter (check with your host 

ragerdlng local protocol). 

6 For tips on working with trwIstators see the W!bsite Marco 
Polo: The Cross CultuRl M.rk.ting Edge. 
WWW5trategIs,ic.gc.celmarcopoio. 
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• Crossing your fingers In Turkey may 
signal the end of a relationship. 

• Pursing your fingers and thumb together 
to emphasize a point may be Interpreted 
as a sign of fear or cowardk:e In Belgium. 

• Making the "0. K.' sign by forming a ring 
with your thumb and forefinger Is ot..cene 

In Brazil and a threat In Tunisia. It may 
tnean "zero" or "worthtessu in FranCe. 
"orifice" In Malta, and "money" In Japan. 

• Stroking your cheeks wllh the thumb and 
forefinger Of one hand may mean "thin 
and III" in Holland. 

• Giving the thUmb up sign may mean a 
sexual insult In Northern Greece. 

Know _ich hand gestures are aa:eptable In 
the local culture and be cautious aboUt using 
your hands to communicate specific messages, 
or to point, or beckon. 

BODY LANGUAGE AND EMOTiON 

How you stand and move your body may set 

the tone for hoW you are perceived by your 
audience. In Indonesia, for example, standing 
with your hands on your hiPS may be 

Interpreted as condescending or aggressive. 

The accepted degree or gesticulation and 
amotion also varies widely across cultures. 
latin and Middle Eastern cultures are more 

demonstrative when they spaak; Oriental 
cultures are more mute<!. A formal North 
American style of presenting might get you 
branded as dull In Mexico -...as using an 

animated and emotional style In China, Japen, 
or Korea might undermine your credibility. 
Observe your local counterparts and try to 
adopt a similar body language and level of 
emotion. 

30 

EYE CONTACT 

In Canada, _ expset others to maintain eye 

contact as a show of Intarast. This may not be 
so In _ culturas. Japanese, for example, 

may close their eyes when listening as a sign 
of attention or respect. In some African and 

Latin American cultUres prolonged eye contact 
from an IndividUal or lower status Is 
considered disrespectful. 

If In an Intimate sattlng, beware or what is 
appropriate and don't be put off by, or 
suspicious or, those who do not maintain 
direct eye contact. In Asian cultures watch for 

a widening of the eyas whlCl'l may be a sign of 
politely suppressed anger rather than surprise. 

When presenting to a large audience It is best 

to swaap the room with your eyes. focusing 
briefly (one to three seconds) on individUals. 
I n cultures whera eye contact Is Indirect, you 
may want to focus your gaze on the brklge or 

the nose or the CI'Iln. 

PERSONAL SPACE 

People have an InviSible bubble of space . 
around tham that Is a form of personal 
territory. The size of tha space expands or 
contracts depending on level of Intimacy, 
situation, and cultural background. 

When a foreigner appears aggressive and 
pushy. or remote and cold, It may mean only 
that her or his personal space Is different from 
yours. Canadians, for example. feel 
comfortable with a distance or aboUt two feet 
betWeen them and their business counterparts. 
Northern Europeans maintain a greater 
distance, _Ue latin American or 

Mediterranean people tend to converse and 
Interact at muth closer range and with more 
physical contact. 
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To WDId oIfa1ce, be cautious about rm¥Ing 
into u. space of oUwn ".. rw:tIng _y 
to those who you feel may be too dose to you. 

BEYOURSElF 
Being __ of cuftunII _.""" Is • gnIlIIt 

stIft to sua:esst\JI communication. Adapt ywr 
style but cIon't steip bIIIng yowseIf. If you 

~......uy - - sinc&1ty. ywr 

• 
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Are You Ready? A Checklist 
o Understand the appropriate local 

protocol and degree of formality. 

o Wite appropriate· suggested" 
introductory remarks and provide 
to the person who will be 
Introducing you. 

o Know whether VIP's should be 
Introduced and learn proper names, 
titles and pronunciation. 

o Prepare to begin In the local language. 

o Explain technical terms and acronyms 
and clarify definitions for the audience. 

o Prepare a list of technical terms and 
acronyms for your Interpreter. 

o Meet your Interpreter beforehand to 
answer questions and review your 

presentation. 

o Understand whether the local 
communication style is more explicit 
or Implicit and adapt your approach 
accordingly; 

o Internationalize your language. 

o Understand acceptable uSe of wye 
contact, hand gestures and 
personal space . 

How Can I Learn More? 
A Resource List 

WEBSITES 

Aquarius Search System for Translators 
news.xs4all. n II - jumanl 
Provides a place to locate translators all over 
the world for business needs. 

32 

Communication Guide 
www.bena.comlewlnterslpreface 
A guide to communication, presentation and 
translation across cultures. 

Praparlng for International Presentations: 
The Humor Perspective 
www.antion.comlarticleslintemational 
Comments and anecdotes about presenting to 
international audiences. 

Web of Culture Languages of the IM>rld 
www.webofculture.comlrefsllanguages 
Foreign language resources and dictionaries . 

Web of Culture Gestures Around the IM>rld 
www.webofculture.comlrefslgestures 
A listing of gestures and suggestions for body 
languege In different countries. 

When in Rome 
www.entrepreneurmag.comIpage.hts?N=6631 
A useful article on presentation protocol in 
different cultures. 
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5: IMPACT AND AFTER 

Module 5: Contents Summary 

Page Topic 
38 Monitoring audience response 

and feedback 
39 Handling questIOn and answer 

sessions. 
41 Following up after your 

presentation , 

Monitor Audience Response 
Presentation Is two-way communication, 
Although a verbal exchange may occur only 

during question period, your audience Is 
communicating with you throughout the 

presentation. 

It Is Important to be aware of how your 

audience Is rnspondlng to you and to 
continually make adjustments. If you are 

losing, confusing, or offending your audlenca 

you may be ciolng more damage than good, 

MONITOR VISUAL FEEDBACK 

Continually monitor the response of your 
audience as you are speaking. Try to 

determine what signals they are sending you. 

Be alert for a range of feedback and non­
verbal cues Including Irritation, surprise, 

annoyance. restlessness, glanclng at the Clock, 
or a change in de~ such as stiffening. 

In some coontrles It is difficult to be sure what 

Impact your presentation Is having on your 
audience. Some cultures readily show their 

34 

emotions (e.g. latin, Middle Eastern), while 

others are less demonstrative (e.g. Oriental, 

Northern European). 

Be careful not to interpret other's behavior by 
your standards. For example, Indians may 

shake their heeds from side to side to Indicate 
positive attention. Africans may nod and smile 
politely even If theY do not undarstand you. In 
some cultures It Is acceptable for people to 
come and go during your presentation or to 

talk among themselves. Don't be distracted or 
take offence. 

KNOW WHAT TO EXPECT 

Your best approech Is to know In advanca 
what to expect. learn the communication 
style of your audIenCe. Talk to business 

colleagues with experience In the markat or 
with local contacts. In situations where you 

know your audience well or where the 

communication style Is eXPlicit, you might 
simply _ your audience If theY undarstand 

you. In countries where communication is 

ImpliCit, however, this may not be suitable as 
people may say "yes" when they mean no, or 
may take offense. 

Consider the following questions as you are 
prasentlng: 

• Are they Interested? 

• Do theY undarstand? 

• Are theY convlncad? 
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posltlw attitude and provide a statement that 
promotes participation: "\Ne've covered a lot 

of Information. I'd be happy to provide detail 

on any a ...... you wish: 

If people do not ask qtJestions, you may want 
to encourage them by9: 

Suggesting topics:'" 'One area I did not 
cover In detail wes our safety record. I'd be 
pleased to elaborate on that If you like." 

Referring to a potentlal questlon:'" "A 
question that haS come up in the past is hoW 

many of these systems have we installed 

Internationally. The allSWllf Is twenty"nlne, 
seven of which were in Eastern European 
oountries with standards similar to your own.' 

Inviting their Input: ... "Something I'm 

II'lI:IIn!Sted In hearlng more about: I. tha 
experience any of you haw had with this type 
of training program." 

Check with an experienced businessperson or 
your local oounterpart on whether It Is 

appropriate to encourage participation. I, 
there Is no response to your questions, 

summarize and thank your audience. Avoid 
pressing people for comments and never single 

out audience members, especially In countries 

like China where individuals are 
uncomfOrtable standing out from a group. 

ADDRESSING QUESTIONS 

When addressing questions from a large 
audience or In a non"native language, It's 

Important to listen seriously and careflJlly to 
each question, then to restate what you have 

heard, This helps to ensure: 

• You haw heard tha question correctl)i 

• You understand the question. 

• The audience hears and understandS the 
question. 
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• Your interpreter hears and understands 

the question. 

Answer all questions positively and without 
apolog)i Don't be critical, defensive or 

personal. Evan if you are being attacked or an 
audience member Is oQjectlng to what you 

haw said, thank them for raising tha Issue and 

counter with a considered response backed by 
fact, testimonial, or supporting information 

that Is meaningful to your audience. 

You should always respond honestly. However, 
depending on tha country and audience, you 
may wish to modify your approach. In 
Caneda, for example, It Is acceptable to admit 

you do not know tha answer to a question and 

to tell tha audience member you will find out 

and get back to them. However, in some 

regions (e.g. 50uthern France or Italy or where 
machismo may be a factor), It may be less 
acceptable and diminish your stature to 
publicly admit a lack of knowledge. Know 
what is appropriate and determine your 
response In advance. 

Here are some additional tips for effectively 
addressing questions: 

• Be brief. You may destroy the posltlw 
Impression created during a suc:cinct 

presentation by giving rambling answers. 

• Address tha entire audience, notJust 
tha questioner. 

• If one person Is monopolizing tha question 
period. Invite that person to speak to you 

further after tha presentation. 

• Avoid ."presslng negative reactions, 
verbally or non-verbel~ to questions 
asked. 

9 Adopted ..... I.-. T_. How to ",-,>, Stogo ... 
o.""",Wi"",ng_._~ 
_ ...... N ... y""" NY. 1993. 



• 

• 

• Be petMnt. Some cI yov 1-.0 won't 

grasp the II 9& as quickly as you 
axpett ttMIy should. Ka..p trying to 

helpllWn. 

• Rest-t the tl ... limit or _ whIIt Is 

IM:CeJIt8bIe In tarms of going ovatime. 

Flnal~ wIa1 yov t1 ... Is up or the <II_Ion 
pwIod Is sr.tIng to drag. !U.IIIIII" end 

.--yov ktry ttwne. This III ...... you to 

.-cantlOI, end on • posItIw nota, end 

~ yov m 9" ...... tInIII time. 

Follow up 
Your po_otatIan Is Oftenjust one p.-t of yov 
..... llln8i1I8tIng poGgl .. n. In fact. whIIt 
hlppeilS IIII:w the po_otatIan ""'Y be mont 

importlInt then the poeseiltvtlon Itself. 

ADvANCE YOUR AGENDA 

The 8I.IdIortaI __ you I"fICeiw ""'Y be 

~ IIII:w yov formal po_otatIan then It 

was during questJan pwIod, ~ In 
cuIt1.ns or sllulltlons ___ indIVIduals ""'Y 
not"" .... 0 .. _ ~Ing publicI)< T_ 
_ ....... oftt.. sIIuIItIons to _ qI-....... 

solicit ......... k. end -. busI ..... ..as. 

M,.,..., whIIt the.-t stlIp In yov 
_ dIN alDpillll1t proces$ might be. This 
might f1IngII from a tIw1k you tett.r to a 
,."".. ...-tttvn po oposeI. R.vt.w _ that 

..... WtUl .... edor ..... rrtcn' 

IIIt1"u.,wUon 'WIIS reqllIJIShMt. 

Find ~ ways to IaIIIp you end yov 
COl ..... ., ruen ... 1t In yov __ 's mind. 

G .... them _Ing tangible to I't.nt..-
.iiltiloiw yov .. __ •. This ""'Y be 

hancIouIt$. __ or .,,*," Falla. up 
by tracking _ articles 1hIIt might be of 

_ to poOllpOlCtlw dllrD. s.nc. ... ti ... 
COIjM_ •• _lalto __ .... I 

_ or to ktry dacIsIun ...... $. 

The '-~ to kl,,_ yov II.IIw1t 
... _alslDdoa_ I.ltcl,.... 
po __ .endtotolldtllMdl ... from 

others. Your _ 1""'!hauId _ all 

aspIICts of,.... po __ .from pIIIwllng 

IhrWgh dalr-y including: 

• 1JrgonIatJon: How WI _ b a_III 

"'gIIIdMI. c.n It be .,_ilk"" 

• Vbu.Is; How IIIIIICtIw - thry? Any 
d .. 1gIIS. additions. .... I ' IS? 

• Ootr-y: Old yov " r .. ? 
DIdIt_b __ 1 

• Q&A: How eI'III!c:tlw _ you • II ••• 

qI .uons? II'Wn tIIII1I <II.uons or 
oIiIKtlOIlS you did not _. " IIItrs1 
Could '-.a"." dIII'Ii .. ltIy? 

• Audtonw: II'Wn tIIII1I noaIIIis ..a.­
_1 WhIt __ them? 

• Owran: What-udiWhatdidn't? 
II'Wn you • FiI? Why cr wIIy-.? 

It paosbe, you!hauld liiio _ baItI. 

c:of~ D"Ofn your OAt .... + and. *cUturIII 
.1IlII*t' to proykIIs ...... Iade Oil ,.... 

po __ ', Your~wlllbe""'1D 

!1M you .I0Il.- jMspa:tMt Oil,.... .... 

...an. end _It was po_iIIISd. T"" .......... 
IIlII*t alii proykIIs _ ............ _. Oil 

_,...... ..._dII_to.end 

................. yov---. 

• 



.. 

• 

Finally, ensure that any important lessons you 
learn are not lost. Incorporate suggestions into 

your presentation planning and delivery 

process. Document the cross-cultural 
knowledge you acquire so others In your 

Are You Ready? A Checklist 
o Continually monitor audience response 

and watch for non-verbal faedback. 

o Know what the audlence's listening 
style and expected level of 

participation Is . 

o Prepare answers to anticipated 
questions and prectice responses. 

o listen carefUlly to questioner and 

positively acl<nowIedga all quastlons. 
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company may use It. This will contribute 
significantly to your International corporate 

Intelligence and help ensure that fUture 
presentations by you or your colleagues 
are a success. 

o Repeat questions to ensure audience 

and interpreter understanding. 

::J Be available after the presentation to 
answer questions and network. 

o Send thank-you notes or additional 

information to audience members. 

o Evaluate your performance and 

incorporate lessons learned Into 

fUture presentations • 
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.... laDs: '."'V.lIl'II •• ' .... Ocr.. ___ ...... 

_ jnlh_ c.me. -' waigbt for~ UIat _ «III ' .. , dekJ 
or hiPIJ' 'IIIalbJe, Far ........,... buyeu 01 cam &lid major I\IC.· ..... Gftea ., 
beJond -.......cIia _ ... to _lIIaopiDiou oI ..... ......,......peopIa. 

C'-"" .,... teIIB ____ to put '*"""'" COIIIII'.mk .,. __ 'iII to 
-mo: for tIIem: 

• TII8r '*' ~ _ effort to IICItiDg their _ •••• to weIJ IaI OWil,-­

or com.,....... wlIicIlJlllly. ill tam, iDfb_ odIen to buy. 

• TII8r CIID _ 0JIiDI0D ........ ' .-- ......... k .. _ IlOUQbt br 
__ • br ........ rIDG certeID .--with Ills product CIII. .!tied .. _ 'or .......... .t ...... C8D wort: tbmugb C.·"IIIU'. ".,..,.... 1UCIl_1ocII 
Rd:ia penonaIitiee aDd ..... ofJocaJ OlV.' i ... " .... 

• ".., ..... _ .......... al PMPIe ill their ~ Of dlftlap 
~tII., blllllaiQb ...... __ ........ 

• 1'IIIaIIr. the 111m .,... wadi: to JIWlKgIO wmdrOf·1DO\ItIl • •• br 
fiDdinv out wbet __ are AriDG to otbara. br ta1I:Iacr ~ 
_ to""" __ IIDd __ ~. IIDd br IIQIIDg 

___ iDfonnatiou about lb. 111m &lid he )IIockua.' 

~ ,.,.,., - w- i ch" ' lint media that emy GIl" witbout 
........ __ or............ 'IbIrJ iDcIude major IIHIdia. _... eo IIDd 
__ lIaporWlt IMdia __ 01 priDllMdia (~ m"ll""'"«. ell.­
mail); Im>adcut IMdia (DdiD, telellliwl); IIDd diapIaJ IMdia (biDhomII. aIpI. 
..... ). At""!!...... are d rigrred. 8Il'riro:mDltDta that cnIIIte .. ;+4 I die 
...,.,. "","g' towudIllJuyiDg. )II0duc4.. 'fImII....,..... ...... &lid baab_ 
• ' 11""'1 to •• " ,,.""_ coufidence &lid odIer '-* UIat miGht be Yalaad br 

their _. e-___ "'-«I to M L II. n II*" to .... 

• ,.11.' II Far .......... public 1 • ,,"l1li -...- IIIJIIIVC _ t I "'. 
1Paad. d'IQII.'-' &lid ezIdbIte. public -.. &lid odIer _ to •• ." 
<*ewith..-. .... · _ ....... It" communfcetion decta ...,.. direCdJ. lD M!ltiM ..... _ 
IMdia Gftea alIIoc:U buyeu iDdinocIIJ br CCUIiJla .... 1"'1 it! coaumaaIcatIaIa 
CoDunuJlIcatIou ant ..... Iiom teIe ,I • ""110' _ &lid odIer _ mecIIu • 
apiDioIl leaden &lid tbeo Iiom ~ apiDioIl IMdeIa to odIen. 'fImII apla" 
leaden III8p betH •• the _1II8dia IIDd their .~ &lid.....,. SII. 
........ _ .... _ oeecI to media. TbIe elJJCllla til., _ """",'0 __ 

aIIocl ."h".... &lid beIIe9Ioou: tbmagb • fico.lIIlIp IJaw.d.< •• 
~. 

TIle ,"" .tap Dow ..-pt ..... ' II*" Ills II!IIIaIl UIat ; I ...... barIIIcJ ill 
afIactad br • 'IdcJ!Ie:dowa' 01 aplaIoaa .... iDlanllCtiuu 110m ........ .cia! 
d. ., , hi .,_ PMPIe ~ iII_ with odIen ill their CIWD -w.-. tbeJ 
pidllIp their iIIebIoa IIDd odIer idea Iiom ....... e ."" ... _ 
opin_1aadera. 'DIe twv tep flow "'14 ..., -w that ... , + 
_ ......s .... their " ... 1_ direCdJ at opiJIioa leaden. 1tIUiDg ... .....,. 
Ills "' ... odIen. PI • .... i ...... diIe« their _ dIUJW po IM'*I ••• 
ilia _ iDfIueDtial dactionJ .... medical uper~ 11m. the 'tIIooIgbt ....... ill the 
)II f •• ,. If tbeJ ... .,.........00. their ................ Cd iDIpect ...... 1IIa_ 
)IlQCU::t's .,6"._ br ....... ill Ills lIeId. ThlTa o;IDiaa ...... -.dills Idu­
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dms Etiag • g.' >AI. 
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Co1lecting Feedback 
After SIIIIdiDg the h go. the """"""'"' must i ,.. ita _ on the 
tIIlget ... Idienoa, TIlls imroIves asking the tIIlget au~ ""'""""" _ they 
~ the " go; bow many _ tbey saw it. what points they mcaIl. bow 
tbey felt about the ........ ge. and their past and pr...- _ ...... towams the 
product and oompany. Tbe oonmnmicator _ also IiIie 10 """'""'" bebavioor 
~ In the h ge • bow many people bougIIt a product, _ 10 _ 

about it or visited the_. 
Figure 18.4 abowa an example of foedba<:l< m .............. for two hypatbetical 

brands. LookIng ;it Bm!d A. 'Mil find that 80 _ eent of the total nwlIet is ........ 
of it. that 60 _ eent of tboGe aware of it have tried it. but that GIlly 20 _ cent of 
tInse who tried it ........ _ Tbeae raauIts suggest thet IIIt!!mgh the CXIIIl­

munlnalion programme is cmaUng .. w"""' ..... , tha product ~ to give 
""",."mlll'll tha .... tislsction they expect. Tboi_ ... tIis """P"DY sbouId uy to 
improve the product while staying with the SUCCBlsful communication 
programme. In contrut. only 40 _ cent of die tota1 market is aWliI& of Brand 8, 
only 30 _ cent of_ aware of Brand B have tiled it. but 80 _ cent of chose 
wbobave trieditare fttis!ied, In this case. tbe communication programme needs 
to ba stronger to take advantage of tbe brand's power to obteln.satlsfactlon, 

Setting the Total PlOinotioa Budget and Mix 

We bave Iooksd at the IIIepO In planning and aandIng communlnalions to a tIIlget 
~. But bow _ the company decide on tIis total_Cion budget and 
its division amongtlis major promotional tools to ~ tIis promotion mbi:? We 
nawlooket tbesequestlnns. 

Settingthe Total Promatlon Budget 

One of the bardest marketing decisions fa<::inO a company is bow much to IIpIIIId 
on pmmotion. John Won._. an American department store magnate. CIilC& 

said: 'J know that half of my advertising is w8llted, but I don't know wbicb half. I 
spent n million for advertising, and 1 don't know Itth.t is half enougb or twice 
teo much.' It is not II11l'PriBiDg, tI1erefonI, tbat induatr1e4 and compeniea vary 
widely in bow much they spend on promotion. Promotlon spending may be 2DJO 
_ cent of sales in the cosmetics industry and only 1;.10 _ cent In the Indus· 
trial machinery industry. Within a given Indu8try, both low and Iligb spenders eM 
bsfound. 

How_ a company decide on It. promotion budget? Tbom _tour common 
_ ..- to set the total budget for advettiaing: the afford.abIe metbod, the 
_tage-Of-8IlIe. method, tbe cc>mpatltlve-parlty method and the objecti .... 
and-taBkmethod." 

• Affordablelilethod 
A common 'rule·of-thumb· uaed by many compeniea is tIis aftordebIe method: 
tbey _ the promotion budget at the level they tliinlr the company can atI'ord. 
Tbey start with toIaI _, deduct ~ erpeoteS and capitol outlays. 
and tbsn _ acme portion of the remaining fonda to 1IdvertIaIng, 
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limy C""Q)UIIeII ..... mpI"CI'd • pIIIioD m thalr field ..... Mtivltllio wIdI .... 
pbooe ..... IIJId direct mall. 0dIer, "ii' ...... haft iN " .. d dIIIr ..... JIRIIIIO­
tiOII spending ill relat10n to adfttUIIiDCI to gain quidIet ..... 
~ .. I!'CI die ............. mix la __ 00IIIJIIn wb8Il _ tool _ be 

1.-l to pc_ 8IIOtber. 'I'Il1Ia wb8Il BrItlah Airways decides to .... air miles fDr 
fIyiJlIJ wIdI tile """'P""f (_ Alee ...... iOClm). It _ to 1\ID ada to Iafama die 
public. When t..rv. BlutJlera ~ ..... 11. lId_tM", IDd ..... jM "., 

!'l8!!!paign to Iudi: __ -1IiDG powder. it ... to lilt aide IIIOIIIIF to'M .. _ 

!'l8!!!paign to die • i I !srs to win dlllrl\lllPlllL 
Many facroq iDfIueaoe tile IIIIIdaIItet'II cIioice m ~ tooIM. We _ .... 

atthaaeflctcn. 

• lbe Nature ofEaclJ Promotioa Tool 
Madlatan ..... to """"'"'_ tbe UDique ~ II1Id die _ m eacIl 
jAiNjiQIIO,.. tool ill ded",1'IJ die PI""""'iM mIL J;.et ....... m .... etoch mdle IIIIIjDr 
IooIt. 

ADVERTlSRfG. TIle IIWIJ fDrmII m whaliBiiag __ It bIud ID QIIIIIIIIIDe 
about Ita UIIiqu8 qnaIitiM BoN6 ••• __ qnaIitiM ceo bellOted: 

• AdftrtlaiDv - IMI:b _ m II"''lINIliik 1liiy diapened boJen at _ .... 
OIlIIlpa ___ " 

• ~ m ad_tlaiDg'_ pubic lI&tUnt. .... WI tea4 to 1IIuw .... tIaad 
pclOlCkda _ IIWldud _ iugItimate • buy&a bow that pun=be"'IICJ die 
pcocIucl will be \>IIdeIat.ood IIJId -.pcad pab/IclJ. 

• AdMIiBiiag ...... die ..nor to IIIP6iIl _ = go IIWIJ IIIIMMo. IIJId It .... 
die buya.-n..1IJId COIIJP8I8 die = gGI ofvariouli """ •• ,n. 

• Llt;e =Ie a<ttertWDg by _ ..nor ayslOllllltlliDo pwitiw Ibout tile ...... 
_~IIJId_ 

• AdftrtlaiDv ia ... way tiS i .... I1Iowiag die eampaay to ......... 
lIlodl4a t.IItoagh die aItfId _ m pdat, __ IIJId colour. 

• OIl tile _1IImd. ad'IedIIIIDg can be -el1D build lIP aloav-1mIGe fDr 
_ pcockxt (IIUdl as Coca.cda ada). OIl die OIlIer IIImd. ad_1iBiiag can 
Uiggaquicli:AleeI_ wilen _~t_ ~. "Bit t .... ). 

• ~ _1MI:b _ m I/INIjtapblceU, IIpcIIIIIkut boJen at a .... 
CIIIIt pa GjI08I1I8. 

t AIIbougIIIt ._1Iea IIIIIIIJ people QUIddJ ..... 1iBiiag .. 1.1' .. •• ..... 
_be. penIJIIIIiIe • ......,...,.~ 

• Adw&dIiDa ill only IIbIe ID C*tJ'1ID • _ "., eow,,", 0 atM. wIdI die 
•• !. ceo .ad ...... ec:tr.a.iIelthllitt:.1Dpaytd' dh..... I 

• In aMltkm. acheItIIrIDg am be way CIOIIIIr. AIIbougII_ ad_" • II ..... 
sad! as illDh ,* ... IIJId 11liiio adwettlalDg. am be daaa OIl MWd& bI • ..,. •• 
otbet fDrmII. sad! .. _wwl TV ar:h&IiaiIIg, I1IqIIire way bIrga biwljjelll. 
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JIromot;lou b' CIlJIdreB: 
Qm Childish Things 

BuUd Sates arid 
Bl1Uld LoyaU.,? 

M'aDr OOIISluner;JOOds companies 
conseiously target tll.elr sales pro­
motiOIIs at !lids. TIley 8IQ1l8 that it 
is great f'nr buIldiDg sa1es and toy. 
a1ty. Mam:Ifacturers also agme tbat 
cbildnm are not easy taIgets. They 
are fickle, so it is crucia1 f'nr tbe 
finn to 'sIli!m tha rigbt note', while avoiding ven­
turing too far into the delicate area of 'pester 
powet'. Pments are an too fami1iat with pester 
power - tbe child's deroand for tbe latsst crsze, 
be it a ilod or toy, that has been hyped on televi­
sion. Obsei .... axgue that, in tbe long run, it is 
tbe fIm Pfl)IDOtions tbat 81& educational and IIfler: 
lIlIIIl ftlIue to target consumers which wiD build 
bnmdloyalty. 

creacmg Bnmd .r..:.,aIty 

ODe of the most -au IIide' or-. in recent 
yaars has been dinosmn - DiDo stialrers, Dino 
cups. DiDo cards, Dino games. Dino a:i8ps. Dino 
biscuits aI stalked supermarket shalves. 
(Remember Ninja Turtles? Well. tbe stlIlf is very 
much tbe same, altbough parents _ spamd 
Ninja 'l\u:tle cdsps and biscuitsl) TI:te Spielbery 
blockbuster .1ulaIIIIIIc Park was partJy respon­
sible, but _*""'_ and ~ have 
also deIibeIatelj focused upoo kids' interest in 
the dinosaur itsalf - they learn about dinosaurs at 
s£hooI, how tbey lived and tbe mylltery of tbaIr 
extinctioa. McDooald's. the restaumnt cbain, was 
one of the many big names wIlicb IIigued up fur a 
tbemed promotiosl, where kids eouId collect an 
six of its JI/laBIIic Park cups. McDonald's argues 
tbat 'GIIildnl!l ..... ..., finicky and anything tbat 
fs oftbe IIIOIIIIInt wiD interest them, _ this means 
you wiD have to be on top of tbe trends'. 
McDonaId's, Ilowevw, is a Mlllristem inftlltar in 
~, as reflected initslellg staudlng 
'Happy Meals' oilier fur ohildren. TI:te chaDeqt 
lies in majotainjng the appeal of the oilers, which 
<:aDs f'nr crtatmty in Yalue ereatian. 

SometImes, eutborities can get in the way of 
bemIs. In Isrsal. consumers were 1IllJ8d to boy-

<:ott liB. a$·· ... T. ~ 
sucb ........ 'U: :. ___ 
were ruled .. !Itt .......... 
over, tl!ey died .. S!i. __ rears 
ago, so tbe rahbinIcai eutborities 
deCRIed lbat· tbey !IOUI!i never 
have ezisted as tbe -w _ore-
ated only 5,753 yaars ago. 

It is dlfficulttodaek:le wbtthet: 
the children themselves~.ue tbe 
treuds "fSimply follow tIiem. 
Nevertheless, most pmmotem agres 
tbat promotiOllS linked to current 

crazes have a superior chance of 811_, so IOIIQ 
as they follow ~ discriJ!!inatinQlv and -.mil 
tbat they do not conflict with the product. 

BalJifoIJ Up Pmmocioas 
J8t:Ol:Is, a biscuit manl'MIIIIaNI' • .\I*H!d tbe if BI IT 

boom and successfully '-~ dillqaW Ill&­
cults throughout Europe. The blsauIts were pi)­

moted 011 television and in cinemas, and tbe 
company also $pOIlSored a dinosaur exhibition at 
London's A1exmdrs Park. ExteIIsIve back-up is 
ofterl required to build awarenese fur the pmao­
tinI1 as well as to maintain tbe _ntum over 
itsdwatkln. 

In the United IInIJdom. Rayner ~ 
invested in a mlX of promotional sooIIIfor Oruaha, 
its mill!: drink - Fa, sales promotions and compe­
titb1s in woman's maga.i".. and youth press. 
and samp1inlJll at tha Milk Matktting l3oaI'd and 
National Dairy Couneil roadlibows amu!Id the 
<:IlUIltry • 

What Appta/s" 10 OIIIdraDP 
T-shirts _ to be a big bit. 0i:1IIl1II ..... T-
shirts that cbaBQed desf!Ia.Wl:uIa .... wIIIcb 
fiIIIOI'tJd II redemption of 2IiO 1!IIt .. Qtat lIiIJher 
tb8l1 any pmious offeritproll1Ol:e4.l'ceats libd 
,he product as it encouraged kidS to drink 1IIIllk. 
The promoticn also added genuine Yalue to the 
product - kids do not just want llIstant· appeal 
with lID suIlsIance. Walkers (Ilrisps) afIiafed 
Looney TImes T-shirts, wIlicb also wmbd 
beeeuse tbey were msds releventand.""bI. 
by picking up ODe of the most papular cbsmctem 
within die Looney TImes pottfoIIo, tbe 
Tasmanian DevIl. andposltio!!lnqitastbeB%JTu 
T. The T-shirt itself was promoted on design and 

Gf 
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FIgure 18.5 

PUBLIC RELATIONS. Public relation. or PR otrera 8EIWI8I unique qualities. It 
is all thOse activities that the organillation does to ommm ........ with target audi­
ences which are not directly paid for. 

• PR is very believable: news stories. features and events _ more real and 
convincing to readers than ads do. 

• Public nliatiOlls can reach many prospects who '"""'*' """'at "" .... and 
advertisements, since the rnessege gets to the buyers as ........ rather than 
as a aaies-diIected communication. 

• And, like advertising, PH can dramatize a company or pmduct. The Body 
Shop is one of the few international companies that have used public 
relations as a more effectlve alternative to mass TV advertising-

Marketers tend to '''''''. public relations or to """ it as an IIfIIBthought. Yet a 
well-thought-out public relations campaign used with other promotion-mix 
elements can be very effective and economical 

DJRJ:CT IIAlIUTIHQ. Although there are many timns of direct marketing­
direct mail. telemarketing, electronic marketing. 0IlIine marketing end others­
they all share four distinctive cbsnicterIatins 

• DiIect marketing is IIOU-public as tbe m! 'GS is normally eddreased to a 
speclfic person. 

• DiIect marketing is immediate and cuatomlled. 80 m'MIQIlII Oan be 
prepared quickly end tailored to appeal to speclfic ouatomers. 

• Direct rnadooting is interactive: it allows a dialogue bet>.een the 
communicator and the cOIISUIJler. IIlld measages CIIll be altered MpenrtiDg 
au the consumer'? response. 

Thus. direct matlreting is weD suited to highly targeted marlreting efforts and to 
building one-to-one relatinnships. 

FactOTS in Setting the Promotion lIir 
CompanJaa consider many factors when developlag their promotion mixes; 
namely, the type of product/lllllI1<et, the use of a push or pull strategy. the blyer­
readiness stege and the product life-cycle stage. 
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Flgure 18.6 
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co_r promotion) towards final COlIJIWIUIflI to induce them to buy the 
product. If the pull stJ:etegy is effective. consumers will then demand the product 
from channel menthers, which will in tum demomd it from prod\I<leIs. TbwI under 
apull strategy, consumer demand 'pulls' the prpduct through the cbmmels. 

Some small industrial-goods, companies use only push strategies; some direct­
madleting companies use only pull. However, most Imge COIIlpe!lies use some 
combination ofboth. For example. Lever Brothars uses mass-media advertising to 
pull consumarB to its producte and a large Balas foroe and trade promotions to 
push its products through the channels. 

In _ years, consumer-goods companies have been decreasing the pull 
portions of their promotion mixes in favour of more push. There are a nunther of 
reasons behind this shift in promotion strategy. One Is that mass-media 
campaigns have become more expensive and many companies in Europe, the 
u- States and Japan have cut back due to xecess!aDary ~ over the 
early 199Qs. Many !inns have also found advertising less effective in recent years. 
Companies are increaalng their segmentation efforts and tailoring theirmarketiDg 
prog:rammes more narrowly, making national advertlaing Ie .. suitable than local­
ized retaiIeJ: promotions. In these days of heavy brand extensions and me-too 
products, many companies are finding It difficult to feature meaningful product 
differentiations in advertising. Instead. they differentiate their brands through 
price reductions, premium offers, coupons and other promotions aimed at the 
trade. 

The growing otrength of retailer. i. allO a klIIy factor ,peeding the shift from 
pull to push. Big _ cheios in Emope and the u-States have g;rMter ecaIII!I 

to product sales and profit information. They have the ~ to demand and get 
what they want from suppliers. And what they want Is margin Improvements -
that Is. more push. Mass advertising bypasees them on its way to the consnmers, 
but push promotion henefits them directly. Consumer promotinna give retailers 
an Immediate salas boost and cash from trade allowances peds retailer profits. So, 
manufactnrers arc oompelled to use push promotions just to obtain good shall 
spece and advertising support from their retailers. 

However, reckless nee of push promotion leads to l!etce price competition 
and a continuai spiral of price slashing and margin eroelon, Iea'fing _ money to 
invest in the prpduct R &: D, peckaging and acIvertIsing" that Is I8QllII'IIId to imp!;oge 
and maintain long-run consumer preference and loyalty. Robbingthe advertising 
budget to pay for IllOl8 ll8les promotion could mortgage a brand's long-term future 
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iIlfonnation is available about customers at the individual and household levels 
then ever before. New technologles also provide new communications avenues fur 
readling 8Jn8lJer customef segments with mote tailored III!l ssagel 

TIle shilt from mass marketing to __ ~ has bad a dramatic 
impact on marketiog communications. Just as mass marketing g_ rise to a new 
generation of IIlII8II-media communications, so the IIhift towards O ..... IOoODe 
marketing is spawning a new generation of more specialized and higbIy targeted 
oommunio8.tions:efforts.12 

Giwrn this new communications en __ , ~ must retbinktlle 
roles ofvarious media and promotian-mix 1XlcIs ..... ss redia ~ baa IoDg 
dominated th& promotion mlxes of consumer-product CODJI)8IIie8 . H'awevw, 
aIIbougb television, magazin... and other mass media ramein 'm1 important, 
tIlelr dominance is d&elininll. Market fragmentation has rssu.lted in media frag­
mentstion - in an e-rpIosion of more !ocussd _ tbat b&tter match todey'tI 
targeting stratsgl.... For example, baclr. in tbs 19'1IlB and 19OOs. in many _­
opec! o::IWltJIes, tile three or four major TV netwmkB att:racI:IId a majority oftbe 
nation'. viewing ."djance By tbs mid-199Os, thai numbe!; bad ••••• +1 8igIIiIi­
cantly as cable television and satellite broadcasting eysteme ofI'ered advertisers 
dozens or even bu.nd.rads of alternative channels that reach smaller, ~ 
audiences.'" .Similarly, tbsr .. hasbeen aproliferationofsp&elal-intereatmagazines 
in recent decades, reaching more focused audiences. Beyond thase media chan­
nels, CQIIlP8IIIee are making ina'aased use ofnew, blgbIy tatgeted rnedla, zangiDg 
from video """""'" on supermarkel shopping tmJleys 10 CD-ROM catalogues, 
online computer services and Web sites on the Internet, 

More generally, advertising appears to be giving way 10 other elements oUbe 
promotion mix. In the glory days of mass marketing, consumer-product com­
panies, such as Heinz, P lit G and)lars, spent tbs lioIi. share of tbsiI promotion 
budgets OIl IIlIlSIHII8dla cormmmications. Today, media advertising <:ap:uJ:as a 
much Iedw:led ptoptll.'tim of die total promotion spend.~ TIle reet goee 10 various 
sales promotion activltie., which can be focused mo<e effectively on individual 
consumer and trade segmects. In an. companIes are doing leas broec:fcuting and 
more nan-o-weast!lIg. relying on II licber verlely of!ocussd communication tools 
which allow them to reach their many and diverse target markets. 

Integrated Marketing Communications 

The recent shift from mass marketing to tatgeted marketing, and tbs como­
SPOIIdiDIf .. of a Iicber mixture of communication "be"""", aDd promotion 
tools, _ a problem fur marketan. Consumers are being apoead to a greater 
variety of marketing communIcations from and about tbs .. ".18'1}' from a 
broader array of II<lIIICIIII. However, C\IIItomIInI do _ distiDgu:isb between 
message sourcaa in tbs way matketara do. In tile 00IISUDI8J'. mind, advertising 
messages from different madia such as television, magazines or online souress 
blur into one. Message. delivered via different promotional approaches - such as 
edvertising, personal seIIiDg, aales promotion, public l'9laIions or direct madreting­
all l:Jecome pert of a eingIe <I\II1II:all m Q'II about tbs company. Conflicting 
n b8S from these different sources can ",sub In confused company images and 
brand poaitions. 

All too often. companies fall to integrate tbsiIvariouscommunications """""'". 
The result Is a bodgepodge of communications to consumers. Mass advertise­
ments say one thing, a prine promotion eands a difllImnt signs!. a product label 
creates still anotherm J : ge, C:I Pill I8DY sales literature says!ltD'!lf!!tbjng a1tqJetber 
difllImnt and tbs company. Web __ out ofeync with everything else. 
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substantial bocijr 0( laws and reguIaIioIII to govam lIdvsstIsiDg, pEIlIOOai ssIIing. 
Ales promotion and direct marketing activities. 

By law, companies must avoid false or deceptive advertising. Advertisers must 
DOt make false claims, such as suggesting that a proc:Iuct cumsllOll'lllthing when it 
does not. They must avoid ads that have tbe capacity to decaive, even though no 
one may actually be deceived. A car cannot be advertised as getting 32 miles per 
gallon unless it doss so under typical conditions, and a diet bread eannot be 
advertised as havingfewercaIonas simply bee-Jdults alices am thinner. 

Sellers must avoid bait-and-switch advertiaing or deceptiw Ales promotions 
that attract buyers under false pretences. FO< example, a large retailer advartisad 
a dllSbwubing machine at £179. However, when CCIIlIIDIIlIIrs trIISd to buy the 
advertised macbiDe, the seller downplayed its features, placed faultymacbiDes on 
showroom lIoors, understated the macbiDe'. performence and took other actions 
io an attempt to switcb buyers to a more expensive macb1ne. Seob actions are 
both unethical and Wegal. 

International advertisers must also obaerve local IUlas. For example, io the 
United States, direct-to-ConsumeI advertisiog is allowed !lor prftOription drugs. 
Pbarrnaceut:ice Ilnn EllLIJIyuses magazine ~ to boostpubllc_ 
ness of its $2.4 bUbon-a-year anti-depressant, Prozac. Heavy consumer pr0-

motion of cholesterol-lowering drugs, such as Bristol-Myers Squibb's Pravachol, 
W""",,-Lambert's Llpltor and Merck's Zoocr, pushed up saIes by 30 per &eDt io 
1996.* In Europe, sucb advertisements am Wegal. Prescription drugs ean be 
promoted only in medical journals and other publications where qualified pbjlll­
icians are presumed to browse. 

A company's trade promotinn activities ... aIsc closely regulated. FO< 
example, io some countries, sellers cannot favour certain cuatomers through 
their use 0( trade promotions. They must make promotional allewances end 
services available to all resellers on proportionately equal __ 

Beyond simply avoiding legal pitfalle, such as decaptive or balt-and­
switch advertising, companios aan iovest io commmUcatinns to _ago and 
prcmcta sociaIIy responsible programmes -and actions. FO< ....-ample,. earth­
moving equipment manufacturer Caterpiller is QlJ9 0( severaI companies end 
environmental groupe forming tbe Trcpice1 ~ Foundatiou. wb1ch is working 
to save the g .... at Arnuoo rain 1Iorast. It uses edvertisingto prcmcta the cause end 
its iovolvelllent. BrItish Telecom's lIJIOOlIOlfIbip 0( Swimaflw., Europe'. IargeIIt 
partioipatory sporting event in 1996, combined a swimming challenge with 
charity fund raising - the 46,000 swimmers who registered for the event IlIlsed 
£1.39 miIlinn.17 

A oompany's salespeople must follow ilia. ruletI of 'fair competition'. Some 
oolllltries Kava enacted deceptive sales acts tbat speD aut what is DOt allowed Fer 
evunple, salespeople may not lie to 0QIlsumer& er mislead them about PIa advm­
tagas of buying a product. To avoid balt-and-switcb practices, saIe8people's state­
ments must match advartising claims. In business-to-buainass eaIJing, salespeople 
may not offer bribes to purchasing ag8lIts or to otbam who can infiuenoe a 8aIa. 
They may net obtein or use technical or trade seDreCs of competitors through 
bribery or industrial espionage. And saIe8peopIe must not disparage competitors 
or competing products by suggesting things that are DOt true. No doubt, the laW! 
governing saIas end marketing practices differ _ ccuntries. Thus, inter­
national marketers must be fully awars of the laws and regulatioll8 gooeruin,J ssIes 
and marketing communications prsctices, and how they differ _ tha coun­
tries in which they operata, when designing cross-border communicatinns 
programmes. Beyond understanding and abiding by thasa laws and regulations, 
compenies should ansure tbat tbey communicate bonestly and fairly with 
consumars and resellers. 
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IIlrboth pellODIII and __ paM e! colllJllllDicatiou. P:iJWI». the.. • •• 
__ ..... byW8l:Ching bowmucfl of the ................. -. UIIiI 
dlepmduct and;" _i ...... 1n die pIOO8IIL 

w. __ ... to IIJIlIaIn tbit ~ that _ ...... _ iar 8MdDg die 

~ IIudgat and --. that afIact tbit dIIIQa of tbit 1If ... M~Ii'" IBIL TIIIt 
_ popuJar ............. ant to IP8Dd wIIaI: die (*1"'''47 ... dIaId. to _ a 
p"'" ad...,. of ....... to ~ p;om*'don ...... ' .. a .... IJ"I .... 1jJ.., to __ Il_ 
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Ac!wnialIIg 756 

must work hard and proactively at comnmnicatlng openly, honestly and agree­
ably with their b:IIetmed1arf88 and consumers. 

Finally, ws discussed the process SlId advantages of integreted marketing 
communications. As marketing communicators adopt richer hut more frag­
mented medis SlId promotion mixes to reach their diverse marloets, they prevent 
the danger of Cl'lIating a communications hodgepodge for COi1SIIm8tS hy adopting 
!ntegtated rnmketing camrnunications. This calls for careMly integIatiog an 
sources of company communication to deliver a clear and consistent IIl&88Ilg'8 to 
tergat marloets. To integrate its external communications effectively, dis 
company must !imt integrate its internal communications ectivities. The 
cOmpany then works out the roIl!lI that the varloua promotional tools win play and 
the extent to which each wUl he usad. It carefully eo-ordinetes the promotional 
activities and the timing of when major campaigns tue place. FinalIy, to help 
implement its integrated marketing strategy, the company appoints a marteting 
oommunicstions dinlctor who has overan responsibility for the company's 
communications efforts. 

Key Terms 

Media 169 
Affordable -'>od 770 
Atmospberes '169 
Buyer-readiJless stages 7flO 
Compstitive-parl metbod Tn 
Direct marketing 757 
Emotiollal appeals 762 

Message _ 765 

Moral appeals 'J63 
Non-psrsonal communication 

channeI8 '169 
Objectivc-and-tsak: method Tl2 
~-aaIes method Tit 
PelllOD8l communication chaonsls 

Promotion nm 756 
Public relatloM 756 
Pullstretsgy 7TI 
Push stretsgy 7TI 
Ratiollal appeals 762 
Sales promotion 756 
Word .... f-mouth influence '1118 

E-u 769 
768 integrated msrksting "Mi.Id",h,h. 

'18l PerIIonal seIliIlg 756 

Discussing the Issues 

Which fOrma of marketing mmmuui III"" could be 
nssd for ascb of the fullowing? 

• Pop gwup Spio$ Girls' world tom. 
• Thu launch of Nom's new mobllo 

•• "."pati.. system. 

• A !Wi ...... ". Business Studies departmBnt 
IMIdng to attract more __ students 01\ a 
maststs degree progI8DIll1e. 

• Daagen-Dazs' new lina of iCSCIeam and deIserts. 

• MatIaI .. Spancer opening a new store III an ~ 
of-town retsil pm: 

2. Linda M'eCa1tnay (wife of Paul McCartsay, pcp star 
and furmer member of the legendary 'lIeatIas') had 
~ nssd to endome a !ins of reduced eaIoric, haalth­
fuod pmdw:ts. Her nams was a IIBy .. !ling feature on 
the packaging- of !hess products. Was she a credible 

""""'" for the product? Wu IIbe choaan for bar 
cradlhilityu aapok:alpereonormsomeothen_? 

3. How does an OIgIIIIiIatIon get feedhack: on the efiIcta 
of its _mb!t!on eIbts? YOII may dIIcwrs tho 
question ullin\! tha namples on sales promotion 
campaigns outlined III Mad!eting Highlight 18.2-

4. Consider a COIUlUmsr-gooda company that has 
historically set the promotion budget as a paroent8ge 
ofanliclpatad sals •. Mmouta case furchaogingthe 
method, Ia." HI "..., your preferred method, and 
eoplain why. 

5. Companlea spend a buge amount of lDOIliIJ 01\ 

advsrtlslllgto build a quality imaga forthelrproducta. 
Refer to the examples ofmisleadlng and 'bad tssts' ads 
in Markatlog Hlghligllt 18.1 To whet _nt do you 
think such advertisements haIp to raise a brand's imaga? 

11 
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AbsoIut Vodloa is a bighIy pdced premium vodka and therefore bas en 
aura of up-market euIuIriv_s. Considering the tsrget market end the 
eady IlI8(J8Zine ads (Alloolut Pelfection, etc.), a tie-up With the arts world 
wss inevitable. The first step in this direction wss taken in 1985 when the 
New Yodt cult pop artist Andy Warhol was commissioned to paint the 
Absolut Vodloa bottle. Today Absolut co-operates With ertists end designers . 
in all the coillempoollry arts. 'l'be purity and clarity' of the product, says 
Goren Lundqui9t. Prssident, The Ahsolut Company a part of the Yin &: Spirit 
Group. is a 'timeless source of luspiration·. There are now over 3.000 worke 
in the Absolut collection, all featuring some aspect of the bottle or label. 
Like other very successful campaigns the marketing i. so sensational thet 
the product receives a hUlJe amount of free media exposure. lu Absolut's 
case this has even occurred in markets that did not allow alcohol adver­
tising. 

Due to the fetne tbatAhsolnt's unconventional marketing lias generated. 
the advertising agency receive. thousands of requests for ed reprints of the 
product. whicb bes become a modem icon. In 1993. beside. baYing won the 
Effie and the Kelly awards, Ahsolut was honoured With an induction into the 
Marketing Hall of Fame. That .aal of approval coofirmed Ahsolut'. _ 
and impact on the Amerk:an lifestyle. especlslly since the only other brands 
that have received such an bonour are Coke and Nike. 'Ahsolut Art' is also 
achieving international recognition. Warhol's and other key US worb, 
together with others specislly commissioned from Francb ertists Bo.- end 
Delpret. were shown at Pm!s's prslltigloull Lavignes-Bastille Gallery in late 
1994. From there. the exhibition mewed. to Londo!:ts Royal College of Art. 
where nswworke by British artists, including Peter Blake. were edded. TIIa 
exhibition tben travelled in turn to Berlin. Munich end MIlan. 

TIIa modest salas dwing the first years conum With tlla cumtnt aitu­
stion, whare AbsoIut Vodloa is recognised as the Iseding premium wdIm and 
the second-Isrgest vodke brand overall. Absolut Vodke gsve Yin &: SprIt a 
lifeline amidst declining Swedish demand for spirits. Silles grow continu­
ously over the years. Absolut is today the no. 6 bestselling sPirit brand in the 
world Witb a sales volume of almost 50 million IItres. 

An ingenious bottle and creative marketing played a crume! part in the 
Ahsolut saga, but Yin &: Split's distribution partnersliip was also crucial to its 
SUCCIISS. Recently. howeVer. Ahsolut bid farewell to Carillon, its inter­
national distributor. After a long end frultful relstionabip. Ahsolut bas 
outgrown Carillon. TIIa new choice is the Canadian company Seagram. tlla 
world's leading alcohol distributor witli an international distribution 
network spanning 150 countries. Witb Seagram'sbalp the Absolut Company 
intends to reinforce Abaolut's prsaance in new markets. notably in Ruseia 
and Europe. It also hopes to increase its penetration in the IlION than roo 
,...mtr;es wham Abaolutis aa-iyp • 

TIIa Ahsolut Akedemi aims to create 'a competlttva edge throngh 
peopJs'. 'l'be goal is to build a quatity cultnre eround a quality product.' 
Annther tool in markating is the AhsaIut Betlmorur 1lI8(J8Zine, which is 
distributed in all markets. Used as a PH tool, AbsoIut BNImtItms spreads 
news of the brand. its advertising and activities to CCIISIIIIl8fII all over tlie 
world. 

DespIte Absolut's ............ Vm lit Sprit's profits were leas the 1 par cent 
of turnover in 1993. At tbe end of 1994 Vm &: SprIt lost ita _nopoly _ 
in Sweden. Other producers were allowed and the company no longer bad 
exclusive rights regarding wliolesale sale. to tbe state retall campeny. 
System-Bolaget. Vm &: Sprit is tackling the problem by economizing end 
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npandiDg. Ita SI, '" .,. distiDeIy '*-I ill 19116 flO OlD.' ... pmdao­
tiIlIl ID u.... teIIIlIiDIDg p1_. TbI tctIIl nnmlw I'll. .... , __ .... 
I8dlIC8d br a tIdId. 

WbIJe ec t'l"D'izing. home VIn " SprIt IIima flO follow AbIaIIal's _ 
ill the UDited sa:- with III IIttd 011 the Ib •• _ MilD ... hcIIIic 
DlIIIIIeta. O·"lwed with the UD1tecI sa:-. tboI Bla,._ ..... is ..,. 
growing. fngmen'ed ... __ fidiw. l!umpe 11M GIIIIIJ ...... ,I.b tI"a 
cuItu.nos. bul theM vary fDlm ...... \:0 mgioo ... dMInI ......... ,..,....... 
tradItioJIa ••• ,wIwni. beept far CIOUIIIIiII'I 1IIIIIImI 1IOdIIa is tile NC!cwwI 
driDk. the Ib ... _ 'IOdIIa awllet is UIIdeIIIav8IQpe VodIra ill dnIaIt br 
0DIy 4 .. _ I'll. _ ill l!umpe. Iln~ flO at .. _ I'll. 
AmmicaM. To repeat 1m AmwIcaD -. AbIokIt WIll ........... 
bmovaU .. Iitl......,.. taiIaoed ~ far -=II I'll. I!Iuiupe'I rim W. 
Via" SprIt is buI6Ib lIbout A ........... ctw ... 1n ...... We bllwbullt up-
wide 8lIp8rieIIca I'll. opal8tiDg ..... IIId __ COI>f!dem _ CIIII_ tile 

.......... ;" ... 1.· ..,.. VIn" SprlI:'a Ifuv- Ifpttom. TbI .:.1I11J1GDJ b,II ... 
tbt .. bel .... I:bImI is a ~ far premium todIra. AbtoIut VadIIa ill die 
optiIIW cboice. 'Abeolut VodIra _ II:talf time IIDd time ageID ... _ 

tlllUljust a fIDe wdIIa: it'll lID idea. And III'Itblng CIIIlIliOp lIlidH __ .... 

baa_' 

QUESTIONS 
1. Wbat lis the fmmc!8tiIlIl oI.Abeolut VadIIa'll .. _7 lit tile 'IOdIIa. tile 

botde. tboI dIIitlibIltloIIlII' tile pi\iiIiIlItIoI:? 

2. Bow doH AbIaIIal's ......... '11 baIId \IjIOII A_hill u.-. iD tile ilia 
1lIBOII aDd..., 191101? isAbaolut a IIIIbIon jlIOduct tbIIt will clodine 
with the tIIIDdt? 

3. Do you beIieH tb8t Abeolut VodIra 'Is III idea __ time 11M t:ItDIII 
IIld tb8t 'I""MDg CllllIIiOp its SIC! •• 7 

4. VIn" SprlI:'a Kwopaan (.' .. _. _ edI ill tboI_ .,.. tb8t .. 
bMa S08IM C 'd In die UDitad .... Do you tbIDIc tile US ........ 
wII __ ID otbef l8giIIaa? 

5. m-AbaoIut VodIra ill IIICb a IIfe8tyIe )mICIDcCo wwld you .... , 
tb8t VIn " SprIt abooId -.! die bI-s IDIo otber _, 18 In tboI 
_ ...., 811 ViIgID 11M extaDdecllDlo tidIIo V-.l'CII, ocIa ... 
'IOdIIa7 

II. A~ __ ." .. edlHtltlllllg 11M JM!""ed fII6IIIlY'" tboI pa"'icItJ 
tgela-.i C. ..... &iIdDg C* , ........ , '''''''' fD .... ..... 
media attention or lis tile _ oI. ... MletI ... II1II ,., ... tMIr 
1iIDt. jwIt good ___ 7 
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Mass Communications: 
Advertising A Sales 

Promotion and 
Public Relations 

G1LAPTIROIlJlCT!VlS 

Aftm: reading tbis cbapter, you sbouId be able to: 

Det.ine the roles of adveilismg, saIaII promotion and pubIIe 11It.I1I' 
in tile promotion mix. 

De&c:::Iibe the main decisions involved in develcpillg an adveilieinll 
programme. 

lbpIain how saIaII promotion campaigne am dewIopad and 
in1PIementa<i. 
Explain how CQmpenie8 \1119 public relations to CQmmunicate with 
their publics. 

Pa ••• i>ltkuJ Media,! 

'MAllS CONrICTIONIIRY LAIJIfCHIS A £140 MILLION E1IleptIw ~ 
tieing campaign in a bid to maximize ita appeal to Europe's male 
teenage market.' 

1 
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Introduction 

The questions In the preview cue get us to tbink about the altemative _ 
marketing options open to mar~. IIIIIIking to communicate with their target 
customenI and to 8'<I0Il8 deeired responsee, In this cbepter, we acIdmu the mlijor 
non-personal forms of communication and promotion, Personal selling Is 
discussed In Chepter 20, whereas direct marketing and online approaches are 
examined In Chepter 22. 

Companies must do more than offer good products or sarviou. They mm 
Inform OODS'''''''t1I about product or seMre becafIts and carefully position these 
In OODS'lmers' mind8. To do this, they must skilfully use the mass-ptomotion tools 
of adw.rI:iIIfng, sales' promotioo and pubHc relations. We take a oloser look at 
each of these tools in this ohepter . 

We <kIIIne ~ as any paid tmm of non-personal pr"""""&tkm and Pl'>' 
motion of Ideas, goods or sarvioes through mas. media such as oswspapers, maga­
zines, teIevisInu or radIn hy an identified sponsor. Advertising is used by many 
organizations to oommunic_ specific messages about themselves, their PlOd­
ucts and 881vica8, or their modes of behavlnur to a predefined target audience, In 
Older to stInn"ata a 'AI'IP""'" from the audience, The 1II1II .... mey be peroeptual 
In nature: for _pie, the CODS\IIIlIIf develops specific views or opinions about 
the product or brand, or these feelings are altered by the ad. The response oonJd 
be beMvioural: for iIlsIaIIce, the consumer buys the product or incIeases the IIIIIOUIlt 
that be or she buys. Advertisers that sponsor advertisements include not only 
b ...... /izms, but alec _-profit and sociaIlnstitutioDs IRICh as <iIaJ::ities, nn"""!!!!I! 
and religious organjptions that promote causes to various target publics. Advertising 
is a I)llod way to Inform and persuade, whether the purpose is to buUd brand prat. 
enmce for Nokia mobile phones worldwide, or to motivate a nation's young 
COIISIIIIl8I8 to drink more milk, or to encourage smokers to give up the habit. 

In the European Union, advei:l:i$ks run up an annual advertising bill of_ 
than eeu45.4 billion. As _sinn In Eumpe lifts, and national economies .....mt. 
advenlsing speed ill most EU cOUDtries bas been forecest to rise towards the and 
of the 199Os. __ , advertisers will remain caUlillus in terms of how best to 
use their advertising budget in order to achieve deslrad communication goals,' 

MaIIrBtIng management mm make Iiw imponant decislnns when developing an 
advertising programme C- F:Igure 111.1). 

Setting Objectives 

The first steP In deI1eIopIng an advertising programma is to set adv!Irtlsfog objec. 
tives. ~ objectives should. be based on decisions abcut the target market, 

.. au 7 3 I 
j-IDv p/IIdform tifmn.. 
personal pnI88llt8tioII 
and JllQIIIotion of_. 
goods or _ by an 
Jd.entifisd sponsor. 
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..... liiAd1l1 ' •• ad .... lIIdepe .. tlp.llecllapk • a-.... --
•••• h" taiba Rli ge d,,,I1IUQI& ....... ( ......... , ..... 

tbllII; Ibea tbllIlIIdIa ~ .. Ia =tMltlle I.- ......... , .... tIIe ..... 
1I""Ie'.' 10 tile deIInId Wget .... Ii.'IC... ..... ... eI tile ...... • ..... 
cmMId fdcUoDbetas I UNdwa aDd madlaplw ... 

TodIIt'. be:: •••• IIlIIdIa frtgmM'tllcn, __ .......... ad _ a.-t 
Wget ~ 1IIalegiaII1Ia ... IIIiIIId tile ...... - eltIIe .... plM ..... 
luncdoa. III _ -. mllihet!llllDg ,_Ign DIigIIt .... willa .. good .... 
oppoIlUBily. followed bf ad .. ~ ....,., 10 ........ omtega eI tIIa 
appotbmity ...... » ''iiII, e.".·.. .. 7 7 U" l:....... -P" +." ... 
_ acti.kiaoIjointlJ. .. 'PI and .... 1IbteId bIaad aw-touJy 10 __ 

effecti ... -.n ad ._Ign 

• Cmating the. Adrert.iBiDg If $98 
A large IIihet!IIIIDg Iludgat .... DOt u- I • II. ' ' ' ..... " I •• I » 
Two .... ti&aia om ..,..s tba _ ..... GIl lid ... '. U ,. .... WQ 
dlfJo:aeDt l1II\Ilta. '!he IIihet!IIIIDg '11"1 .. be _ iIDponud 10 ad_ , .... .. 
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advertiser must develop a compelling creative CIlIl'lC8pt • or 'big Idea' . that wID 
bring tba IDIIlIIS8QII strategy to life In a distinctive and IIIIIIIIInIJIa way. The creatiw 
concept may emerge as a visualization, a phrase or a combination of the two. 

There are several creative message strategies that firms adopt: 

• The message focuses on the brand's positioning (e.g. 'Stella Artois. 
Reassur:lngly expensive'; 'Simply yaars ahead', Philips; 'Have a break. haw a 
Kit·Kat'; The world's most civilized spirit', Denessy cognac). 

• The message taps one or other of the motivations that dtive human 
consumption - for example, functional benefit {'Brain tood - every Frida". 
The }<oonomistJ, pleasure ('Never simply required reading- it is desirad 
reading', WaH Street Journal Europe), self.identity ('No FI' Comment', 
FiDsncIal 'llmesJ, image ('Many Guardian readers ere just like their 
newspaper· eloquent, incisive and 1IIJC!l9IISfuI', admiration ('Top peoPle 
rand The '1'1metI) and altruism (We don't eut down trees for om ... newBpth:tt').13 

The Idea could be spawned by addressing tbe ways In wlllch product "a1s. 
can be increased: current users most be ancomaged to usa more, or new 
users encouraged to start buying the product. For example, Reshok came up 
with a breakthrough Idea of informing consumers that their running shoes 
are for everyday wear, thus creating a 'new use' for previous non·users of the 
produet category. 

• The message homes In on the diffe_es between tba advertised product 
and competitors' offering: for example, Burger Klng's massage to consumers 
is that its burger is 'Broiled, not fried'. 

• The idea for the message could have developed from an in-depth JmowIedge 
of tba OOIIlIUIIIIIr's own experience with tba product, perticularly the buying 
pmcess, die process and effect of consumption, and tba benefits BOught. The 
edvertiser most come very close to the consumer and follow llls or her 
ezperience with tba product, usuaHy through Iengtby, labour·lntensive 
qusIitstive research, Including polnt·of·purehase observations and analyais. 
Thus Contec 400 shows sharp observation, with its ad which assures cold 
sufferms tbat tba drug 'dt!es up tba sympli:lins of a cold'. 

Creative ad people therefore have differsnt ways of finding advertising-

• 

massage ldeas that will angags the attention ofviswars. Many creative pecPJe start 
by talking to consumers, dealers, experts and competitors. Others try to imagine 
consumers buying or nsing the product and then work out tbe benefits that 
ccnsumersseskwhanbuylnganduslngtheproduct. 

UsuaRy, tba copywriter and art director tum up to generate many creative 
com:apts, hoping that one of tba concepts wID tom out to be tba big idea. 
Logically. it makes sense to genereta alternative tbamaa, evaluste tba appeal of 
each andseiect a preferred stratagy. Buthow ahould advertislngplannera evaluata 
achertisIng III8SSIIgeS? 

The creative concept sbould guIde tba cboIce of specific appeals to be WIed In 
an ed campaign. QeneraIly. tba appeals should have three cheracteristics. First, 
they sbouId be meanJngtul, pointing out benefits tbat make the product more 
desirable or interesting to targat customers. Second. appeals must be believallls. 
This objective is difficult becanse many consumers doubt tba truth of advertising 
In genMal One study found that a foil one-tbird of tba public rates advertising 
messages as 'unbelieVable'. I. I Furthermore, tba most meaningful and believable 
benefits may uet be the best ones to feature. Appeals should be distinctive In 
tarms oftalUng consumers how the product is better tban the competing brands. 
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For enmpia, thII __ "ingtaI beDIifit 01. 0W1IIDg ... 111 : ' I • dIat It ..... 
... I a .. time, JIlt law WIIII:h ......... II1I:I ...... II 11.1 II. ........ U. 
dlsti-"re hmMfit. _ ollar, WIIII:h adM:1' -1IIIgI:t ..... ..., 01. ....... 01. 
advmli&illlg coacept.I, For -,-., n::- """ lIMa U. IIIordabIa Wi!Ida tIIIl TII:II: e 
licIdD'ad ....... tIUiD', In .......... .SMIicII1M 1M +I", ... II1II ....... 
wbeIeu RoIIIIt l1li, II hllauy ad _ AdIoeIIi ,iIIIII:IIl ........ ..... 
eacb ad 10 ...... tbat it baa U..azimnm ........ 11 ... ' p.', -.t ...... 

IIISSAGE U&Cuno.. 'nIe impId 01. U. l1li ......... _ .., .. 
wflet is Hid. bat ..., _law it is Hid. 'nIe __ ... """ liD 110m U. 'IIig ..... 
imo II1l lICtuaI ad _ "·k-. tbat will captunI thII WgiIt ................ _ 
tbair~ '.!'be advmu-_allT~wiIh elte! It oI.tIM>lJOl ........ _ 
lIPI'l'I*'h of thII deIimd .t 

For •••• 11 .... III ~ McCIa's Wbi::lJ pi ,4 liD _ ad++U ; IIiD 
111m". TI .... _ I!IId fudHufty ad liD _ 1I1l ....... ... 
wIIIUy with • dIl:dact pammaIItJ wIlIch _ dMdfwttIIID thII .... 01. 
U. Pleach wbiIIIIy IIIIIIIDt. '.!'be tIIIgIt....- r .......... wliIIIlr h' , 

wIIo ... CUIIa1ItIf buyiDg IIIAIIdu1S Imlad:lIIiCIl • JoIBIIrr ..... ..s 
!I!eftaSInes. _ wIIo WIlDt good ..... bat _ U. i "(fA 01.. 'A ' 

or tile 1IlICAUIJ'.....mntJ ..... ole cIIMp ..... '!he ..... or __ .' 5 1 
m III' ~ tbat McCIa • U. wl:i::kJdIat..,.... U. .... 01. 
~ lOdIIJ': It .. tile wbiH.y far thII .. ad: Ii .... wIIo - ctr-iC 
I!IId 88pintiaoaI. bat tIIeiI amhU:ioD • ''1.",19<1 liD • full _ nrIaol 
eq .. _ oflilit,..u ........ lAd ............. of an ... COIIQn,_ 
thII dasire far aoc:iaI Itanding or poIitial ~. ". l1li _ 
IIlI8eUIad via II1l ellOCldtte -.J.......,... ft e ,. k ... U. pit, ; .. 

.-- 01. tile brI!IId, wbicIi akeadr e90Ile ........... .-. 
~ wIIiIIIIJ dr!fthn ' die abort, IIwp. F Ii 1111 _. tIM> goIdeII 
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Important Deci.., in AdnrtIsiDg • 1101 

Iahe~ distinctive bottle shape and red typography. Since It is illegal to 
advertise spirits on French TV, luxury magazines which gave colour and a 
prestige environment were chosen.'" 

The __ peopl& must lind the best style, tone, wordlI and format for n:ecuting 
the 1lII9IIS8g8. Any massage can be presented in different executiOll styles, such .. the 
following: -

• S1ics ofJife. This style sbow8 one or mare people using the product in a 
norma1 setting (ag. the 'Oxo' gra9y commerci.als which lIhow the role of the 
mother who is tolerant of the domeatic imposltinns of other members of her 
family). 

• LifascyIe. This style sbow8 bow a product fits in with. a parIIcuIar lifestyle. 
For example, the 'After EIght' mints UK advertisement (alegent dinner party 
in a period house) appeal. to aspirations more than anything alse . 

• Fantasy This style creates e fantasy around the product or its use. For 
instance, 'Anything can happen after a Bar.ledeB bath' UBUally meant the 
arrival of a 'Prince Charming' with a romantic style of transport just after his 
mistress emerged from the bath. 

• Mood or bnage. This style builds a mood or image around the product, such 
as beauty, love or _enlty. No claim is made about the product except 
through suggestiml. Tlmotei shampoo "",ploys the mood for nature and 
simplicity - a strategy that has worked auccessfully in many countries 
aerosstheglobe. 

• Musical The ad is built around a eong or some weU-known mUlic, 80 that 
emotional responses to the music are assccIated with the product. Many 
soft-drink commercials ( ... g. Coca-Cola, Pepsi-Cola) use this format 

• PenIaaa.IiIy symbol. This styIa creates a character that represents the 
product. The character might he animated (e.g. the JoUy (iraan Giant, 
Garfield the Cat) or real (e.g. Eric Cantone and Lee Ferdinand for NIIIs'a 
'Kick It' campaign). 

t Tecfminsl 8Zp8I1ise. ThIs style shows the company's ...-.pettise in making the 
product. Thus Maxw!IIl House lIhows one of its buy8is carefully seIeotIngthe 
coffee beans. and Andi .." iqlIies /luped,. RY with '\lcnpnmg durah'l.'ec:bnili. 

1'hIa adp .... BMW 840G'i 
Sport _it all. M~ 
by ~ a c"",," and 
ctnICIse ~ without 
unneoesoary or lengthy copy, 
thio ad is ~e across 
many cotUU'1)'~ markets. 
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NatbilllJ is too much trouble in the 
pursuit of creating the pedectIy 
functioning mechanism 

Miele offers top-quality premium 
kitchen producta that are mileI! 
ahend of the competition. 

Phillshavo givas optlmum &having 
satisfactiondueto Its hlgb quality 
and advancc>d technology, making 
It superior to competitors in evary 
way, 

7-Upis not a cola. 

Stella Artois is a hlgb-prioe, hlgb­
quality beer. 

'Pure, undiluted BMW 

'Misle - there is no better one' (Tba 
German company's sdvertising for 
dishwashers and washing machines 
in Belgium, Holland, the United States 
and Canada) 

'For a better, closer shave - Philips' 

The Uncala' 
'Stena Artois - reassuringly 
expensive' 

Fina1ly,lilmIat elements make a difference to an ad\; impact as well as its 
cost. A small chenge In sd dasIgn can make a big difference to Its effect. The illus­
tration is the first thing the reader notioss, so it must he -s\Iong enough to attract 
attention. Next, the beadllns must eflactlVely entice the right people'to rosd the 
oopy. FInally, the copy, which Is the main block of tellt In the ad, must he simple 
butltrOlllJandconvineing. 

Collllider Erlcssoo's recent advertising campaign, simply headlined 
'Ericsson Msde/Bom1 Approved, whioh sboWl! Piers Brosnan, who plays 
James Bond, clutohing an Ericsson mobile phone to his _. rether than 
the treditlonal hand-gun Those or you who hava seen the movie 
Tomoaow N6tIer DillS will recall thet Bond's 'ErIcsson-made' pllone is no 
ordIoary pbone - it can steer a car, break opeo a safe. soan fingarprtnts, 
take pllotcgrephe and even stun 'baddies'. Eli_on bops. that the link-up 
with Bond will help transform its slightly \acI<-Iusbe, anonymous image, 
The oonrpsny bopes that the 8QO(liatino with 007 will make Erlcssoo 'big, 
famous and sexy aomss all ofits msrkets', and thereby help sa\es." 

Importantly, an the elements - style, tona, words, format - must eIJedively 
__ togetlier. Even then. less than 50 per cent of the expoeed audience will 
--.., evan a truly outstanding sd: about 30 per cent will recall the main point of 
the headline; about 25 per cent will remember the advertiser's name; and lees 
than 10 per cent will have read mo.t of the copy. tass than outstanding ada, UIIfixtu­
nateIy, will _1ICbiImI ""'" _ 188U1ts. 

• Selecting Advertising Media 
The sdvartiser must nen decide upon the msdia to cmy the message, The main 
IIUIpI In modIa •• IB ticm are: (1) deciding on readl, hquency and impact; (2) 
oboosIng among chief media types; (3) seIecIUlg spedlIe media vebicIoIi; and (4) 
dec:iding on media IimiDg, 

DECIDING ON REACH, FREQUENCY AID DfPACT. TO select media. the 
advarIiMr must decide whet I'8tICh and ftequenoy are II88ded to achi ...... &dvM­
Iiaiag objectives. Reach is a measure of the pemmtsge of people In the target 
market who arc expoeed to the ad campaign during a givsn period of time. For 

... 
".11£ I grll(poople ".CilillllltmarDt 
.... olf to lID ad 
n' ,tr",duringa 
givsn~ 

, 
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TlleIlllll2ller~ file 
.... ~izlfIIe 
C&IgIJt-atirup-' 
to _ adNliII110I 
= II" cI'uDag. giNa 
pri:Jd. 

IIIIOdia iB1pIct 
TIle qua/IIIIItift ...... tJI 
an ~ t.IJnxVIt. 
giND-a-

..... , 'P' 
~ .... ...... ... .,....., .... "'" 
aracII .. --., 
'9 ft_ ........... 

...... radio 
1» ....... 

_pie. file adMltlaa migId ",to -.II 701*_ tJlu. ... --....... 
file lim UInIe __ tJI file M"\P"lgn '" a , .. • • III ..,.. ...,. 
1m- tile .... ~ ill U. tuvK -at .. alj 'Nd III tile 0" 
......... tile .. ....u..IIIigIIl_ ... a..... .... '*' , Ill ..... !lilt 
~ __ alIO decide 011 the cIIIeInId ........... • tIIat II. U. qu1ittdtIe 
...... Ill. _18' II" a'I •••• tbnJugb • giftD awdiwa. Fw M'I", ill: ,M ,. ••• 
tbat DMCl to lie M"IODI"ated, • gee ml ttle viaiGI\ mar ... __ ilapect_ 

I """ em radio ___ teIerlakm _ ...... -'-!lilt _ C ill 
a uetioM1 DewJ4AIPiil mat'" _ beIIIInIM u.u III aloclll...,. 

SIIppooe tbat the actv.tIWl pnxIuct IIIigIIl ..,..... III • __ III 1 ..... 
_. 1be gaaI ia to I1MIICh 'I1lO,OOO QM. ,,_ 1'0 .. _ IlllPI¥IIQ 

Jew ... the awraga ooa.,1Mf will ....... tIaa aip a. Z.1~ •• , 
(700.000 " 3) __ ... bouglat. If U. ad_1I8er _ ape .. III 1.& ....­
(a-miaQ 1.0 Impec:t .. tile -.ge) •• rasad aa ...... IllEIjM __ 1ll311i11OJ1OO 
(2,100.000" 1.5) __ ... bougIIt. If. 1bM1., ~ ap ••• wItII ddtJ ..... _ 

aculO, tile 1od_t1id14 badQet wW ...... III'" ecu31.&OO (3,160 x Q. 1&;wDI. 
tIIe_ read>. fnoqaaacy &lid impact tile .... II8er ...... tile ..... u. ...... 
tIaiaQ badQet wllllIavIt to be. 

CBOOIIDIG AllOIIG emu IImIA nPD. 1be ..... I' .... to 
!mow tile ..... ~ ad impect Ill ... 1llU. ... medlalJllW. 'hIM 
1112 "'- tile .. n 'M media .. _ 11 I aid AIiIa ' ,...,.. B3 
dbpIaylI tile di.ulbu.tion tJI adNti8iDg IJIIIIld br trPe Ill __ M ill ..... 
_ieos. TllelNdiDgmedla ...... -...... ... 'imlt ............. 'hIM 
19.4. 

Bow do......,... ..... ""."" ... __ .... tile ..... Ill ..... ..... 
.... , Media pIeDMn .. ·.Ider mar factIJa __ ...... 1IIIIr ..... ' , 
TIle IJIIdIa baIIb tJlC&IgIJt ........... wiD eIIId media c:baice: ill: , ... IIdio 
... teInIaioD .. tllebNtllllOdiafor .......... '! l •• 80wiDU._IllU. 
JI!I!ICfur:C: faob!cms, ill: ........,... _ ... adNltl •• ~ ill ..... '"" .... 
NiIIoD _ ............... aIed em teWrIIdoa. D' s I lft* vi I 

mat mquIra dIIfenmt media: _ jm¢ .,. " •• --. • I:ig .... 

COGXc:iOW wiD requim radio or WWijMp6Ui; • Bitt witb ... of ,* J ; iii .. 
1IIigIIt mquIra 'MIl 'IM Of cIioKt ."liD;I Of ........ ad 1IIMl1lllb ... c-
ChIopt« 22). Coot III elm an important __ .... ., ... In ..... cIao*:c "'III II 
teImaIoD la ..,. ............ D6MJMII* adNtIaIa; _ 1BCIl ..... !lilt media 
piau •• ' Iaob • 11G1111IIe IDIIII ... tJllIIiIIg • _110 .... U. ... ...... • 
E p_. tbat is, tile ... tJI-.bIao l,OID I*I\III!t lIIIIiIl; U. _II 

....... impect ...... __ be .. n ..... ragnIadr .... IaP; ..... ... 
9ilIIaIl ...... ; h .. dcmdp'ltwilntlle ____ lllprl' hoi. 11 .. .... 
........ III8dia ............. a-ntIJ ..... ua ... u. _ ........ Ill ... 
media lint \P8 up. •• 11 ...... lb ..... _ ~ I • _ ....... .... 
.... IIimecl at IWllC.,. 1eglM1d.~ .. Ad'.tiaa ... ..., biiidtiCJ I , sI," 
............. IIUICIia, I1IIIQiDIJ fmm cable TV aad 0IIId00r adM' I f " 1D JdIIIIIIlo 
.-.. talllaId_ Ib .. · IIIIdId\IIL 

SII:UCTDIG SPICItIC IDDIA ViBlct.D. !lilt .... " ___ ..... 
~tbe bNt ..... NbicIeI· tIIe1: ia, 1pICIIc ................... .... 
type. Ia __ tboaIls aD iPcrlJdIbIe ........ Ill ....... Fw JadIo ... .... 
YHioa. aDd ill ., ODe CXJiUIdJy. tIMn _ , Wd I'.' ad rt 't tD 
~ "--fa ....... witlllllmdlade. _ tJ! I 1 IllJEIlUI NbicIeI· 
1IIe (IIIticuIar ~ Of ..... wi-. U. dalliIIaIiIII be I ..... _ • 
PIiJDe.tIIIIe JEiIIIi ... tile flnwrlIw. U. -... .. ........ III ..... 
with ilia popuJarIty of tile pmgI_, 

• 



• , 
Available media In major European. North American and Asian countriea 

lUY CIIIIIIIIIID CIIIIIIIIIID 1\1 DTl! OIII'DOOR 
-,.~ wn .... -- CtJtDIIRCIAL - CAlLI - VCR CtJtDIIRCIAL CIHIIIA P<IITII\ ..- ICIIII:U!M - -. 1\1 .. - ~ ~ JIIaIB'fttA'I'lCIf ...., .,...,. , ....... -- _ . ......... III'IIIIIT -- ..., (lIoJ (Xl {!OJ> irATION' II1I/IIIII (lIOO) -_._-_ .. - - ------------- - ~ ---------~-- "" 20 all 611 Z 97 :13.0 3.4 4Z 2 395 101'1' 

Uelglum 97 37 51 164 4 96 moO 0.3 39 610 393 100 
lleDmIzl 47 12 19 64 4 96 47.0 3.0 63 110 278 18 
FIDlODd 56 12 20 44 8 98 37.0 0.7 ~ 52 340 100 - 96 26 86 153 6 1M 4.0 0.2 41 1.397 3.068 576 a.rm.av 232 33 99 .m 6 IN! 33.0 7.6 26 15'T 3.170 368 a.- 110 18 64 30 ~ 93 o.a 46 245 323 13 I- e B 34 38 96 38-IJ :1.4 44 22 193 I 
IIoIy 81 41 90 315 4 99 40 4,000 3,000 100 - • 20 36 '41 4 III 88.0 3.6 56 200 422 75 
-." a 16 8 53 ~ .. 44.0 U • - 393 !3' 
PomI;II 18 6 17 33 &II 0.7 38 294 400 16 
SpaIn tll8 22 68 147 13 Sf 6J! 1.5 .g 840 1,160 46 - ID 10 16 93 I 97 48.0 '.5 81 650 11 _d III! 20 37 IlIIl 4 911 77.0 1.1 «:I 35 330 160 
T1DIoIY ., 10 10 16 7 .... 1.0 0.8 40 Dll 368 3 
UDitedKlDgdom lOI 75 81 1,2W' 3 97 1.0 11.0 64 109 1,'/91 101 
Bulgaria 14 2 6 11 96 1 DB 568 no 
Czech RIov. Rep. 2'1 8 35 44 2 98 2.0 2.0 ,. ". 2,7'19 DB 
Hung..,. 12 10 7 16 98 27.0 1.7 28 8 1 ,«XI 7 - 7 7 16 14 ... 98 ao 1.1 20 DO 1.eoo .. - 10 t 4 18 ... 6iI ... ; 12 n. 630 no u __ 

1,\511 66 '\2 5111 1.426' 97' 930 ... 72 .. 2,1,132' 31!11' 
C_ 97 43 41 1. m< 69' 740 n .• 86 .. 790' D • 

i - 47 •• 44 217 53 III D.a ... 1~ 151 744 63 
CbIu 2'1 9 9 51 393 57 n .• ... 3 5118 8,090 .1 
Hoogl""lJ :13 20 31 IiQ 4 96 ... 7.5 70 3 164 1 - 114 13 IiQ 38 •• 86 7.7 50 17 85 10.000 e 
t ;1 lfa 311 11 15 14 ( 14 "" 1.0 13 8911 1M 321> 

f 
J.- 113 64 ID 164 115 1.00 Wi 6.2 67 86 1,100 '7'If -.,. 36 6 11 12 3 • ... D.I 33 1 231 2 -- 28 13 27 72 7 911 D.I D.. 56 88 87 2 
SiDppoI1I II! 11 20 40 5 1.«) n .• D.a 18 II 71 1Ii -- 31> 5 7 8 4 Sf 1.0 1.0 44 7 &71 3 lr - 26 8 9 6 3 98 n.. lQ.O 62 33 600 DO 

J 
lfo1'": c.wc pcttOti'atlon " ... than 0.5 fN1' "*lit! 'i>TR ~ctrtl'~;··;-.;;~'O~05-';;; cent> ~~:;;.- ;;«'~-~e . 
• Benh'!9' IhdIo Df~" 4 UK publication whJcll glVn Information on the tntln fat more der..1t ihan on other oountrlctl. tlt1$1WI1 cxpJido the ~~ ... Jabna ooJy; .. Tokyo &: o.u ...... 
SOI1 .. mtll; I 8mn~ M~ Din!cwry. lm; ~ Zenlm:' EuYOPl' MiJrkel Me(lf(J. FClCts, 1m; " BID World 0u:UJC!. 1993: 
, E\U"I3ttlOftitm' 1992;' OAAA. • 
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Table 19.4 

FLnibOity: UmeJir 'I.; local JD.UUt 
~ Im.lIId 1ICC8ptaIICa; 

blghbelkwablltty. 

Slat life; paar ..., ... ,,­
qudty; .... p ••• Inng 

n rlie·8 

(jnmbnwe IigIIt. 80UDd IDd 
JDOCioD;~totlle_ 

111gb ~OD: high ftMICb. 

mgllla_Jed _; 'IIigIIl 
cJutter. .... I"V ....... "­

.'ed' H. ' ' . ., . 
...... .... high geoorapbic IDd 

demograpbic seI&cti.It,. low ..... 

High ..,g' .. ..., ond demograpbic 
selactivit,. credi!JiIiI:r IDd pautige. 
bigb-qaaIity PC • .. ·'it··i loa(IliIe; 

good p .... "mg rew.! "i. t 

f'lexiNHty; bigh ftIIPM1«'r"·De; 
low CCIIIC; IowcompeCil:ioJL 

AudIo PIli "lie:. oalr .... 
atteDt.ioa than 'J'Y; ... h" i .. 
Loag _ put I _1IIId a...; _ 

_ cm:"Wion; 110 ..... IDI _. 

ofpa ,. 

Ito .d5 m 1111 aUvil, ...... N 

Hmihtttre$ 

IIIIIdia plumer uldmately III!dIM wblcb ftIbicIIII! gift tile a. ...... 1i:eqwIacy 
udlmpactlortlle ...-,: 

Media p1lU1D8l8l1aft to cowpute tile cast per tbouuDd ~ JMdIed bJ a 
veI'Iicle ...... 1IIltImpIe. If a fuII..page. lom:Q))our advartlftment ia 'nit .... r 

__ S3O.OOO ud ita ntadanbip i.e 3 mi1Iioa people. tile cast at,..,...... ... 
gIDlp at :t,IIlO pa!DIB ill ebeut £10. 'fila _ _ .. II-w' III II! '_ w.t 
mq coR oaIt' £20.000 IIut IlIIIdl 0Dly 1 mi1IiOD ~, SIitIDQ a ..... 1* tIIoa-
aDd at about £20. The IIIIIdia p!auDeI: would ....... mag-- bJ ..... per 
tbowIaDd ud fInoar tI!D8e mage,'_ with tile .... coR 1* tbowIlDd lor 
.-hj''jJtIqj8tCOlllllllMD: AMjtIonallt'. tllellladia p!auDel:ron ...... tUCOIItat 
PlClCI'. jI'jJ .. lor M •• a.dia.. w--.li6w .......... mq ..... ..,-1Ittle to 
pr.'Od ..... 1Ia.ehy ...... ia1D4 .. 1liiy ..... ""llionc. MedIa __ .., _ .un I 
, •• "d,_ 8Ocua_ba'IIIIDIDDDtto.,.. 'bstU ..... 

Tbu tile IIIIIdia p111D118l _ baIe_ 1IIIIdia ..... __ ~ __ 
CWIa II!Ipect f8ct0q. I'InIt, tile pIaJmar sIIouId baIe ___ ISIIiDIt tile -ua 
'ft!IIde'll ........ qudCy. ..... a mobIIetel~ ad, hs& mauam.a~ 
hImIabigb:up.we9lllue; mag ___ .m.dll_pw_orwcodwoik ..... 
IiII!iIIo WIIlIld lIaft • Iows8Jll>OWi6 '¥IIuL Secaad. tile mIIdIa pIaDJIIIf sIIouId 
tlOIIlIIdar .......... _".dt.. Pel 'ar, at Vootat. .... ........,.., IypIcaIIJ PlY _ 
.. '""" to ... tIBl daBn• Weat __ 'I"hift1 die,.... tIlIIDI*t _ 
tile veI'Iicle'. ecitoIiIl quaIq. ..... .... n ..... die JIJIIendal no.. ud WlllllIbwd 
~ Burope __ crecIibIe IDd PI rt%li'OJI tha.u d\it "-oatd\it JI1tadIl 

DECIDDlG 011 IDDIA TlJlDfG. AIIIICbar .... I... II1II _ be ... 
00"'.1" tiJDInu: bow to IIChraduIII tile --1IaiaO _ tile _ at a.,... 

I ~..,.. at • produI::t peU in """"""* ud dIqp in Ifarch. Tbe Iiml em 
..,.ita at .. 1isiDg to ilIIow tile .W pall.". to ~ tile II .... PI""" 
.. to be tbe _ all.,..... Mostlimlo do some ........ a! advertising. Bamrt do 0DIy 
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Importune Decisions in Ad9Imising • lUI 

adfertisement and "'" DOW aware of the brlUld. I!t by the difference in the 
number of CIIStomers who 81& 8W8I8 that the brand exists be6>re and aJter the 
campaign If tbeIe has been little inCIease or even a decline in brand awareness, 
the advertiser has to determine whether the reaaon is the poor impact 
achieved by the communications campaign or that CIIStomersfoI!Tet because 
of poor recall or inadequate advertising investment. 

The nature of consumers' attitudes toward;' a brand can be ascertained 
betme and after a """'P"ign An informative ad allows (XJWI1llIIBtS to lean! 
more about produet/brand benefits. If the message is poorly targeted, or 
CI'lIMOYS an undesirable or unbelievable message, CODSU1ll8lS ani 

antipa%betic towards the brand. They do not develop any liking for the 
product. Advertisers may have to redesign the copy to generate gmater: 
interest among customers or improve message content in order to enhanca 
the level of comprehension of brand benefits among tsrget customers. 

Consumers who "'" sympatlletic towards advertised brand benefits would 
manifest their favourable xeepoose in the fonn of ststed brand pnll'enmce. 
Similarly. before.and-aftcr (the campaign) studies would enable changes in 
consumer brand preference to be determined. Reasons fur brand rejection 
should be identified so that communication weaknesses can be redrsssed, 

An advertiaing campaign may be nsed to tum prsference among customers 
into mme definite iDtantiorI to buy. Again. this rssponse can be measured 
and changss in the levsl of buying intent may be determined. 

It is nsually difficult to measure the eales effect of a campaign. Questions 
such as 'Wbet eales are caused by an ad that increases brand awareness by 
20 per cent and brand prs{emnce by 10 per cent?' are not easy to answer, 
Sales or mal arc effected by marry factors beaides advertising. such as 
product liIa1:mes. priDe and availability. ODe way to _ the sales effect 
of edveRising is to COIJIPII.i9 past eales with past advertising expendltores. 
Another way Is tbrongb espertmente. For ""ample, to teat the effects of 
different advertising levels, Pizza Hut coukI vary the amount it apends on 
advertising in different market amas and measure the diffemnces in 
resu!ting eales km>Is. It coukI spend the normal amount in _ market -. 
balf the normal amount in another erea, and twice the normal amount in a 
third 8r8/I. If the three market areas are similar, and if an other marketing 
efforts in the area are the same. then the dIII'etencas in eales in the three 
cities coukI be related to advmtIsing legeI. Mole oompIelr experiments could 
be designed to incJuda ntber variables. such as differences in the ads or 
medlaussd. 

If the cu_ is IOldrlfslf with the brsnd lie or ... baa bought, this will 
lead to ~ I' ••• t • em another buying., ..... 'lb$ _ to wbIc:b 
6dwrtising or a spseifia 'remindar' campaign affects rapest purchase is 
difficult to __ because of the difficulty of aaparsting _ tile immediate 
and long-term eIIects of advertiaing. 'Before..and..aJter' type studies and 
cootroIIed ex:perimeDta can be used, ncnrttdess, to detent changes, in 
porchese and usage frequency. Again. advertisers sbould obtain COIIBUIDeI 

feedback to increase tbalr understanding of the impaot of communicatiODfl 
on repeat purchase. Advertising may not be blamed fur non-repeat salas due 
to the nature of product consumption: fur asample. consumers got bored 
with the _ product and want variety. In this ease, advertising is not 
po_1ful enougb to mest that deaiIs. Few of us would relish tha thought of 
surviving on an unintsrrupted diet ofJlclnfe beans, Heino soup and Heins 
sausages an year round! 
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Organizing_'I1._ 
DilIimNit OflI""iu''''''' b1IIIdIe adi6itlodug Ia 'I. _ ..,.. III __ ... 
De. Hlia.M "",iM •• _tiIILg migIIt be be"" by .. II ..... 
II( IIWIaII:iDcJ ~ Larva" ...... IIIigIIIt _ap ad_II I II cIepIn h 

wboooe job it is to _ die ad_1iBiDv budget. wadt with tile ad .-:r'" b1IIIdIe 
deeR dispIa,. and CIlIa ad_~ not drme ." die -a-cr. ua.t Mi, liw, 
JIIIIIIIl Q( IaIga, tend II> _ outalde lIII-tisIDo ........ , tbotJ oIiII: __ 

• AgomcIw ... apeci ..... wIlD .. ' •••• , "* ....... 'W· ..... N 
II I ,ii, eo_lhe wadt) betIer lila • '"*4-"'. _ ..... 

• AQenc'- briDg an 0UI8ida pointf1 ..... dwiag •••• ,hi". iF'; 
togo!dw with ,..... of ~ 110m WOIt.iDci with diIJeM4 c:IioImI ad 
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..... lee ...... Iwl ;I .... cI II_gee_ ... '7 .... to btIIId. ...... 2 
00"1P"DieI 1be .... m tbe8e .~ IMDe-Qi ..... 1IJIP 0Iaap,. ... hhe 
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.......,.... andjA8pIIliag>placlagand--. ......... A ......... ....., __ .. 
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Figure 19.2 

towan\s paying a straight fee OI a combination mmmjosion and fee. Same .... 
tying agency """I1:"",oatlon to the pariollllaw::e of the agency. ad campaignll. 

'l'beIe is anotbar !lend affactIng the agency mm-. Many ageacies .... 
aaaldng growth by diversifying into related marketing ...-. These diversified 
agencies offer a 0IlI9-SIxlp shop • a ClODIPlete list of integrated IIl8.Iketing and 
prOInofum services under one roof, "'dnd'ng advertising, salea promotion, diteot 
markating and markating researoh. Some bave added markating consulting, tsIe­
viakm production and salas training units in an effort to become full 'markatlng 
partnars' to thnir diems. Some comparue., favour buying marl<eting serviceo from 
a consolidated 0Itlft0St0p-sha. Reckitt 8< Colman, a Brltish _ of soaps and 
bo"seboId poIiabes, IIw:gsr King, the reataurant obaiu, S.C. Johnson 8< Son, which 
mskes houseboId prnduots, and German Pharmaceuticals linn Baym AG haw 
re1ied on a sD>gIa agency ather than many. '!'hose companies argue that there are 
a IIUIIIber of benefits to be gaiued from uaiug one agency: it increases their clout 
with the ageaey; it is more efflc:Ient to deal with one 'contreotOI' than with many; 
it greatly simplifi&s the advertising for l:hnir products, including gaining ths 
oonveoiance ofhavingto negot;iat& fees once only; it ensures thet their marketing 
will be consistent worldwide; and a big international bmed·line agency can halp 
carry good ideas into many country markat. quickly. 

However, many agencies are finding that adwrtisen do not want much mota 

from them than traditional media adYert!eing lIIIfVi<>eB plus diteot markating, 88Ies 
promoUoa <IIld so_ public relations. ~ <"""I an, may want to keep a 
few agenciss on can in a state of perpetual oompeIition. Some, like Coca·Cola. 
seek aeatiwl vadety. so they IIC8ttoeI the work to IIlIIIlY di1ferent small and IIIIge 
agenciss. 0theaI sud1 as Proctar &: Gamble, Unilever and lieItI6 tendad to keep 8. 

'club' of three to sis ageDCies on call to COYM one agency'. weak spots by drawing 
on the 1_ of another with more talent in a particniar market or service. Tbus. 
many agencies hew _Ily dropped unrelated activitiea in Older to focus more 
on traditional...- or tbeIr core ~. Same haw even started tbeIr own 
'cmatiw boutiques' • smaller and mote independent agencies that can develop 
cmaIive campaign. for clients free oflarge agency bw:etwi::racy.17 

International Advertising 

We hew discu...,t edvertiaiug decisions in ganeral. lntamational ~ 
face IIlIIIlY complu:itlns nO! encountered by dOIOestic advertisers. We define • 
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iDtemetl!mal or 'IIIOddwide idM1IIIIiu III: ........ dIIIt ,._ • ---. cr_ 
a:; r Ii.' _ tiiI_ of .. f/IlDdII ar ___ fit _ diID __ ~ .... fit 

diliaiWIC paIII ofrbe iIiGrJd. -
WbeD d.-.elllJ "OJ ~ far ~ ft.> iii .......... of. baIiII 

__ mast be mnPderecl 

Standardization or Differentiation 

Tba fiIIIt i.-« 111'.'" tire degnIe to wIIIc:II ~ UaaId be '" i .... to 1111 
1IDique c!ww'8Iillla of. yllliowl COUDtIJ D", •• , s......, __ II ..... 
............ to 8IIpJXlIt tlreir gIobaIlnDdII with IIiPlf ...... Ti I wwklwidll 
atiYeetiaiag. Tba """""" of _ tor IItaIIduIi.s ad ...... -.-. _ ... 
cuJ.t.ure..hoaad • pmdDct or .-ice ill. tire buJIDCJ beIIaYIour of. I n. tile 
competit;ioD, aad lIatioDal ..... aad III\I1IIatioDI All u.. factan __ ...... 
tile ad-I:iaiJ4CD11il1i11A1t_ bordam 

St"l'dintiution JlIl)ducN IIIIIIlJ ........ IUdI .. __ ad .. tioIb¥ -. 
gnoater ~ of global id'NrtiaiDIJ eIIarta _ • _ ,. ! I I lIIIadII: 
wide compMJ 01' product ........ "we,a, lUDdaidi.MLw .. .... : t· 
Molt importaJdIJ. it igrIans tile fIIlt tbal: -*' "' •• ', DOt'" _ tile 
CODti.D.eIIts. but. Il1o witbi1l 1IQl-mr ' . f 'IladIag .. ..illooI. IUdI 
.. the ltig .WU umoa. difIIr gmadJ ill their en ..... c, ., ..... 
eo !Uw"';': cooditioall P&Il-1wopead ........ Iar _ ....... ;. ., II'" I t 
...... of. tire l!lh ctdturaI cIiftnity .. n6Ic.1ad ill tile .Ii' !'Ii ill (.a:' :: 
""'"""'" language. tram.· .. muaic" heIiaII. .,.... .ad r' " .. ....:lQ ........ 
1l8tioDa. fnlDIea\IJ. tire EDgIilIb bII'fe ....... ill c ....... with tile AliII1raIIau, ....., 
live em tile oppllilll IIida of the globe. dam with tile a.-ar .......... tIIIir 
cloHr neigbboon. CuIImal cIIlIotwM:w ..., ..... _ AlIa '".1''''i00i 
(.Ie!,,,,! !_JncIomIsi ... _ ................ 0.-_ ..... ,,_ 
tbeJdo UIOIICJ __ BIImpeaD ....... for ............. JWJic_-
£atmia, Lam. _ r ithuwa __ far &am beiDg. c "" ...... with __ 
diopleyiDg diffel1lDt Iaugueges. QlLIlIIIICIae _ • i *1 ....... . 

Altlwjgl> id'NrtiaiDIJ" gee migIIt be ..... dised, tIIIir u 
_ be, .. euIJme iDftrIabIy ch.llIl_ ..... • ........ -* 
nrYI7 ill !vRIpe IIIIIOIIV 210 pllD-Eut", 1111 IIraIId .......... * it tIIei • 
IDIIjodty (51 petceotJ ....... it io dl.fficuIt to ....... ad .. tioIb¥ ••• at 

Molt iIlIIImatiollal ~ mast iN "' •• tIIIIII!: gIDbeIIy. but. .. kaIIr. 1'ioer 
dInelopgloJllll ~1II.fliUbtb.tbiflllJef!i ""'_1' ! ·,lDtbIir 
worldwide ad.,.1isiug eIIorti. TbaII tbeJ adapt tbeir ad.............. ID 
mU:e u.m _ I_p:aasi .. to «Ml,e ........... *' Ii ...... IDc8I 
1'IM""ie'-, ID IIIIIIlJ -. .... wbeII .1ItiDdml m l1li io 1IIIId, I I'· .,.. 
_ -latced to millet local moadIlIIIl c_ tIlqIiCl ....... 

For .... aae 'a' fila FlaIled .,.. .. _+it II IIiIIIIII; is ,& e! 

worldwide. with oaIy lIIiIlor adJnA-- Iar local cdIIIIII. .. 11m 
~_ • teIIIIiI tbeIIIe that .... woddwlda 1fIIIIMI_II I. -I • 
__ with gIIIIIIIIiI: gaad Ioob • __ 1IID _lIioom II ¥ .. 1IID I.aliII 

A"""icea Of -. hlJogp trail......... _I !all IIaIo II mot 
IImguages. ID tile IIDgIIsb ........ b ,e. ,.., ...... ,..,.. OK ......... 
wbeIIou ill tire German ...... it's "Or".. "'" 0tIm:.... U e. __ 
11IbtIa. ID tile AlMric:ea ad. Uler wilIDiq"'lIiIlIdI, ,.., ... _ tile _ill 
oeIebIetI!m. ID otIm .,...... lie Iia¢Ir 'lIigIl fiwM' .. ."..., puID¥O. ,.. 
.-: Iumpeaas do DOtjQcp _ tile _ Ulerwilllilllg.& --. 

ID coidnIlIt, l'adIIi l'al CompaIIy .... M(jM .. __ r • '" .......... ..., &am 
COIIidIY to COiWI1'1 
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Print adS In Germany simply show the Parker Pen beld In a band tbat is 
writing a beadline - 'Tbis is how you write witb precision.' In tbe UK. 
wbere it is the brend leeder, lads empbasizel the mrotic pmc8SII8II used to 
meke pens, such as gently polishing the gold nibs with walnut chips ... In 
America, the ad campaign's thE>m& is status and imagE>. The beadUne. are 
... 'Here's how you teD who's boss', and 'l'bere are times wben it bas to be 
Parker.' The company considers the different tbemes necessary because 
IJt' different product images and ... customer motives in eacb market." 

Succeuful stendardized advertising is most likely to work for capital goods or 
~bwriness marketing, wbere t&rIJetS are more bom.oIJen&0U8 in their 
Deeds end buy the product for the same reasons. For example, wbether it be a 
European, Asian or American construction company, the purchase of bulldozer. 
is governed by similar sconomic rationality (for _pie, productivity, Iifetima 
cost of runni.ng the equipment, parts delivery)- C0nsum8r-goods advertising is 
1eas amenable to cross-cultural standardizetion, However, considerable sim!· 
larities are found In segments, such as tbe world's rich to wbom lifestyle good. 
and brends like Cartier, Montblanc. Mercadss and Hugo Boss appeal. Similarly, 
youth culture across the gInbe may be targeted witb a common message. Brands 
such as Nike, Pepsi and Jeep are advertised In much the sarne way globally; Jeep 
has created a woddwide brend image of ruggedness and reliability; Nike urges 
AmeriCSllll, Africans, Asians and Europeans alike to 'Just do it'; Pepsi uses a atan· 
dsrd appeal to target the world'. youth. 

Several basic conditions favour a standardized approach: 

• Product or brand values offeted to consumers and as conveyed by tbe 
advertisement are similar In every targat country. 

• Target customers in each country have similar expectations regarding the 
product end tbsy do not differ In tbe way thay evaluate the product. For 
example, business alrIIne _Is' espectetions of airline ServiCllll are 
virtually the same In all countries, 

t The terget groups In _ country are bomoganeoue. so that slmIler media 
can he ueed to reach tbern. 

t The advertised product is In tbe same stage of its life cycle In every country 
merket. Different meuages and executions are needed for tbe product that 
is uewiy launched Into one market and one that is already In its growth 
stage in another. 

f The brend is a true 'megebrand' with a stroI1Ii positlno in eacb msrket as 
_0 as the advertising budgst _sery to support it in eacb market. 

• The edvertielncl idea must be transpOIteble (unl.versaI. functional appeaJa, 
fantasies and symbols, fashions, movies/televislnn, international celebrities 
and CIlIIent events traval better than cultural values such as idiosyncratic 
lifastyles, habits and spa:ts and leisure activities. local accents and 
language, and endorsements by local celebrities), 

t The different countries can support tbe same advertising style of executInn, 
or the company's preiarred style can be accommodated In each COuntry. 
Many European countries find tbe display of emotions In American ads 
ludicrous, and wbsreas lifestyle and glamour work well In the United States, 
Inuovetive, modem and ettention-getting styles are better received In 
Frence. Humour. subtlety, understatement and irony are favouted In the 
United K'mgdom; while in Germany. rational, descrlpti: .. e and informative 
e.mcutions wiD not go wrong. 
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less positive about C<IIltralization as tbey have to respond to cultural ......... 
and!egisltmnn. .. 

The IlIQdes used by !lIms ftlY. Some... ' r ... _ 1:igbt oontIOl from the 
centre and exeeutionary obanges fur local cu1ture and conditions are close1y 
monitored, as in the cue of UDilever's Lever Europe. Some corporations, like 
Ne8tle", gnwt local ~ some degme of freedom to ~ adverIIslng 
Within broad straregic guideline, but _ central directives 011 agencies and 
media buying groups. Yet others, such as Heinz, have tended to give local manage­
ment total autOllomy in both strategy determination and local implementation of 
product and advertising straregiea. 

Worldwide Advertising Media 

The international media comprise an eztaasive mix: 

• Nf1W1IP8P8lB. FutiIr and mom efficient circulatiOil is poesibIe With new 
.... technologies, such as satellite printiog, which allows advertising copy to ha 
... sent by satellite to the printers. Many international newspapers (e.g. 

International Herald Tribune, FinsndaI 'llmeS',Asahi Sbimbun, WaIl 
StreetlAlliall WaIlStreetJOlII'DII!l am printed aimuItaneously in more tban one 
(l(lmItry. In general there have been enormous developments in local and global 
press, and more newspapere have. gone global to reach specific audiences. 

• ll"ll"zjIwr There am some netional and intematiOllaljoumals whicb CII%IJ' 
eds that target raglonal, international or global customers (e.g. Fortune, 
Newa/waeIt, Thne, '/be E_I~). Women's magazines, such as 
Cosmopolitan, B1Ie, Vogue and Harper'1l BaItaar, are printed in different 
editions fur readers in different target countries/ragions. And there ere other 
international magasines sucb as Reader's Digest and men's magaZines like 
Playboy and Penthouse. 

• Proj'etIIJional IIIld tl!lClmical 1Dl1guille$. In Europe alone, there are mote 
than 15.000 titles, and the number is rising yeady. 

• CInema. Thill Is a relatively popular medium fur reeching younger viewers, 
such as teenegers. In devBlnPing and _ ds'eIoped natiOllS, cinema 
remains important. 

• TeIeWIIoo. Tbare are few country markets wbare television is not avaUBble 
A or wbere advartlsing is not carried via that medium. Satellite and cBbkt .,p. opportunities have aspanded enormously and SCIl!IIeratad the use of TV fur 
~ advertising. A few Btations - notably, CNN, NBC SuperCbannsl 
and Eumeport- are ~ intarnatiOllal11Jl1diB channels. Other 
imamatiOllal TV channels include Uow JooetIs EuropeIIIl Business News, BBC 
Woddwide, Rlmmberg infnnnatjon's TV Eurnpe and NBC's CNBC. 

• Q.wfoQr adV81 tIsing IIIld transport advurI:isIng. ThIs medium is used 
throughout the world. In the weetam developed markets, advertisers 8111 

expanding their repertoire of outside 11Jl1diB (e.g. park beocbes, trucks, talis, 
bus stop shelters). This medium Is uaKI u an a1ternati"fe In cases wbere the 
product category cannot bs advertised on TV, as in tbe esse of tobacco and 
alcoholic products. In some countries, such u IndiB and the PeopIe's Republic 
cl.Chlna, outdoor advertising has become more important. 

• Inllllllcti ... mm!l!!mication med.is. Interactive systems, such as videotasl 
and pay-TV, am gaining importance as cBble TV continues to develop. 
Flaooe's Minitel, fur example, offers over 3,000 different services to 
SlIl:Iac:tibsIm. 

(Ii' 
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tion of data to help pan-European media IeSe~PI. More recently, pan­
European _aroh projects such as !:be YlUIldelovieh Young Adult Europe study, 
the Pen-Europeen Television Researcb Gtoup (PETAR) end the Europeen Media 
and Marketiog Survey (EMS), a syndicated nlSearoh project funded jointly by 
adM:tisets. agerries Iltld print Iltld 1V media, axe generating a range of data thet 
will help media planners go SOUle way towards building more effective campaigna 
across Europe as well as in individual territories." 

International adve<tisers also face the pmblem of media availability. Media 
avaUabUity differs considerably from country to coUOtry. Some countries have too 
few media to handle an of tba adverrlsing offere<! to tbam. Other countries _ 
peppered with so many media that en advertiser cennct gain national coverage at 
a fMSODable cost. MIlI8()I!9f, media quality also diffelll aexoss nations. For 
example, in most advanced economies. tba ezistence of blgh-quality print media, 
a weII-deve\oped outdoor billboard market and professional radio and 1V atatinns 
offer blgb.quality 'environments' for adverrlsers. By contrast, in many developing 
and emerging markete, such as Ruasla, media quality has been one of the barriers 
to rapid development of tba region's advertising industry. . 

Intematinnal media buying is changing rapidly. On the one hand, global 
edverrIsers heve concentreted advertising budgets. They have the power of scale 
~ of the revenues they generate for thy media. Tbay are in • position to 
mquIte their agerries to negotiate the ~ prices for them. On tba other hand, 
there axe just tba few • Isrge and powerful - international media corporations, 
which, given their cross-ownership acmes different media and countries, axe in a 
str:oog~ to influence prices and the outcome ofnegotlations. These media 
empiras can offer multimedia adve_g, one·stop media shopping and even 
multimedia discount opportunities. So. for international advertising. prices must 
be negotiated. PrIoes may vary graatly per country. For example, one source 
sbow:s that, for television, tba cost per tbousand to reach housewives in 16 
European countries ranged from ecu6.37 in Irellind to ecu35.5 in Sweden. n 
Another survey suggests that, in tba Scandinavian COUDtries, print media domi­
lUIte as an advertising medium. with two in three consumars poUad voicing p0s­

itive atthudea towards print advertising; only one in five held the sarna opinion of 
1V advertising. Tba preference for the printed word has important implications 
for advertising media choice." 

Thus, firms that advertise their products in different country marknts must 
decide on wbat media to use based on a consideration of their targat groups, !:be 
budget avaiIeble and an understanding of the media SCIIIlII and relative media oost 
efficiencies in these countries. The media planner must research tba market 
adequately. AItbough this could be a difficult task in some countries, such as the 
......... giug euIBm Eumpean. Russian and Baltic markete' wbere there 8%& few 
research serW:es, investment in gaining as much local insight and basic irnowi· 
edge about tha media helps firms to avoid disasters. For e.xample, one agency in 
Finland produced a print campaign for the Baltic states whose effect was based on 
colour contrasts. Unfortunatsly, Latvian and Lithuallian newspapers do not print 
in colour and tha agency bad. to eome up witb an entirely new carnpelgo." 

IntemationalAdvertising Regulations 

Countries also differ in tba extent to which they regu1ate advertising practicea. 
Many conntrlea heve estansive ays!8mII of la .... restricting bow much a oompany 
can epend on advertising, tha media used. the nature of adverrIsing clalma and 
other asp!CIS of the edvertislng ptO\j.tlIiIIIUe. FIr """"'P'e. toys cannot be adver­
tised on 1V in GnIece, France hans alcohol advertising on televlsioll end at sporte 
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Sales promotion (0018 

TAlIGI!TS 

Sales force Coupons 
VoucbeIs 

Competitions 
Free samples/gifts 
Bonus scheme 
Events 

• Points system with 
gift catalogue 

Consumer 
Club for high achieftrs 
Reduced-price peck 
Extra-value pack 
Coupon 

Commissions 
Demonstrations 
Competitions 
Sweepstake 
Premiums: 

Free with peck 
Free on-pack 

Club for repeat buyers 
Money-back guarantees 
Joint promotion: 

CompJimentary product 
Voucher with cash 
value 

Free mall-in • 
Banded pack 
Collector __ 

Trade or 
retailer 

• Credit/extended credit • 

with charity 
Samples 
Competitions 
Free samples 
Discount on bulk 

• Free services 
• Training 
• Club for special 

customers 

• 
• 

purchases 
• Discount for early payment 

Self-liquidating 
Trade-in offers 
Sale or return 
Loyalty bonuses 
Range bonuses 
RecijxocaJ buying 

Sales promotion includes a wide variety of promotion tools designed to stimulate 
eadier or ""'-marl!et _", It can be targeted at three _ within the dIItrl­
bution chain - the """"nne<, the trade or retailer and the companys _ force. 
Consumer promotions include money-off, coupons, premiums, contests and 
others. Trade promotions range from special dI""",,,,,,, free goods and loyalty 
bonuses to training. Sales force promotions include bonuses, commissions, free 
gifts and competitions. Table 19.5 lists the array of sales promotion ""hieles that 
apply to each type of sales promotion target. 

Reasons for Growth of Sales Promotion 

There are several reasons for the recent rapid growth of sales promotion, particu­
larly in consumer markets: 

• Sales promotion is increasingly accepted by top management as an effective 
sales tool More product managers are using sales promotion tools to support 
their brands, in the face of mounting pressures to increase current _. In 
mature markets, manufacturers are striving to maintain market share 
through a balance between longer-term 'share-of-voice' gained from 
advertising and shorter-term incenti""s for the consumer. 

• The company faces more competition, and competing brands are less 
differentiated. Competitors are 1l8ing more aud more promotions, and 
""""'''"''''' have become more deal-prone. 

• Advertising efficiency has declined because of rising costs, media e1utter and 
legal restraints. Sales promotion used in conjunction with other 
rommuDications, sudl as direct mail, can offer a more cost.-effective route 
to raacb target consumers. 

consumez: p .... 
SaleIJ proIfJotion 
desigJledtostimulate 
consumer purchasing. 
includJng .samples, 
coupons, _tea, pricelr 
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tmde «r retailer) 
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togain_support 
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b8egoods,co-oparatille 
atlveuiair:v, purb, money, 
andoonV8Dtionsand 
Irads sbawB. 

sales ..... prorootion 
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advsi '&g1"J118 to use sales promotion because they caooot afford to match the 
large advertising budgets of the marlrst leaders. Nor can they obtain shelf space 
without offering trade allowances or stimulate consumer trial without offering 
consumer incentives.32 

Despite the daogere, many consumer packagad.gooda companies have had to 
use sales promotion more than they would like. Recently, however, traditional 
brand leaders like Kellogg's, Kraft and Procter & Gamble have been putting more 
emphasis on 'pu1J' promotion and increasing their advertising budgets. They 
blame the heavy use of sales promotion for decreased brand loyalty, increased 
consumer price sensitivity,. a focus on short-run marketing· planning and an 
erosion ofbrand-quaiity image. 

Same marketers dispute this criticism, arguing that the heavy use of sales 
promotion is a symptom of these problems, not a cause. They point to mere basic 
causes, such as slower population growth, mere educated consumers, industry 
overcapacity, the decreasing effectiveness of advertising, the growth of reseller 
power and businessls emphasis on sbort-run profits. These marketers assert that 
sales promotions benefit manufacturers hy letting them adjust to short-term 
changes in supply and demand and to differences in customer segments. Sales 
promotions encourage COIlSUDI<lrB to try new pmducts instead of always staying 
with their current ones. They lead to more varied retail formats, such as the 
everyday-low-price store or the promotional-pricing store, which give consumers 
more choice. FInally, sales promotions leed to greater consumer awareness of 
prices, and consumers themselves enjoy the satisfaction of taking advantage of 
price specials." 

Kales promotions are usually used together with advertising or parsonal 
saIling. Consumer promotions ere normally advertised and can edd excitement 
and pulling power to ads. Trade and sales force promotions support the firm's 
parsonsl selling process. In using sales promotion, a company must set objectives, 
select the right tools, develop the best programme, pretest and implement that 
programme, and evaluate the results. We will examine each ~f these issues in 
tum. 

Setting Sales Promotion Objectives 

SaIes promotion objectives vary widely .. Let us take consumer promotion. firat. 
Sellers may use consumer promotions ·to: (1) increase short-term sales; (2) help 
build long-term market share; (3) entice consumers to try a new product; (4) lure 
consumers away from compatitore' pmducts; (5) encourage consumers to load 
up' on a msture product; or (6) hold and leW.ard loyal customers. 

Objectives for trade promotions include: (1) motivating retailers to carry new 
items and more inventory; (2) inducing them to advertise the product and give it 
more shelf space; and (3) pareuading them to buy ahead. 

For the sa/esJim:e, objecrives may be to; (1) prompt more saIes force support 
for current or new products; or (2) stimulate salespeople to sign up new accounta. 

Objectives should be measurable. Rather than stating that the promotion 
aims to increase sales, the objective should be spacific about the level of increase, 
who the main targets ere and whether irlcreeEd sales are expected to come from 
new triaIists or from cunent consumere who are loading up or bringing forward 
their purchase. 

In general, sales promotions should be consumer relationship building. 
Rather than cresting only short-term sales volume or temporary brand switching, 
they shou1d help to reinforce the product's position and build long-term relation­
ships with customers. increasingly, marketers"'" avoiding the 'quick fix', price-
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Salu promotIoDS In European countriu: what II permitted and 
what Is not 
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sa/f-l/qllldatIQg JII'lIlIIium is a premium sold below its normal retalI price 10 
COWIIID*S wbo request it. 

Advenising' speciatitjas are useful anIcIes Imprlnted with an advertiser's 
name and given as gifts to COIISUI1IerII, Typical items include pens, calandars, key 
rings. matches, shopping bags. T,sbiIt8, caps and cotTee mugs. Such items can be 
very effective. In a _t study. 63 per cent of all COD8Wnet8 surveyed were 
either carrying or wearing an ~ speciality it8m. Yom thIm tme.quaners of 
those wbo bad an item could NCaII tile ~vettisets name or m IJ" before 
sbowIngtile item to the interviewer. h 

~ Iewatds am cash or oIber awards oIfemd for the regular ua of a 
certain company's products or semces, For ezampie, airlines offer 'frequeut IIyw 
pIamf. awarding points for mIIas tra'Mlled tbat can be tumed in for flee airline 
trips. Some international ~ IiIII& Holiday inn and MamoU Hotels Iiave an 
'honoured guest' plan tbat awards points to _ oftbeir botels. 

Point.of-purcbaae (POP) promot.ioIls include displays and demonMratlona 
that take place at tile point of pwcbaae or sale. Uufommately. many IIItalleno do not 
like to handle the hundreds of displays, signs and posters they x_iva from manu­
factuIers each year-Manufacturers bave msponded by offering better PCP mat­
erials. tying tIlem in wltb television or print messages. and offering to sat tIlem up, 

Competitions. sweepstakes. lotteries and games give COIlll1lDl8Ill the chance 
to win something. such as cash, trips or goods, by luck or through _a effort, A 
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priee~_ 

-and°llill" 
count. 00ltI:!I!al ' 
mercbaQdi... ~ 1fw!l$bi1k1 
items, ~..., goodIo, 81!1 ' 
Jar in Gennaoy, B-. towels, ••• p,ijjs end T­
sbirts .... mora pPpuIar in Spaia $!a PmtugaI, 
wblle in 1'razIce, i11B peDS. IlghtenI _ Watches. 
In Italy, brand 8S1Iooiadon is imponut - if the 
mernbandise features a designer .... moog­
ni:a:sd brand name or • football club. thOIt ~!I!lcea 
are that itwillbEI well ~. 

MsdJa COIIU 1I8IY signifioaNly. Marteters 
_ take eare PDt to put 1IlOItey-olhOUeber8 in 
publications that..". worth less th!I!l the voucber, 
slnca dishonest sbopk!lepers will simply l!ieep the 
newspaper or cut the coupotI8 out. »aud is a 
pmblem too. In poorer COUDtI'ies. if lin InceDt1ve 
is wortb~lbr. people will cheat. 

To achieve SI1CO$/ISfUl European promotional 
campaigns, I!IaI!lIlJ'l1'I have to cany out aecurate 
n •• iid:L Achieving _ies of scale with 
global brands and consistent campaigns may be 
aI:I:ra<:tiv&. but insnfficient. Sum fid Eunlpe­
wide promotions are invariably built around local 
and natjooal crlterla as opposed to being pan­
European or globeL Other experts. however, 
&Igue that firms eon mix the two in the face of 
mass C"_izatKm in many msrlI:ets, where the 
maes is the ewe idea I1l' ~tagy, wbidl is CIJS. 

tuniw:l to suit different markets. For 81!AJ11p\e, 
Schiiieppes tome devised a COO!. theme besIId. on 
"" \lII!II8.'l'd9JaI Punruit, wbIcb they called 
Sdiq!.II'Jb, In »ance. tonie is a soft drink. wblle in 
the Ulllted Kingdom it is a mixer, in Spaia a 
refresbment and in G<mrlaIiy a 'sophisticated' 

~./ii;. 

~. 

thabrWl: 
which is 
phone-in 
and the 
»ance. 
meant. 

exp!Irts, who 
business and 
aV!lid costly 
Gamble distltibut 
ahampoo 
on!yto find 
boxes !I!ld 
stalliIl 

Mcn:e -ntlf. 
Sale. Promotion' 
feaentiD!l the 
Netherlands. 
Ftance. Deommlt, 
been WI>lking 
ernIng sales 
Europe. This 
as members 
lations for 
ing altogether 
freedom to 

competition calls Ibr consumers to IlUbmit lin entry - II jingle, guess, snggastloll -
to be jI!.dged by a panel that will select the best entries. A swll8jllltdb calls for 
consumers to submit their names for a drew. For a Jot£8ty, consumers buy tickets 
wbk:h _ their nsmes into a drew. A game ~ 00!l!lI1lMm with s0me­

thing. such as bingo numbers or missing letters, everytimethey buy, which may 
or may not help them win a prize. 
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CONVENTIONS AND TRADE SHOWS. Many companies and trade assool· 
ations Ilt@Onize conventions and trade showlI to promote their products. Firms 
selling to the industIy show their products at the trad .. show. Vendors receive 
many benefits, such as oppm:tunitles to find new sales leads, contact customers. 
introduce new products, m .... t new customers, seli more to present customers and 
educata custome"" with publications and 8UdiovisuaI materials. 

Trade showlI also help companies reach many prospects not reached through 
their sales forces. Business manag .. rs face several decisions, including which 
trade showlI to participate in, hew much to spend on each trade show, how to 
build dramatic exhibits that attract attention, and how to follow up on sales leads 
eIfect:Ively . ., 

SALES CONTESTS. A Kal6s cantaat is a cootast for salespeople or d .. aIe"" to 
urge their sales force to increase their eIl'mts over a given period. Galled 'incen­
tlve programmes', thes .. contests motivate and recognize good company 
perlmmers, who may receive mps, cash prizes or othsr gifts. Sales contests work 
baat wben they are tied to measurable and achievable sales obj .. ctives (such as 
finding Dew accOllllts, mviving Did accounts or increasing account profitability) 
and when employees believs they have an equal chance of winning. Otherwise, 
employees who do not think the contest's goaJs are reaeooahle or equitable will 
not talre up the challenge. 

Developing the Sales Promotion ProgIamme 

The marketar must decide on the creatiIIe idea and the mechanics of the pro­
motion. The creative idee concerns adding some kind of value to the product. It Is 
often diflicuh to gener_ aD innovetive idee Which sets a sales promotion apart, 
since it is easy for competitors to copy price reductions, free products or gifts, and 
in-store demonetretions. The marketer must ensure the promotion genuinely 
offers estra value end incentives to targets, that it is not misleading, and that the 
firm has the ability to honour redemptions. If not, the campaign could beckflre, 
exposing the firm to hed publicity which might damage its reputation and brand 
image (see Marketing Highlight 19.3). 

Some of the large consumer packaged-goods firms have a sales promotion 
_ger who studies paat promotions end uses pest experlance to decide on 
incentive levels to adopt. Many firms also use marketing companieslllld agencies 
toassistthemindesigningandimplementingthesalespromotioncaropaign. 

The mar~ must also set conditionsfor participation. Incentives might hs 
offered to evsryone or only to aelect groups. For example, competitions may not 
be offered to famWes of company persoonel or to people under a certain &gill. 
Conditions, such as the proof of purchase or do&ing date of die ofier, must be 
clearly statad. 

The marketar must then decide how to pmmota and disliributa tIM pro­
.II'lOCion programme itself. A money-off coupon could be givan out in a package, at 
the atore, by mail or in an edvel1:lsement. Each distribution met bod involves a 
different level of raach and cost. Increasingly, ~rs are blending sevsraJ 
media into a total campaign concept. They must eleo decide on tbe choice of 
medIs used to announce ths sales promotion programme: 

ConsIdar a bxi cnmpaoy which plans to launch a campaign to promote a 
new health snack product. The peak purchasing period for health snacks 
is usually after the winter, particularly Christmas, indulgence period and 
before summer. It schedules TIl and magazine advertising to coincide 
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with this period. Some of the magazine advertising is used to annollllCe a 
competition and free health booklet. It also plana a trade promotion to 
sustain rataller awareness and to ensure they stock up for demand. Sales 
ton:e incentives ere also plannad to holster the effects of the trade 
promotion. 

'!be duration of the promotion is also impottant. If the sales promoticm 
period is too short, many prospects (who may not be buying dnring that time) will 
miss it. If the promotion nms fIX too long, the des! willlcse some of its 'act now' 
ton:e. 

The marlo:ater also muat clecide on the rasponse .meofw:Iism: that is, the 
nwtemption vehicle to be used by the customer who takes part in the promotion. 
'!be ewer it is for the customer to respond to an offer, the higher the response 
rate. Immediate gratification • for example, a price reduction, or a free gift 
attached to the product on offer· often yields a higher response. If the incentive 
requires further action to be taken by the consumer • for instance, to make 
anotherpurchese or to collect the requited number of tokens In promotion packs 

, ~ post these off to claim a gift or free product· the redemption rate can be 

Finally, the marlo:ater muat detelmine the sales proIlllltioD. bw:Igat, which can 
be developed In ODe of two ways. '!be markater may choose the promotions and 
~ their total oost. HamIver, the more common way is to use It percentage of 
the total budgat for sales promotion. One study found three serious problems in 
the way companies budgat for sales promotion. First, they do not consider cost 
eli'ectiv...... Second, Instead of spending to achieve objectl.ves, they simply 
extend the previous yeats spending, take II parcentage of expected sales or use 
the 'affordable approa.ch'. Finally, advertising and sales promotion budgats are too 
oftenpreparedseparate!y.·l· 

Pretesting and Implementing 

WheDever possible, sales promoticm tools should be pratested to find out if they 
ara appropriate and of the right Incentive alze. Consumer sales promotions can be 
pratested quickly and Inexpensively. For example, consumers can be asked to 
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• ~ Ja/at/ons. Maintaining relationships with .shanlboIdets and otIIers 
In the fiDaDeia! comDI1IDity. 

• DevaIopment. Public rnIat10Ds with domms or _ of non-profit 
orqaniaations to gain financial or volunteer support. 

Public reletions is used to promote products, people, places, ideas, actlvitlas, 
orqSDizations and even nations. Tmde associations have used public relations to 
rebuild interest in declining commodities such as eggs, apples, luiIk and potatoes. 
Even DAtions have used public relstinns to attract more tourists, foreign invest­
ment and intemational support. Companies can use PR to manage !belt way out 
of crisis, as in the case of Johnson 8t Johnson's masterly use of public leletions to 
save TyIeDoI from eslinction after its product-tamper ing scare. 

Public relations can bave a strong Impact on public a_ at a much 
Lower cost tban advertising. The company does net pay for the IPIICe or time in 
the media. Rather, it pays fi:>t a staff to devainp and circulate information and to 
manage avent.. If the company develops an interesting story, it could be plcIIed 
up by several different media, having the same effect as advertising that would 
cost a lot IIIlIte money. And it would have more credibillty tban advertising. 

Ilespita its potaDtiai strengths, public relations, !ike salas promotiOns, is often 
dascIibed as a marketing stepchild because of its limited and scattered use. '!'be 
public reletions department is usually located at corporate headquarters. Its staff 
is so busy dealing with various publics - stoclcholders, employees, legislators, clty 
oIficials - that public relatinns proqrammas to support product marketing 0bjec­
tives may be ignored. ~, marketing maDAgers and publlc relstiOll8 prac­
titioners do not always talk the same language. Many public relations practitinnsrs 
see their job as simply commWlicatiog. In contrast, marketing managers tSIld to 
be much mom interested in how advertising and public relations affect salas and 
profits. 

ThIll aitnstion is changing, however. Many companies DOW want their public 
relations departments to maDage all their activities with a view to marketing the 
COIIIpaI1'f and improving the bottom line. Some companies ere setting up special 
units to support corporate and product promotion and image making directly. 
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objectives to be achieved (for instance, awareness creation, knowledge dissemi· 
nation, generation of specific publicity for target groups) and the specific target 
audiences. 

• Ghoosing Public Relations Messages and Vehicles 
The organization next selects its major public reletions message themes and tile 
PR tools it will use. Message themes should be guided by the organization's overall 
marketing and communications strategies. PR is an important part of the orgao. 
ization's overall integrated marketing communications programme, so the public 
relations messages should be carefully integrated with the organization's adver· 
tising. personal salling, direct marketing end other communications. 

In some cases the cboioe of PR messages end tools will be clear-cut. In others, 
tile organization will have to create the news rather than find it. The compaoy 
could sponsor newsworthy events. Ideas might include bosting major conven· 

... tioruI, invitingwell·!mown celebrities and holding press cooferencas. Cresting 

... events is especiaIIy important in publicizing fund·raising drives for non·profit 
organizations. Fund·raisers bave developed a large set of special e1l8!lts sucll as 
art exhibits, auctions, benefit evenings, hook sales, contssts, dances, dinners, 
fairs, fashion shows, marathons and walkathons. No sooner is one type of event 
created • like walkathons • than competitors create new versions, such as 
readathons, bikeathons end swimathons. Whatever next? 

• Implementing the Public Relations Plan 
Implementing public relations requires care. Take, for IIDIIIple, the placIng' of 
stories in the media. A fIl88t story is easy to pIaoa, but, uofortunetely, moat 
stories are not earth sbattsring end would not get pext busy editors. Thus one of 
tbe main assets of public relations people is their personal relationships with 
media editors. In fact, PR professinnels are often former journalists who know 
many media editors end know what they want. They view media editors as a 
market to be satisfied so that editors will continue to use tbeir stories. 

Evaluating Public Relations Resulls 
Public raJations rasuIts are difficult to measure because PR Is used with other 

• 
promotion tools end its impact is often indirect. U PR is used before other too1s 

.. come into play, its contribution is easier to evaluats. 
The easiest measure of publicity effectiveness is the number of exposures in 

the media. Public reletInns people give tile client a 'clippings book' sbowing ali the 
media that carried news about tbe product and a summary such as tbe following: 

Media coverage Included 3,500 column inches of news and photographs 
in:Bl publioations with a combined citouIation of 79.4 million; 2,500 
mlnuts. of air time on 290 radio stations end an estimated audience of 66 
million; end 660 minntes of air time on 160 television stations with an 
estimated audience of 91 million. 

The summary would also give an indication of tbe cost of the time end space had 
they been purchased st curreot advertising rates. 

This exposure measure Is not very setlsfying, however. It does not tall how 
lIIartYpeaple actually read or beerd the message, orwhat they thought afterwards. 
In addition, because of the media overlap in readership end viewership, it docs 
not give information on the net audience reeched. 

Public 1IeIations • 833 
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dren growing and IIIQnitoring plants In their own 
gardens, was CIII'ried out In conjunction with the 
Society for Nature Consemmcy Council (SNCC). 
The nther concerned tie-ups among its dealer dis­
tribution points and the iocal SNCC office, which 
Involved building an owl sanctuary and protect­
Ing abluebell wood. Such PR activities have served 
to relnforoe the cODlpany's cmporate identity. 

• Internally, staff have tuiiy.n" .• ~ .jae Idea 
and various departments .. 8kut _ 
relevance. 

.. 
To be a successful sponsor, the linn must 

meet certain requirements: 

• There are clear marketing objectives. 

• The objectives can be fulfilled by SID •• oI," 
• Legally, the coatract is watsrtigbt, and bas 

been vetted by a lawyer or a specialist In the 
field 

• The staff are prepared to walk bard to make 
it a success - the launcb of the campaign is 
the easy part, the hard grind comes later. 

The linn should deaide its spo "'" .. Np t;uget: fur 
example, sports, the erta, a national event. It 
would do well to seek the advice of consultants or 
specialist bodiss In order to decide th!lllest spon­
sorship area that matches its ohj9fltives. 
Importantly, sponsorship can bring good results if 
used In conjunction with other elements of the 
communication mix. 

SOIJMCt.-S: l.oudlaWI-".*a.~,,,, __ ~ 
(M,reh I<>9Z), pp. 30-3; 111M")' 1IccIeo, 'Why lI1Ib!IIIon to put 

on hn3rd the spm!tul"8htp hlcycle', ThcBumpetm. (6-12 May 
1()<)4). p. ::!{). 

A better measure is the chenge In pmduct awareness, knowledge and attitude 
reaultlng from the publicity campaign. Assessing the change requires measuring 
the bcfore-end-after-the-eampaign levels of these measures. Finally, sales and 
profit impact, if obtainable, is the best measure of public relations effort. If edver­
tisIng and sales promotion were also stspped up during the period of the PR 
campaign, their contribution has to be considered. 

Increasingly, companies - high-media-profile CIIgIIlIizations such as banks, 
food, chemicals and pharmaceutical firms - are Investing In longer-term media 
tracking to help public relations managers to design and implement more effec­
tive PR programmes. They amploy specialist media analysis and evaluation agen-

Act, 'es es ,or PR consultants to conduct In-depth media analyses that go a long way from 
...... counting or press cuttings and measuring column Inches. 1nsteed, the 

analyses, which Include coverage In both electronic and print media, identify 
issues and public peroeptions about the organization's reputation, products and 
services and those of their competitors, aa well aa tracking legislative initiatives. 
They generate 'management Intelligence' to determine the effectiveness of an 
organization's PR activities and to help fmwaId planning of communications and 
customer/public relationship building,lncludlng how management should react 
In a crisis management situation. For example, the charity organization Bamado's 
conducted media content analyses throughout its l50th anniversary year to iden­
tify if the public's perception of Bamada's was consistent with the modem aspects 
of Bamada's work. The charity was .... RNKI that people still thought of 
.Bamada's aa an outfit that runs orphans' homes, whereas the laat one closed In 
the early 1980s, and they are now tackling modern childcare issues. By systemati­
cally traclling all reference to Bamado'. work currently in the press, the organiz­
ation found that the analyses proved that its initial strategy was working and no 
changes were made to its campaign as a result. When Shell UK faced adverse 
publicity over 'the disposal of its defunct oil rig, Brent Spar, Shell hired experts to 
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Key Terms 

Couptms 1!22 
Discoum 826 
FIequeocy al4 

PublIc teIatlons 83) 
Publicity 83) 
PuI$ing 101 

AdwrtisiDg '193 
Advertising cqewli>ia' :D....... 794 
MNItising sped_ 823 
Allow"""" 826 Informative advertising 794 Reach 003 
Gash _ offers (rebates) 1!22 IoIodia, impact em 
Comparison advert:ioing ~ 

__ em Reminder acl'nltilillg '/95 

Salsa ""'" promotion 819 
SaIeI 11i.1i.* daD. 818 
Samplea 822 

""py) 794 PiItWiJiige l8WlIlda 823 
(;anermer pmmotIon 819 
C".m.mwM 'lo*wI,q-..buildiDg' ...-823 

Persuasive advertising 794 
Point-ot',purobase (POP) promotions Trade (or -l promotion 

819 
ContInuity !O! 
Copy testing 808 

823 
Pmniuma 1!22 
Price pack. 1!22 

Discussing the Issues 

1. Compuison ad.mising is IIIIt pemlittad in ..... 
..-mios. What "'" _ of tile benefit> mI 
dui.- o! oomparioao advertising? Which baa 
...,... to gain from using -"""" adoertleing - tile 
leading' brand in • _ or a lesser brmI111!/1ly'1 

2. SumJyo &bow Ibat many people "'" ... pIical of 
ad.mising claims. Do you mistrust adveltising1 Why 
«wily not1Wbat _ --. do to __ 

"""""DIt1? 
3. What _ coli fur ~ in .... advertlolng 

media _1 WIIat, -. call fur _1IIICh? 
How can you _ one wilbOtlt sacrilicing tile 
_ or inCl9aaiDg tile _sing budgut'/ 

4. An ad _ !bat Bnmd -r. billCUits are tile 'moistest, 
cbewIest, _perlectly __ Ibe wotId bas 

ever tasIIId', 0lIide from __ lIIIcuIta. You 
happen to prefer another _ o! lUcuIto that you 
tbink is moister or _ than Brmd Y. Is tile Bnmd 
Y _ faIoe? Sb:luId this type <1_ be mgulated? 
Why or why not? 

Companies often run adwltising. asIse promotion mI 
pnbJic relations efforts at Ibe same time. Can their 
811orto be __ 1 __ a _ might 

evaluate the -.I:i_. of _ eIamerIt in this mis. 

Many ell·'>._- 819 apending' IDX8 011 tmda 
promotions and cnnsumer promotions than on 
advertising. Why do you tbink this la .. 1 Is Ileavr 
$POIIding on asIse promotions • good IInIt8gJ fur long­
ISImprolits?Whyorwhynot1 

Applying the Concepts 

BIIJ a IIImday _ mI sort tIuwgh tile colour 
_tIoIng ao:I """""" _. Find &HMiq_ tbat 
camI)iDe ad.mising. solos prmnoIion BDdI« public 
mIatk:m. For iDIta:ocet .. TD8!I1factt.m!r may lUll a full~ 
_ ad!bat" iIlcIudes. __ inti:mnetIon 

on its ........... of a cIwity ~ 

Do you tbink tbeoe approacbas using multiple 
tools ore -"' or _ effaotive than a sirIgle 
approach1Why? 

• Tty to find ads fttm two dilect "",ii,,-It II, Am 
tbeoe brands using _ promotional tools in 
_ ....... 1 

Lookout for two cummt_ ada tbatyou_ 
are perticuIalIy effaoI:iw _ two !bat you fool are 
ineffective. 

llescrihe pnociselp wily you feel tile better ado .... 
effective and explain wily tbe ineIIective """" fall 
olxlt. 

• How WIOIIkI you imp'ove the _ effaoI:iw ada? It 
you tbink tbey .... too poor to he _ .. ,ed, write 
an .- lid lor each, derocriblng wily these WIOIIkIbe ___ 
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Case 19 

Diesel Jeans &: Workwear: 'We're All Different. But 

Aren't We All Different in the Same Way?!' 

Malin ,\"iI$SOfi. Anki 8jo$lriim. Allneli Zell 

aad Thollla .• Helgesson* 

DURING TUB oiL CRISIS IN 19'78. the idM of a uadentaJ:k called DIelIeI came 
to Rsnzo lbIso, the IIDIl of an Italian Iarmer. To him Diesel repmsented. 
something that everybody needs and always will oeed. Tie kept tbis in mind 
until 1985, when the mal Diesel story began. In tbat ysar he decided to 
produce and sell clothes that be himself liked to wear; clothes that repre­
sented biB lifestyle. His wild and masculine 'Renzo Rosso style' is what 
DIelIeI Jeans 8r Workwear is all about. It is a way ofliving ... 

Gut Your Blu8 Jeans Cla 
Bhte jeans are the _ sooc '!I alotbes ""'" invented and the worid's 
Iargeet clothing companies dapend on them. Why bas this 'all American' 
workwear become the global uniform? Sociologist John l'iske trIee to 
explain. He ODe<! asbld a cissa to write down what jeans meant to.eacb of 
tbam. He got back a sat of staggeringly uniform results. Jeans _e 
Anwlcan, informal, d_lea, urriseli: and appropriate in town or country. 
Wearing them was II sign of freedom from constraints on behaviour and of 
class membership. Frae was the won!. most commonly \IlIed, usually 
expressing 'freedom to be oneself. By wearing jeans, Fiske'. class were 
expressing their 'freedom to be themselves', yet 118 out of 125 students 
were 'being themselves' by wearing the same clothes, jeans. With everyone 
wearing the same cIotbes, peopiie who _ re811yfmc go one step furtbar to 

• Ualmatod Uoivermy. __ 
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...... tIlemsehM. I!!riprs -vr-r-." __ ,1IiP)IiU lid 
OMS, s'inheads DeW _, )limb damaged -. IDdiIII lin _ ... 
IJI1IIIII8 sbahbf _ • but they aII_~. 

YufIIaD BohNM Up 
JeaIs _ 110 IDDgar as IIIIibm, or dIeIp. as they used 10 be. • o-ic 
jeus. fouBdatlon of the Levi 8tJlluss and WtaugIer .'.4, ... _ • ' , 
00UJItlJ. t:O!!!DI!!!!!I', IIIIi8aJr. -t. traditioGel. ',""",nginIIJ aDd Am«'-(! .. 
But DDt 80 !lesjgnerjaans. on- rMrIwd Ii!air.mth __ ~ 
Shami Abm8d e:d!ibited hill MancIIeI'Ier-mada. dhm_tLlhJdded, Joe .. 
~ oosti.Dv £19).000 II pair. In COIItrut to gaaerlc jeans. d ;11"*" 
mea ... m.......... city, IOCielIy disdDctiYa, (usually) fe' shri".. ...... 
cootempOnIJ. lillllllitmt aDd not AmedcaD. So transient aDd ~ ... I! ., 
_ Joe IlIaggs jeas tbat the IlIIDII& ebl!DgM twIiIIft times II J8IIl ad ... 
Indian cdl:hter Bdan Lara pm-.. Ii!air 3'15 aad 501 ... 'l1l1I ... 
_1II!DI8d .. Lara'll record·breaIIiDg bettlIIg IICI'II88, a1though Lt!II'I II not 
happJ about the Joe llIoggs 501 ume. 

Jeau .. DOW not 0IIIy l!igb fashion. buttbe fouadatioD for many _ 
Wi;" • .Jams _ theuuilwili of the .... cuIbmt. ad J.diI!g" " W', 
aucb as V-. Wwtwood, Gaultier &lid Lagerh'eId. CIlIIOIIde tbat ... II 
_ a --r SUOOV 'buIlbIe up' eBact ...... the SIl1IIIII8 Ja.s fashion 'l\lp jMJIa 
companies 'buIlbIe up' in the _ way 88 .... fashjou do. Shami Abm8d 
&lid R8moo ~ ... typical of the ..wiring 8111:nip11ilWo1Jn who _ Mdino 
the way in Europe's dyn8lllic aad Rriad fashion IIII!dI8I. ad ia_ 
8IIIODIJ these bu.h ....... is ~ Diesel Jeans. \YQd:;'=, II 11.'11_ fIma 
tbat aims to II9IIItelIB Lavi'II aad me- the wodd'IIlIO, 1 ~ I""t. 

~ Ccia:IIpt 
To __ fDr lIIao. you bave to UJI'IeI"p,III the Die8aI a'."" YClll .... to 
iImI DiaaeI &lid d.89oIe your Jilt to the «.'''''"'Y. This "'",omy apirit ~ 
the whole orgllDilletioll aDd is presumably the _ for DiIIIlI _ 
For """"DJlIe. DiaaeI is pmbabIy the 0DIy company ...... III ftIIIPIo!'Iu • 
... the 11!8II8II8III81lt -. _ DiaaeI clothes. 

a- baa managed to create II muJtinatione' CllGiao OIl; ofDielal. • 
IIIiDCN& is applQldmately L8.000.ooo million aDd dIiIIg. • )II1Jfit ...... 
of betW6&D to and 15 per C8JIt is almost III .. lineltad in the .. ,'HJ, This 
IIIPIIae Diaael1I8l"J SUOOV fin'!Ddelly. Todat, DiaaeI is DO, 2 in Europe .a.r 
the AmaricaJI jeaDa-gieDt Lavi'II. Its goal II to beco_1IO. t. 

Diiaaal II today..... I •• 1 in 68 00IIJtid0ie woddwlde. O'DII ,. a.ooo 
empIoyMs. 1IiO ~ at _ ~ at ..... , ... ...,. SIIIelI ....,... 
oweed CO'IIP""i*'" in DOItbam Italy C8UJ' OIl; about 70 per .. of ...... 
IioD, IIDII the _ II ..... UOUIlIIIIIIHo8l CCIUIItriM aucb .. HaDo ...... 
ftaiJudaDd ....... 

'ilia DiIIII (,., •• , '.'4wiM jMDI. ~ I Is'........ . 
ad bIIII8 for bath _ II1II __ 'III1Iss ••• hIIIt for 110 per .. of IliIIIIII 
JlRIductI. 'l1l1I ...mew IDcJudeo .. 11: .. =. IIiIII' _ II1II pw._ for 
_ DiIIIIIIs pmdtm .. acid tIuougb 1IIIDII-pictoId IIQIIIIII.. IIIII ad 
."'*idillilll Fnmebistao is not popIII.r .. there .aliltoflalingODlllBll of tile 
"0"." pUiIe. .. II ..... ' IIDII tnIinBIgdthe iuI ....... w! iliill.Wilkil .... 
liN. 1be I ii' • Iulve a Jot 10 Ilw lIP 10. 'fIIIIy ..... to _ ..... .., die IIiasIl 
_pi; aDdallldad18S tbaiGoweil with DiaIIal. 

DiGsaI baa 0DIy _ III!opa of !til -. ... Ie .... ad die atMI" Ia 
StnQ:bolm New __ in Paris, Rome II1II New Yad< wIIIllPIII __ ,... 
_ strategic _ for DpIIIIingthe lint _1JagIhip ..... in IItGRI!oJIa 
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IWd Bedin. Geonany is Diesels 1argest lIlatket: 25 per cent of production is 
sold there. Sweden is seen 81) receptive to new fashions end useful for test 
marketing. Also, Diesefs vice·president end beed of international 
IIlerketing, Joban Lindebely. is Swedish. Togethsr with local ad""rtising 
agency Paradiset, be diIects an Diesel's marketing activities from hi. 
Swadisb beadquarters. 

Diesels Adwnising 
Lindeberg and Paradiset eJaim that much of their marketing llUcc:etls derives 
from their lack of respect fur lIlarketing strategies and their trend-setting 
advertising. Adverts IIIC sent by courier.post from Paradiset to distrihutors 
in other countries which decide the local IIlerketing arrangements them­
selves. Local distrihutors spend 5 per cent of their turnover on national 
1Ilarketing, while Diesel spends 7 per cant of its tctaJ turnover on inter· 
nationals such as JIt'fV and.Sky Sport. 

Paradiset has two idaas in IIlind when creating an advart; The ad should 
be conspicuous IWd also contain an irenic massage. Diesels advertising is 
tugeted at modem intelligent people. Diesel often makes fun of current 
myths, as, for """"1pIe. in iIs 'How to .. .' campaign. In this campaign, one 
advert sbcwed the cranium of a girl sucking on a clgeratte. The test reed. 
'Hew to smoke 145 a day' end 'Man, who needs two hIIlgs anyway?' This 
rnaesage caused lIluch controwrsy in the United Stetea, where Dieael was 
crit'icized for encouraging young people to smoke, 

Rosso bas his own wsy of running a company. He follows his own path, 
Ignoring conventional marketing approeches - IWd It certalnly wOlkeI DisseJ 
bas great growth potential. Rosso believes that, in the long run. a good orga­
nization structure is much more important tban good advertising. According 
to Rosso, a strong company is one 'with strong collaborators'. This requires 
work tbat employaes enjoy end, above all, work tbat they find interesting. 
'When you trust your own and your collaborators' intuitions, feelings IWd 
iudg8llleDts, IWd not only text-book theories: says Rosso, 'then you bave 
reacbed the Diesel feeling.' Since Rosso owns 100 per cent of Die.I. he bas 
his hands free to do whatever he wants. To buy other compeniea or to be 
Jisted on the stock ezcbange is not 'the Renzo Rosso style' and neither would 
be leeve MoJdave. The compeny's vision is expressed in its slogan: you need 
DisseJ 'for successful living'. 

QUESTIONS 
1. How does the advertisfng for geDMic end designer jeans differ? Can 

one hrend IWd advertising CUlPeign stteddie both markats? 

2. ExpJain Joe Bloggs' cholce of Lara end the £150,000 jeans as a way of 
promoting the brand. Ala twelve ranges a year really necessary? 

3. What is the controversial style of Diesel's advertising trying to acbie",,? 
Do you think it is effective? Ethical? Appropriate for all markets? 

4. How does the centralized natore of Diesels advertising fit the 
entrepreneurial style of tbe company? How can the advertising be 
linked in with the rest of the marketing mix in tbe many markets and 
distrihutors thai Diesel serves? 

5. What explains ~ choice of Sweden, rather than Italy, as the base 
tor his international markating activity? Why choose an agency and 
Jocation outside the London IWd New York heartland. of modem global 
advertising? 



p. Can 'die II.- ..., 1ItyIe' he .......... 1iID tile ImIDd llleatil;f .. 
tile lIIheJ:tiaiDv useci? How wall .... 'die a-..., IItJW III U. 
DIIIIda t#. tile jeua IIWIlelIlJld why? 

,...,.... ............ ....,.ac.l 
- __ -. 1" I r ... .AIpaiIr_a- c . HIIII:-
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SECTION 1 

An introduction to international trade fairs 

General 
Trade f.m. are o!pi1iud gatherings of buyers 
and sdlm tstablished precisdy to create an 
environment when: the two sides can meet and 
estabIisb communication. From the pmpective 
of the buyer. a trade fair presen .. an 
opportunity to meet with many vcuIo .. at " 

single Ioation. For the sdler, it is an 
opportunity to introduce a service or product to 

a new markd. Companies generally participate 
in international trade fai .. fur one or more of 
the fullowing reasons. 

• They attend as visito .. to view the 
competition, ....... the market and develop" 
list of contacts fur later fuHow-up. 

• They participate as exbibito .. to raise 
awareness, develop contacts, take orde .. , 
maintain a market presence. and introduce 
their products or company to the market. 

• They attend to find an agent or distributor or 
support existing agents or distributors. 

• They participate in pand discussions, make 
presentations or give one of the many 
worbhops that are pm of any trade fair'. 
agenda- (By securing a speaking invitation, 
companies can increase their profile in • new 
markd.) 

Trade fairs can be classified in MOns ..... Y'. 
Some trade fai .. are narrowly fueused on a 
specific industrial sector or type of product. 
wbiI. others wiD address virtually any type of 
busin .... Some trade fai .. are exbibition. at 
wbiclt participants display what they have to 

offer. Oth ... are real markets at wbiclt those 
attending are expected. to make purchases from 
participants. Most trade fai .. fall under one of 
the fuUowing headings: major general trade fair. 
major specillliud trade fair, second:uy trade fair 
or consumer trade fair. However, it'. not 

uncommon to find" show that is a hybrid of 
two or more of tbese classifications. It's always 
best to check with show management to get a 
clear understanding of the fair's environment. 

Major ........ trade t.lno All kinds of 
consumer and industrial goods a... cduDited at 
general trade fairs. They are open to the public, 
but blLSine.upeople also attend. The audience 
may be internatiooaI. national, regional or even 
provincial in scope. In many foreign markets. 
this is the only type of trade fair available. 

Major .ped.l;.....t trade t.lno Designed 
primarily fur business visitors, trade f.m. of this 
kind may also admit the general public, nsuaUy 
fur only pm of the time. They are specialized 
by industry or trade sector (e.g. fOod or leather), 
or sometimes by market (e.g. health care or 
education). The audience can be either 
international or national in scope. and tends to 
include peopleli:om various levds of trade and 
industry. If a firm is trying to enter a market, 
tbese trade fai .. offer an cxcdlent oppommity 
to find an agent, importer or distn'butor. Firms 
established in the market can often use tbese 
trade fairs to support rep .... ntatives by giviog 
them the oppommity to make contacts with 
industrial buyers and retailers. COMDEX 
(htlplll ........ .comd.ar.com) is a good """",pie 
of. major specialized trade fair. 
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$eo , 'T ........ r.u. Most IIIIde Iioin &II 
under this C3 g...,. Although they do DOt rank 
'Iridt die major IIIIde fain, Iher C3D Ix -r 
importmt in !heir ""I"""iw:1icIds. n..,- iDdude 
...., tp""ialjml ahibilioas Ihot ..., ...a....I or 

C¥m jnmnorioolal iD scope. as ..dI .. -1 
regioaaI mel pnwincial sprciaIjpd exluDitions. 
1hq _ WIUaIIy rcmic:IM lI> bua ..... .w-.. 
mel IIIlIIIf of die regional or pll1ri.ncia1 
exluDitio ... _ aimed ..,.....man,. at .-ilers, 
Soft_.1d (Iaapc1Iwww.oufi: ... U oq;) is a 
good c:wnpL: of a $0. Maryllllde fair. 

c. ........r.u.n....."""'u_ 
iQRDdrd primarily for die genonI public. -... 
from die il"maI;"" __ or from YUious para 
of die CIHUltt)'. Yuh ,.,....,a lI> die proclucu 
........... m- tn<k fairs may Ix gamal or may 
c:a:r ro specifio: __ of audiena: iD-. 'i>u 
may Ix &miliar wiIh Ioc:I "home shows." 
which WIUaIIy sho_ botjldiog procIucu mel 
home~ ... """cugemdto 
ind.i'ricIwd """",!lIaS. 
fa this guide. _ will ....... on die proa:a you 

shouJd W- if your firm iIItmds lI> partkipon: 
ill any type of IIIIde &it, H_. _will 
emphasize die compIo .itiel of mmdiog a IIIIde 
&it ill fUI inlt'.f!Ullioaal smiog (ouuidc of 
Nonh A.......;.,.). n..... "iII-nonaI IIIIde 
Iioin" C3D Ix -r Iarp: gadIcriogs mat cImr 
........,~ mel prof ;, .... 1 bu)oa$ from 

IIIlIIIf muntria. A """ inmnatioaolllllde &it 
am tqlitkDt a tmntadous opponwUtr for a 
firm lI> dcwIop businas ouuidc North 
~ 

fa peroI. imaaationalllllde Iioin ...., 
iahaaady""",,"""'man do-x 
cdIiI>itioos. ",die ..t.ramaga mel 
disodYmcages of ........ 1KlI' _Ix weipcd 
c:n::fUBy iD acIvanc:e. Ia facr, you shouJd hold 
olf crhibltiog at aQ iIIwnational tn<k &it until 
you _ .....dy "" bunch • ckdicmd "'P"'" 

I· i de :111"'. It ,.. .. _ ( .. ' ..... if 
you _ lady roapon_ 
..".,. I • 'ee". I' mel 
c:ompIcw die I!spcwt R..ti 'DiIc". ). 
'i>u may waDt lI> begin by """"'iDg a ...... 
01' nationalllllde fair; die. ~ _ .. 
~ man iaw ·rio ......... fain, ..... 
they am you aQ uppot-a., ID .... up ""'-
ahibitiogyour "", ••• " produas or $OIYias 
ia an inl

,,"" • .., ~ 

Ia maar fOnip COW 8 .. ieo, die IIIIde Iiir is die 
_Ii •• all taed.tocfoE ....... ,. Ch'p 
Many of dle.1ioin ....... Iaog IU", lieI ..... 
_.. .... from ........ die p.tx.1a 
-1 iDdusuieo, dIe._ ._ ....... -. 

The <::.:mer for Mil ....... I. f 1,Itae:ud. 
(CEIR) n:pocu that upu. of9O'llo of 
......... who make pil.' .... ;. ... .. • ..... 
.... Iiiro .. Iheir ... " •• , __ of 

inlimnaoioo (CEIl. Ro:poot nEII.lOGO), The 
CEII....., n:pocu that "" -hiWri- bit is 
"" .... ......, .. doee ..... IWd __ aII 
(CEIl. Ro:poot 1SM17. 1999). 

.... firmlt ... .haw" ., hlo begin a 

ckdicmd "'P"'" -' "oe ~ .... ..... 
JaIOIl 11) ,.ticipaat ia _ • - ....... wi .... 
Iiir is 1D ~ pruduc:t......., ...... 
u)Iim....." .iIIIR .... ia ___ ' "l"h&w: 
fairs ...., • .....,. efIi, ;, & • ..., ID fiad 

.... opt_ h"· ..... of ... INiI .... &ad CIIlt 

..... is "''1 iag ia die iadIosay mel ia 
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minimize the time and effort you spend to 

attract each new conw:t. Tr.ade f.oirs off'cr an 
important venue for introducing new products; 
tbq arc also an idcaI opportunity to publiciu 
product advanea and new ... mea, and to show 
how your company can solve your potential 
clients' problems. 

Trade f.oirs provide customers with m 

opportunity to touch your product and see it in 
action. You uswdly have • chance to ask or 
answer questions, and to determine the _ent to 

witich potential customen are int.teSted in • 
product or servicr. If someone cxp ....... intercat, 
you can foUow up with a meeting or visit the 
potential customer's premises. 

Trade f.oirs also give you. as a prospective 
exporter, an opportunity to check out the 
competition. A major gencral or specialized 
trade f.oir willlikdy atttact other compania 
involved io the seaor, so you can see what tbq 
arc offcriog and also observe reactions to it. 

InrcmatiotW trade f.oirs help compania reach 
new prospects whom the w.. force may not 
have approached. In addition, existing clients 
whom salespeople have not visited in the put 
year may come to the stand, providiog an ideal 
opportunity to re-cmblish • rdationship with 
the... clients. 

Trade f.oirs typially account for 22 to 25 per 
cent of the busincu market', promotional 
budget. second only to personal sdling. and 
ahead of print advertisiog and direct mail. For 
example, U.S. busio_ spend approximately 
US$9 billion annually on emibitoIl' trave1 and 
direct labour costs. and a further US$12 billion 
on acttW exhibit COSts. 

In rununary, the major objectives for 
participating in an intematiotW trade f.oir 
include mcct:ing new custom"",; ..tIiog your 
company's product or servia; testing the 
market', reaction to the quality, design and price 
of your ptoduct or semce; and glcaniog marker 
intetligence. It'. your company's chance to mccr 
decision-makers in a wdkstablishcd hllSio ... 
forum. The major benefits of inrcmational tr.ade 
faits ate further summariud bdow. 

• Potential customeIl can get hands-on 
experience with your product io a one.on-on. 
situation. 

• You can ...... your competitoIl' new products 
or services, and observe the public'. interest in 
or response to them. 

• International trade f.oirs arc a good place to 
mccr potential distributors and represeJlao.tives. 
These events offier an opportunity to ItICaSUlIO 

the perfonnance and product knowledge of 
existiog or prospective agents. 

• You can generate goodwill and Ii:ee publicity 
through an iorcrnational tr.ad. f.oir. Trade f.oirs 
can also enhance your corporate image. 

• Your presco"" at an inrcmational trade f.oir 
reassures existing clients who attend. It 
confirms your company', presence io the 
marketplace and pn:sents an idcaI 
opportunity to sdI new or inrproved 
products to commirtcd clients. 
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typically attended the &ir in the past, and 
2$Se$$ing the c:xtent to which the target 
audie""", and actual visito .. coincide. 

Some tndc &iT otganizers can break down 
visitors by tndc or indwtty, job fUnction and 
nationality. This is important becawe, when 
deciding to enter a &ir, you will find that the 
• quality" or na1ll.le of the audience-in terms 
of its business interests and decision-making 
authnril)"-lllCaJlS far more than the size of the 
totala"diena You'", not looking simply for 
numbers of poople, but fot numbers of people 
who fit your target profile. You can idenruy 
tndc &irs that attract an important 

"'Presentation from your target market, and 
assign them priority in conjunction with other 
corporate objectives. 

Trade &ir otganizers should also be able to 

provide a list of exhibitors. If your company's 
principal competitors arc not on the list, this 
may indicate that the &it is not attracting the 
right kind ofbu}'\'C. However, this may also 
show that the competition hasn't learned about 
this &ir }'\'C, and thctefo", it has potential. 

You should also be -= of the mix of 
exhibitors. Obtain as much information as 
possible about the exhibitors, and about the 
kinds of prndua:s and services they tend to 
promote. If other exhibitors do not provide the 
right conta£, you should think carefuJly before 
attending. Aim for a trade fair that focuses on 
products and serviCC$ similar to your own Ot 
that provides the right demogtaphic mix of 
attendees. 

Considering location and frequency 

Location is one of the most critical &ctors to 
consider when deciding which trade &irs to 

attend. Is the &it located in the target market', 
region, or in a region to which the target 
market win traVel? How om., does the fair tala: 
place? Is it annual or bi-annual? If the fair is 
held in different locations each year, consider 
which location i. most suitable for your 
company. 

Checking out a fair 

Before deciding which fair or fairs to attend. 
consult specific people for valuahle input and 
ask potential dients whether they will be 
attending that fair. You should approach the 
Canadian Trade Commissioner Service in the 
foreign countty that interests you, as well as 

colleagues, agents and disttibuton, and trade 
officers at the fnternational Trade Centre (ITC) 
in your home province. 

In aU likelihood, a few of these people will have 
attended the &it in the past and will be able to 

give you valuable feedback on the following: 

• previous Canadian exhibitors' reactions to the 
fair; 

• attendance figures for past y ..... and trends 
in this regard; 

• the typeS of exhibitors at the fair; 

• the cost of exhibiting at a parti<:uIu &it 
versw the alternatives; 

• the typeS of exhibits and common 
promorional tooLs used at the fair;" 
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Fairs are also publicized in trade periodicals. If 
you subscribe to trade periodicals focused on 

spc:cifi~ indumy sectors, you will be generally 
aware of the major IiUrs in your fidd of 
interest. You should also study peripheral ....... 
or seeton: that represent crossovers. 

Additional information on trade IiUrs is 
available through the International Exhibitors' 
Assocl.tintis Web site at hUpllIwww ........... 
This otganization promotes the progress and 
development of trade f.Ur exhibiting and 
disseminates trade IiUr information. It also 
conduas stUdJ .. and sur...,. on trade IiUr 
issues. A membership-based otganization, it has 
been providing information on trade IiUrs .ina 
1966. 

In addition. provincial ministries will have 
listings and information on trade IiUrs for the 
major industrial sectors. Canatlian trade and 
industry associario .... and the chambers of 
commerce !oared in many citi .. across the 
country. are also _ of most major 
international trade IiUrs. 

When you combine this information with a 
arefol assessment of f.Ur visitor demographia. 
you an determine whether a patticular trade 
f.Ur will allow you to accomplish your 
objectives. 

Finding government support 

C.anadian companies participating in an 
in=ational trade show with a government­
sponsoml booth will benefit from experienced 
roaching by DFAIT and from a root-shating 
formula that enables a small firm to patticipatc 
in the show at a reduced root while benefitting 
from the prestigious connection to the 
Government or Canada 

If you ate a quaIifled. lim-time exhibitor 
deemed "export ready," DFAITwil1cover 
approximately 50 per ~nt of your travd and 
exhibition rosts vi. the Program for Export 
Market Development (PEMD). Through this 
program. the gov.:rnmcnt shares your rosts 
through a loan that you repay only if you make 
sal .. to the targered marbt. These repayable 
rontributioll$ arc very usdUI ~usc one of the 
easiest and most effeaive ways to enter 
international trade is to participate in a trade 
mission or in an international trade f.oir. 
Activities eligible for funding include the 
foUowing: 

• patticipation in ...::ognized trade &irs outside 
Canada. 

• visits outside Canada to identify marki:ts; 
and 

• visits by forcigo buyers and foreign saIcs 
agents to Canada. 

You ~n find ap«iflc details on the PEMD 
program on the DFAIT Web site at 
http," ....... .lntOaport.gc.calpcmdI_ .... 
e.up. Appliations for this program arc 
a~able online and at the International Trade 
Centre in your province. 

Trade misoioao 
A trade mission consists of a group of 
businesspeople rravdling abroad rosether to 

facilitate trade by meeting fomgn rompanies or 
foreign government officials. The SI:l'llt<gy of 
the mission might be to establish personal 
rontacts with by dccision-mabrs in the target 
rountry. to gather information and marbr 
intelligence on opportunities and Prospects; or 
to promote the rompanies represenred in the 
mission and convinu the mission's bnsts to do 
business with those companies. For more 
information on trade missions visit 
http.llwww._gc.aoI-.LI ..... .htmL 
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C. fi ... ,m 
T",icaDy. Canadian pa1IJDCIltofficials 
c:oordiaam ..... oet up a rhem..f, multi-uDit 
ahibit opaa: for Can.dian """'P"nics caIIcd a 
Callad;'n I'mIion. When a /up poup of 
c:ompallia;om. a trade f.oir usiagthis Ihemed 
~ the tault is a -r,..mw pt_ 
• the 00. CoIOIlaq ew!DQ IIOWld the 
Caaad;'11 PmIioa "'" also 0IJ',IIIIiII0cI by 
Gcm:mment of Caaada officials to ...... 

compmla to ..- new aad c:sistiac dian .. 
Som!: ollhae coroIIaq- _ iadudc 
march_lcj,. __ ..... t"""f'liollS- As....u. 
Il1IOI:riag opaa: is oJra.d 011 m.. to ...... ,.... to 

do ",W ..... in private. You thouId tberefc>n, 
look for oppommitic:s to r.u irm>t-I in 
c ...... ian PmIioaa at in=Datioaal tr.IIde f.oirs. 

Now.,._ ... 
o..c1nJm~liwada."""" iom 

~in-""""""'mie""'" 
0IJ',IIIIiII0cI in Canada Som!:..... liD .. 
DPArr. New &pw .... to ..... S-
(NEBS) ..... N_ &.1" ...... 0-
(NEXOS). ..... New I:xpoa_ ....... 
(NEXPRO). a8"aal..,the I' , 
De. l'fm n~Baakofc...la(BDC)­

combiae iDRnIaiaa ia c...Ia ...... ".,. to 
the caaaa --. 100 c:aa Iir:d iab ........ 
DFAff.....-. 
JntpIIw •• IF. i." 
aad iafi .... Mlit.., ...... IOC. P & ms at 

JntpIIwww ... .. 
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Choosing a trade fair: Summary Sheet 
&fim registeringfor II trade fair as II visitor, ~ibitor or participant, tIM tht foOowing cNrt to 
mearcb tIM ntmt. 

When is me next """'t? 

How often does it • place (annually, bi-annually)? 

Is me tr.Idt: &it appropriate fur your business? 

Is the fair intended fur a general or a secror..specific.audience? 

Is it fur exhibito .. only? 

Is the general public permitted to attend? 

Is attendance by invitation or pre-registration? 

Will there be a Government of Canada .!pOmorcd "Canadian Pavilion· at the fair? 

What were attendance figures lib. fur the put few events? 

How is the &it promoted? 

How many attendees are ~ at me eVent? 

How many countties are represented? 

Who are the exhibitors? 

Who are the visitn,,/ 

What is me dominanr Iaoguage spoken? 
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Choosing 0 trade fajr: Summary 
Q J. ,., 

Lo- Ii .. 

Is it Ioc:oIccI in a -.. 01' cUr. 

2 



Choosing a trade fair: Summary 
Cmtt.imml 

What are the fees for participation! 

What or" the fees for mlting a stand! 

What are the fees for attending as a visilnrr 

• Me "'-' additional fees for _ding wodahops! 

What services are indud.:d in the cost of renting a stand? 

What is the cost of dearing stand rnarcrials through customs? 

What is the cost of services not supplied by organizers? 

What is the ... Sf of an interpreter, if needed? 

What connections e:xi.st between Canada and the location (for instance, flights)? 

• What is the best way of getting products and samp"'" to the &ir? 

What are the custotns and import regulations for the products being exhibited? 

Will it be easy to bring the goods back In Canada? 

What arc the lead times for applying as a visitor, exhibitor "r participant? 

What procedures, restrictions or dOQ1fllCllts arc involved! 
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SECTION a 
Planning for an international trade fair 

Setting realistic trnde fair goals 
CIady idculiCyiag the baiefits of mde /iWs is 
the 6nt sup in fOcvsiag oa dMir lmponaac:e m 
J'II'IU company. ownll pto.-ioa~. 
eon .... _dy, tt is the 6nt sup in planning for 
amdefair.. 

SoI!Xlllllful ....... ir-';;'''' in II fiair, lib ....,. ..... 
G'IOCIllm madoering a.acioo, dopads on II 
cuditIIr a>asicbd plan of action. A plan 
~ the whole &rt; it IOU pis ud 
~ beachma'" agairutwbidlm..........., 
mults. A IWWlIIlqinning is m ask, "Why 
sbouId the firm crhiiom Aad whar does the 
• ""'P"D)" scud m pia?" Pem.ps ...... 
impomont is the quatioa, "WIw crimia an 
we usc co JOC:UIIl'e sua::as?-

The following is " list of poaihIe objcai_ for 
""""ing II fair, with some _+ of Wll}'I 
that yow: firm an __ the _tm wbidl 
,.... hDe..mc...t those objeai-. 

Objectives: Measure of SUCC8$$ 

.... u. 

s.:.... ......... = 

s.a,.. .. = .......... 

1'1.: IIUIhhct of nia;,. - I tad 

Ca~a-__ • do(b pC 
...ticit.. Be' OR _......--OW~ 

The __ ud qu:oIily ofilli •• wina 
phacd 

C f.:r I" • '" 

FIM ............... ,.· 

I-.... _,... f .... ,..,._ • 

....... 'S-

..... --"-of· ... ' . • 'IS...-.l ~ -M-,,, :::d 

~ ..... , ...... -....... " 
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List all posoiblc objecliv<:s you may wish to 
achieve at a wr. then IeVicw the list and rank 
each obFive by priority. High-priority 
objecliv<:s might include making sales or 
generating sales leads, promoting your product 
and company, analyzing competitive product> 
or getring a genenI introduction to the market. 

1.JItimaIdy. one or two objectives will.tand out 
as being of primary importance. Therefore. you 
mould channel most of your wr-relared effom 
into meeting these objectives, because it is easy 
to lose focus at a trade fair. There are many 
typeS of vilitors, many acrivities and many 
opporrunities to explore. It is rberefore crucial 
to focus on your top-ptinrity objeetives to 

ensure rbar you succeed at the f.oir. 

You need a list of roalistic objectives in order to 
determine which trade f.oirs your company will 
attend. what importance the trade f.oir budget 
mould assume in terms of the _rail marketing 
budget. and what image your company wants 
to create at trade f.oirs. The list will also dictate 
the way you will measure the results of the f.oie 
and how you will pursue your follow-up 
strategy aftu the tr.¥fc f.oir. 

In addition ID the overall corpowc objeetives 
and realistic tatgeU you set for the f.oir. you 
need ID ... out individual responsibilities and 
goals for the people working at your stand. 
These sbould include the number of buUl" they 
spend at the stand. the number of hours they 
spend working the 800r outside the stand. the 
number of product demnnrnatin ... they give 
per hour and the number ofleads they generate 
perda)'. 

Establishing Q budget 

Although trade f.oirs can be ~ry 
succesdUI tool. for reaching 
potential clients, they are 
expensive and have many cost 

elements. Without a fixed 
budgetary target. it is easy to 
ov<rspend. So you must be well 
prepared for a trade f.oir to 
ensure your company maximizes 
the benefits of it. Treat a trade 
fair as a profit centre. like any 
other .ma.rkrting expenditure. 

B""-t<J~ 

M~ KNp in mi.ml" 

NIle of thwH" 4Nrmine4 
b:t tbe CElR: Btuinm-to· 

"",m- mmit ...... ""'" 
"" 'IIUfU:h IU 35% of tbeiT 
,.,,,,rHIl _rIrttting lnu/get 
.11 trtu/;: foirs 

At th. outset. establish a global budget for trade 
f.oirs. using as a starting point the total number 
of annual trade f.oirs you are considering. If you 
are new to the trad. fair world. speak to the f.oir 
manager and other exhibitors to get reasonable 
estimates of the various budget components. 
There are also full-service organizations across 
Canada specializing in selling trade fair exhibits. 
managing pr.-f.oir promotion, training trade fair 
pel:SOnnel and admini.srering trade fair budgets. 
These professionals are good sources of 
information for budget estimates. 

To participate in a trade fair, your company will 
incw: costs for the following kinds of items: 

• exhibit space. whic:h typically acoountl for 15 
to 25 per cent of a company's total trade f.oir 
budget (basic costs for exhibit.- are most 

often quoted on a "square metre" basis); 

• show services. such 11$ dectricity and labour; 

• putchase or rental of the exhibit, including 
any design or local construction etvices 
needed; 
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• sbippiac of me exhibit. jgdndjoc U"UlIpOtt. 
_ ...... djsmapdjOC ..... mum 

1r.IIIIpOI12lioa; 

• IIIIdlI:riaI !w.dIjOC (abo Imowa .. cIrayage it is 
an -..no: C30It m _)QIt crhibit ..... 
pcoducu fiom the Jo.dinc dock 10 )QIt naacl 
__ Maudal hap.lliOC is ....u, biIIod _ 
"in and out". If,.... ... not smdiag bodt me 
csact same iraDt the IDIItIOriaI handliOC _ 
can be Jo-d It the lime ,.... pay )"DUl' biIt.) 

• special ~ fOr de me'lIl1lations or 

~(dispIay.raems. VCRs. 
~.Jide ,...';"'0'" o...mad 
projer:rors); 

• bnxh_ ..... other prialed erwaiaIs. 
iDdlldiOC writiag. detip. amsbrion and 
priminc; 

• _"" ~I'io .. (houI. ........ par dian, 
incidattols); 

• 6ir..mea. i ..... "djac fiamitun, .-..Is. 
computr:t .-..Is. docaital hoaIt-upo. 
janinxial..mea. security. telepboDe ..m..s 
and iDsuraace; 

• busi_ cards (rnpsl.1ed inm the local 
....... and repriI>ud. if _ry); 

• peductio .. of II ... oIia_. 
dtm ._ ...... 

• addjriona! IIIIIt if • .,. .. . '. the 

naacl ..... '" .... , - PI'I '.11. 

• ,......r.ir~ _'. r C pcHair: ....... 
_10 __ ..... '· pcOo ..... 
adwo .. • • I in the 6ir ..... locaI ..... 
pt'W1 ...... 1I, dim:t IIIIiI __ ..... special 
in.itotiwa .............. 

F.a-aDof .. _iaod ___ 

p'mni .. thr ....... Mi" d, ........ A 
buoJaet'" ada __ 6irwilllw:lp,.... fixus 
)QIt uacIc 6ir .......... Itwill ioaodoocoe lID 

elemmtofOl>DUUl ..... -..,.... .. -teI 
C30It --. 1"be __ 6ir_ r _. the 

puddpaDll ..... ..,.... SIIppOItia& the 
__ 6ir 6tt rIIoouId .... ......, _ tJi the 
-n buoItea ..... the ...... ,, __ .. 

maN....,.ada tJitheaIR ...... 

.... • .1.:-:. ...... QiIQUl9 .......... "19 

0anfi>IIr .... aD the LII. MS ........ 
6ir cqm- """" ,..... SpccW ... ..,.. 
amlifl ,,-.., .... ~ - ....... ,.... 
_orn 5 

....... IfM:lo.. .= 
............ ,.... rIIoouId be fimiIiR wid> dMm ar 
the _ tJi .. pho.i"'..- ......... 
JlftlfWedlO _aD ........ • Ijee 

If,.... ..... .... )QIt_.....,.. 
am' , • aD. dIIIdt fiat widl the_ 

"'IPei-n .. -iFt--.., can....,.;,." ....... 
........... ,.... _podt ..... IIbcI ..... ......., 
aD am .... , •• liD widl the ohipp::r .. ..., .. 
I ·.4 CD bcaofir 6am .. bat apeasift 
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shipping modc:s and rues. Shipping as early as 
possible also ensures dat CUSWIll$ problems 
(should they arise) ..., dealt with carly and the 
goods arrive in time fur the fair. According to 
Jenny Singer of Fel Fisker Cargo Inc., when 
sdc:cting a shipping company. make sure you 
select someone with exhibit furwarding 
c:xpcriencc •• shipping to Germany and shipping 
to an inrcmational trade show in Cermany are 

like night and day; you have to know the rules 
and regulations when shipping exhibits and 
products to trade shows·. Ask the trade fair 
organiws whether there is an official show 
logistics company. WhlIe these services are not 

always the least ""f"'llSivc. using an official 
supplier can guanmtee on-time ddivcry and 
..- countless last-minute hassles. 

Tip: If you are fJIlrlidpming in a Canadul1I 
Pa,"/ib,. find .N' if othn- t!XhibitON want to 
~ their shipping It"" Ibm slu", tiM ",sts. 

Travelling with samples and 
display products 

You will 6nd it carier to clear custolll$ in the 
destination COUIItry with samples and display 
products if you have an IU'A camet. The carnet 
acts lIS a mezchandise passport thar makes it 
simpIct II> take temporary imports such lIS 

samples and equipment into more than 50 
countries, and to Icavc with them later. 
Custolll$ authorities in most d.,..,1opcd 
counttics occcpt camelS. The document is their 
guanmt<c thar all duties and exc;is., taXeS will be 
paid if any of the itcnu Jisred are not taken out 
of the country within a year. 

Cam ... can be particularly usefuJ when you are 
coping with a language barrier as wdJ as the 
usual burcauaatic hurdles. Cam ... also cut 
cosrs---without one, you may have to buy a 

temporary import bond or pay all tariffs and 
exc;is., taxes when you enter each country and 
claim a refund when you leave. 

You can get an ATA camet from the Canadian 
Chamber of Commerce at 

http://www.'''''''''''''''.CL Camet fees CUrtCntly 
range from $85 to $395 fur c:hamber membe" 
and from $120 to $455 fur non-members. 
depending on the value of the goods. Normally. 
a camet is valid fur one year and can be used • 
number of times . 

Conducting a pre-fair market visit 

The intetnational trade fair ynu plan to attend 

may attr2Ct a lot of local compan~. As a result. 
it is often worthwhile to plan a p .... fair market 
visit to f.amiliarize yourself with the local 
culm",. marker dynamics and busin ...... 

The Canadian Trade 
Commissioner Service in the 
destination <ounny can bdp 
you develop an appropriate 
itinerary. Depending on the 
nature of your busin .... you 
may want to visit potential 
customersI' visit :retail or 

wholesale operations, or talk to 
industry experts. You can find 
contaCt infurtrutrlon fur the 
Canadian Trade Commissioner 

"h< iaI'II ~ yotlf' 
,\111m;; tfllktttU.m tW,imit¥s) 
im:ItuIittg _«1'4 "-ut 
muI iMtu on /xmJ yoUI' 

~ or stf'I!ia!s ""'Y In 
."J,ibitet/ muI int:luJIt 
spmfo: "-iI:t imjH>rt.tmt 
",tiM~." 

Service in the lnfuExpnrt Trade Commissioner 
directoty (latt:pJ/infoaport. ..... ). [n 

addition, a Team Canada Inc online guide 
called Planning a Business Trip Abroad provides 
planning advice fur inrcmational trips. It is 
available at htt:pJ1""I"'rtso ....... c:altrip. 
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• Be6:"" deciding how your cOmpany will 
mount its stand, obtain a floot plan of the 
hall where the tndc fair will be hdd. 
Whether the stand is tented or putebucd, it 
should be versarilc and adaptable to changing 
environments. 

• Despite the variety and in<=lSing qwdity of 
moduIat stand systems, they an: n:cognizabk 
as pre-fab systems when sitting nC"llt to 
specially designed stands. TherdOrc, catefuIIy 
consider whcthct you need something 
unique. MIke sure the stand includes 
adequare space fur dcmonsttations if thos<e 
ate a feature of your company's plan lOr the 
tndcfair. 

• Consider the booth'. comfOrt and traffic 
patterns. and the case of _wng within it. 
For eumple, a table or counter of some kind 
should be aYailabk to huId marcrials. 
eu..bion flooring may case wear and leal" on 
the fi:ct of pcr:sonnd who will be standing at 
the booth lOr houn on end. 

• Study tndc fair regulations. Some limit the 
width and height of stands. and limitation. 
may also apply to .i<k ponds that can 

obsttuc:t ..we views. There may also be 
regulations regarding music. lights. 
demonstrations and other r.ao .. that may 
disrupt traffic flow. 

• The booth must appcaI to the target rruu:Icct. 
For eumple, a tII.!JF rruu:Icct of computer 
tcdmicians will cxpcc:t .. booth to have 
operational compurcrs running intcratrive 
programs. Finns should not pinch pennies on 
the final creative touches: the fmer det:aiIs of 
a booth ate important. 

• Certain techniques will attract people to your 
stand. For example, movemont created by 
items like tcVolving picrutcs or running signs 
repeating the company'. message, grabs 
attention. 

• If you arc part of a larger, Government of 
. Canada sponsored Canadian Pavilion at an 
international tndc show, you may be one of 
many exhibitors sharing a multi-unit display 
with a Canadian theme. HOwever, while your 
stand hardware is pte-determincd, you still 
need to find ways to create your space within 
the Canadian Pavilion so that you will stand 
out and att:tact the right attention. 

• Finally, stand portability and _tility ate 

important &arutcs, especially if you cxpcc:t 
your sta/f to put up and take down the stand 
at each site. 

Choosing 0 location 

When you ate reserving space, 
tndc fair organizers will usually 
pment you with a floot plan 
and ask you to sdcct a prdi:ncd 
location in the exhibit area fur 
your srand. In some popu1ar 
.hows, .pace sekerion i. 
minimal. patrlculatly lOr new 

exhibitors. A. you establish your 

lDauitJg a- '" 
~thatselJ 

protium -' m-vm that 

~Y"""­
prwiJe opporttmitin for 
C7f1SS~~-' 

~tM-m~f 

~ C'fUt<>mn1 

1INIIltito, by pur spotn. 

seniority, you will have the option of changing 
spa"" year after year. You should nor take this 
selection lightly. Generally, it is best to find a 
location in the hean of the trade fair exhibit 
area where visitors arc Iikdy to be fully lOcused 
on the fair exhibits. Consider the IOllowing 
additional factors when selectiog your location. 
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Checklist and timetable for 
exhibiting overseas 

The following cheddist and timetable can help 
you develop. critical path for participating in a 
trade fair. It identifies the key milestones 
involved io preparing for a fair. You should set 

these against dates by which certain tasks must 

be complcted. The exact order of tasks will vary 
from one event to another. 

1'hae ate necomrnended minimum timelincs . 
Dependiog on the complcxity of your program 
additiorud time may be required 

12months ........ . 
0.- up an ...... "... 

D List key steps. 

D Ddine goals and objecriva. 

D Set a budget. 

D Find out about the fair: attendees, "",", 

potential bendits, etC. 

TJIt,. 

D event organizeis; 

D a:pcrieoced Otnadian firms; 

D Canadian officials at DFAIT, 
Iotematiorud Tnde Centres, industry 
associations and other organizations; 

D IDCIllbeB ofbilateml busioas councils; 
and Canadian trade commissioners in 
the host country. 

D R.:gisrer as an exhibitor or a visitor. 

D Mail contract> for the fair and send 
reservation deposit>. 

6month .......... 
Ilwmt opecUic 

D Compl_ applications 

the Program for Export Market 
Development (PEMD), if rclev.ant; 

a camet rot samples; 

o special permit>, such as those related to 
safety and health; 

o updated passports, if necasary, for all 
attendees; 

visas, if necessary, ror all attendees: and 

D health and immunization documenestion. 

6 months b.tore 
Define otrateBr 

o Brainstorm to define your approach, main 
messages and diff..rentiation strat.egy. 

D Plan your exhibit and booth space. 

D Decide whether you will design, construct 
or set up your own exhibit, or employ 
consultants. Fioalizc arrangements ror this. 

D Decide what samples you will need and 
ensun: they win be available. 
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Using successful exhibit strategies 

Th"", an: many strategies you can ...., to ensure 
a sucxessful exhibit experience. Th. following 
tips will hdp you attain a professional trade 
show image. 

FmpI Ice HL:ad6mriou 
Each penon staffing the booth should have 
dear identific:ation badges. Not aU mde show 
orgmizetlo proVide exhibitor badges. therefore. 
you should always bring your own company 
badges. 

"'rim" ....... 
A very important mol for penonal contact at a 
trade mr is a business card. Busi ..... cards 
should be prinn:d on both sides. with one side 
carrying a mmslation in the language of the 
Wget ~. In some countries. th= is an 

elaborate etiquette involved in presenting 
business cards. You should research. this 
. etiquette and undemand it well before having 
the cards printed. 

u-
Literature is usdUI for ~nforc:ing ptodua or 
servioe knowledge and retaining attention after 
the trade /iair. It is also a terrific method of 
giving proopective custome .. information about 
your company and its principals. Attendees at 

inmmational shows avoid excess paper. 
F..xperienccd traveIlets take only what they tally 
want and need. Often. they appreciate an offer 
to have literature sent to their workplace. 

As a result. many companies prefI:r to Ft the 
names of witors interttkd in the exhibited 
products or services. and then send corporam 
information to them as part of the follow-up to 
the /iair. Another approach is to make corporate 
materials available on request only. after a 
penon bas been identified as a good potential 
lead. Still other companies advise that materials 

should be .wilable to one and aU 
who vi,it the stand. If you chose 
to bring literature for everyon., 
consider producing a one-page 
summary with " rcquest form for 
additional information. 

Media kill 
Regardless of what other mamrial 
you develop for a trade mr, you 
should prepare a basic prinn:d 
media kit with .. theme for aU 
media. This is integral to the 
rnarJc.,ring pwoess. The kit 
should contain background 

"Cm:fuI mmuUm sh<nJJ 
IN pIIitI_ tIM I«y 
~spolum;"dK 

CtJrmtry or regifnl .1OM lin! 

eJ,ibiting 4t. G~, 

the Io<1Ii ~ is 

p~fo&weJ by tl" 
~ spolteJ by tt4ff. 

'J1my ",. """" t:mItiw 
""'1' tif rommulticming 

""""'" ""'pAp wit/,w. 
"Ioro/_" 
__ CME,crG. 

~r.~·L-td 

information on your company, a ptodua 
catalogue or .ervice descriptions with 
illustrations, photogtaphs. kStimonials. and 
compelling examples of how the product or 
service has hdped clients. Print price lists. 
delivery schedules and krmS of payment 
sep2.l\ltdy to accommodate constant changes in 
these areas . 

Send this media kit ahead to any known media 
prospects. It buikIs crediblliry and can bring 
highly motivan:d media n:pn:sensarives to your 

stand. Again, print the kit in the local language 
as well as English andlor French. Tranalation. 
are best done by a firm from that marIa:t (the 
Canadian Trade Commissioner Service in that 
market can make recommendations). Special 
attention is needed to avoid embarrassing and 
costly rnist:aIms. Poor mmslations. especially of 
kChnicai and semi-rechnical insttuerlonal 
material. will not only confose the reader; they 
can also lead to legal problems. 

Design and write your copy with tranalation in 
mind. Avoid slang and unusual exp .... ions. In 
non-English- and non-French ... peaking 
countries. examine the meaning and 
acceptabiliry of brand names and Iogo$ used in 
Canada. Malte sure that no negative or 
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visicon appreciate =eMng something 
"Canadian.· Then: are .. many possibilities as 
there are exhibiton at a fair. Praniums should 
bear the company name and logo; they should 
be related to the company in some way; and 
they should be given out one by ODe to IOmr 
penonal inter.l<!tion. They <:an be a great way of 
thanking someone for visiting your stand. 

V' ....... 
Some products. such .. construction equipment 
or in-gtound swimming pools, are too large to 

display. Services are often difficult to physically 
portray or demollStr.lte on the .spot. In such 
cases, videos ......., a very useful purpose because 
they caprure visiton' am:ntion. If you are 
planning to we a video, blep the following 
SIIf!&Urlons in mind. 

• The video should be shon and snappy. 
getting right to the point. Two tD five 
minutes is the nwdmum time for a trade fair 
viewing. 

• The mottO "a picture is worth a thounnd 
words" applies panicuIarIy wdJ to the trade 
fair environment, where many noises vie for 
visitors' attention. 

• The colour and sound transmission should be 
BawIess. There is nothing wonc than leaving 
visiton with the impression that the 
company's produa Or servioe coma in faded 
coIoun with snowy delivery. 

• The video should be on a contiouous viewing 
loop. 

• The video should also include pictures of 
your facilida and std. 

• A weJl..made video <:an serve many purposes 
beyond the trade fair. For """"'pie, it can be 
used on saIa calls or in your company's 
rcc:q>tion area. 

&amples of things that can (aod will) go wrong 
include the following: 

• your stand doesn't show up or your products 
don', show up; 

• an international power supply output and 
receptacle are not compatible with North 
AmeriCl.l1 equipment 
(talte a univenal power converterl); 

• the power goes out at your stand; 

• demo equipment gets damaged in 
transit; or 

• a key m:hnical pe""n gets sick. 

In faa, the more technical your 
exhibit is, the more you should 
consider having ar I ... t one 
m:hnical suppon penon 
available. 

MMrpbjs lAw: 

"If SfJmIfJbing (on go 
WTrI"Ko it will • 
I:k plT}>tlTtJ for It """.,t· 
t:JISIt _ .mJ htw. 

Bring all documents (re: orden, 
invoices, etc) with you to the 
show in the event something 
goes wrong and you need a copy 
of the papemork. 

~tINIJS·f 
~g,....r .11--. 

Conducting Imining 

A crucial item to consider in advance is the 
training of stand penonnd. All std should 
attend a pre-show briefing, regardless of their 
experience. Ar a minimum, std should spend 
""me rime with the penon in charge of the 
trade fair effort to dearly undemaod the 
following: 

• their responsibllida befo", the fair, 

• the company's objectives for its participation 
in the mir; 
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Promoting your exhibit 

Before the trade fair, your firm's objective is to 
infurm as many people in your target audience 
as possible that your company will be 
participating. By promoting new producu or 
services thar you will announce at the fair, you 
can generate interest and enthwiasm. You can 

reach your target market before the fair through 
direct mail to specific individuals; telemarketing 
to specific people; radio spoll5 in the city where 
the fair is being hdd; business periodicals; and 
news rdeases for sdected media sent just before 
the fair. 

Most trade fair organizers publish fair guides for 
visitors. These guides usually include a floor 
map of the exhibit area along with brief 
descriptions of the exhibitors. However, you 
must also promote your exhibit yourself to 
maximize the number of relevant contacll5 you 
make at the fair. Don't leave the popularity of 
your stand to chance. 

Some trade fairs issue guest passes to a1ubitors 
in advance. If the fair has an entry fee, you may 
have to pay for these passes. Obtain a number 
of these advance passes so that you can send 
them to existing and prospective clienll5 . 
Individuals who receive these passes directly 
hom your firm will often acknowledge this 
invitation by visiting your stand at the fair. If 
passes aren't available, send invitations hom 
your firm. 

Other fotmS of direct contact before the fair 
can also be effective. You can use direct mail, 
tdemarlceting. faxes and even e-mail to invite 
an existing or prospective client. However, 
remember that the message will be more 
powerful if you tailor it prccisdy to each 
individual. It cannot be stressed enough that 
highly wgeted, direct pre-show approaches 
tend to yidd the best rcsuIll5. Here area few 
suggestions to guide your direct mail effom. 

Use a list of key prospecll5 and customers who 
are Iikdy to attend the fair. 

• Send special invitations to the fait, a 
hospitality event, a conference or other event. 
These will have the best response. 

• Create urgency by using an RSVP with 
commenll5 such as, "Attendance is limited. 
Reserve your seat today." 

• Entice prospects to visit your stand with a 
promise such as, "Bring this invitation to the 
stand to tedeem a special gift." 

• A series of mailings will generate a better 
response than just one. Start with an 
announcement and follow with speci/ic 
derails. 

Setting up meetings in advance 

If you are travelling a grear distance to exhibit 
at an international trade fair and you have 
identified important customers in advance, 
move beyond a simple invitation to your stand 
by asking them in advance for a meeting at the 
fair. If a prospective client plans to attend the 
fair, it is unIikdy that he or she will tum down 
your request for a meeting. 

If a prospect accePll5 your request for a meeting. 
you can use your booth as a rendezvous point. 
However, you should hold the meeting iudf at 
a nearby location away hom the traffic and 
distractions of the trade fair floor. This creates a 
neutral place to meet and is a good way to 
"break the ice" with a prospective client. If you 
are participating in a Canadian Pavilion on-site 
meeting space will be provided. 

You should also look at the benefill5 of holding 
meetings with representatives of fitmS thar sell 
producll5 and services that complement your 
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o the • standard" being set by the trade &ir 
and the <XIlJ1pctition? 

Dthe uc:ed fOr adequare space for 
demonstrations? 

o whether your budget aIlOWll you to 

purchase a modular S}'Item, rent a S}'Item 

or design a S}'IWn fOr a specific trade fair? 

e) What logistical questions need to be 
addn:s.se& 

RIM_'-"'-:r- fIIiII ... ,. 

o pad: and label productS, materials and the 
stand itself fOr transport to th. trade &ir 
ojre, including spare parts and repair kits; 

o book a fu:ight fOrwanler to IIIO¥e productS, 
mataials and the stand's compo .... nts to the 
trade fair sire with sufficient lead time; 

o understand the customs clearance 

procedures fOr the nand, sample productS 
and materials; 

o obtain and complete an ATA carnct; 

o obtain sufficient and appropriate insurance 
fOr the products and mataials in rransit 

andon~ 

o understand the requilunenl$ fOr taking 
deIM:q at the site; 

o urange fOr w:mbouoing at the sire, if 
necessary; 

o plan fOr the tim. between the arriwl of the 
goods 00 site and opening day; and 

o construct the stand on sire. 

Establishing con_ betO.re the bUr aad. 
('Ianning follow-up 

a) Who should be aWlm of your company's 
participation at the fair? 

existing clients; 

o potential clients; 

o new leads; 

o suppliers; 

o potential agents or distributors; 

Omedi.; 

o companies with complementaIy prnduas; 
and 

o Canadian government officials at the local 
embassy. consulare or high commission 

b) How should you mod! them? 

o personal telephone calls. 

o special invitations; 

o relematkcting; 

o direct mail; 

o a special event at the trade &ir li::aturing 
your company; 

Oe-mails; 
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c) Promotional cosu rdated to the trade fair 
and training by profrssional trade fair experts 

o company 1itemu1'e (such as brochula. 
busin ... ouds and other print..! marerials. 
including writiog. design. translation and 
prinring services) 

o pn:-fair promotion. including pn:-fair 
releases sent to trade and busin ... 
periodicals. advertising in the fair guide, 
local radio promotinns. di=t mail 
marerials and special invitations for selected 

guests 

o staff training 

o spec:W cIemonstmion producu for the stand 

o demonsmatinn supplies 

o services of a speciali....! demonstration 

expert 

o promotional producu 

o 1V monitor($) for videos 

o pmfrssional fees for the trainer 

d) Cost. to tr:msport pc:nonnd and materials 

o door-to-door mum transit for pc:nonnd 
and stand 

o travd to and from the destination 

o :accommodation (hotel. meals. per diems. 
incidentals) 

o hospitality (for clients and contam) 

o travd documents (passportS, visas) 

o incidental travd (taxis. parlring. car rentals) 

o set-up and dismantling 

o return transit for products and marerials 

o loading and unloading at the trade fair sire 

DATA earners 

o CU$toms foes 

o freight fol'W1U'ding 

"' e) Pel'$Onnd costs 

o transportation 

o accommodation 

o meals and ground transportation 

o long-distance telephone and fu 

o c:dluiar phone 

f) Fair services 

o dectric:al 

o plumbing 

o janitorial 

o carpentry 

o signagc 

o utilities 

o furniture rental 
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SECTION 4 

Successful trade fair strategies 

Managing the stand 
Fairs "'" stressful; l"'u will sufti,r &om the 
physical exertion of standing, Wkiog and 
petfurming from morning through early 
01IeDing. To elUUl"l! maximum efficiency in a 
high-mas eDvitonmeot. tty a few d.ilkrent 
techniques. 

• Develop and maintain a reaIis'!ic staffing 
schecIuIe that indodes breW (<:Very three 
hours is pn:fcnble). The _rk schedule 
should allow .,..,ryon. tim. off to walk 
around the f.alr. 

• Conduct daily reviews. You and the other 
staff should .pend time at the end of each day . 
~ and clariJYing infurmation you have 
gathered during the day. This i. easier to do 
when the infurmation i. Iiah than it will be 
when you rerum to regular workloads at the 
offia a week later. Ilmw:e that each person 
knows that this tark is a key dement of being 
part of the trade wr team, because it means 
the company will be able to fullow up the 
new lads dkctiveIy alter the f.alr. You can 
<XlOtdinate these review .... ion. with fun 
activities such as dinners, cultwal events or 
sigh .... ing. 

Working the stand 
Before thewr, l"'U will need to hone JIOUf skills 
ro work efficiendy in this unique errrimnmenr. 
Any pre-wr briding should include the 
following information. 

~vi.oito .. 
The key to an effective approach is a question 
that engages the visitor in cnnver:wion. The 
traditional line, "Can I hdp you?" often lads 
to the retort, "No thanks. just bIOWSing. • 
Similarly. the question, "Nice day, Wit it?" may 
generate a simple ·Yos," and a VlICIDt look. 

Before going to thewr, role play with 
colleagues to devdop new and more direct lines 
that can elicit useful information about a 
visitor. For example, introducing yoursdf to 

visitors and asking for their name and the name 
of their company can be an effectM: way to 
begin a conversation. Basically. questions should 
be open ended and relatrd to the persons 
busin .... This approach will open up the 
discussion and create upportunities to Ieam 
about the visitor's business needs. 

An in-stand demonstration is a natural 
icebreaker. Once the demonstration is over, 
approach attendees who have participated and 
ask them how they view the new infurmation 
they have just received. 
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N= ....... 
This is octuaIIy the lUst question you should 
ask. Find out why the visimr needs to be at the 
show, by asking questions such as, • Are you 
finding the solutions you were looking forl" 

On"" you learn these ACTION questions, you 

an qualify a visimr in two m three minutes. 

0...; ..... 
Depending on the nature of your produ<;t or 
service, it may be difficult m octuaIIy mob: sales 
during the 00. This is especially the ""'" when 
you are foeusing on generating leads, because 
the time you spend with each prospective 
rustomer will be rdatively shott. 

To intensi/jr a rdationship with a prospective 
customer who has the authority ro make buying 
decisions, you may want ro meet the custOmer 
several times during the same 00. This str:u:c:gy 
sometimes makes it possible to comptess what 
would otherwise be a longer sales cycle into .. 
few days. It gives both buyer and seller the 
opportunity to consult with their nffi"", 
between meetinp .and to develop. tdatinnsltip 
in a rdatively short time. 

Each industry is different. so it is difficult to say 
whether you an close a deal within the time 
frame of any given trade 00. However, the 00 
aeata a unique environment that often 
eliminates normal hwdks. Fnr insranoe, the 
president or general manager of a fum often 
attends major trade fain. If executives from a 
prnspccri ... dieor fum are also on sire, putting 
the .... ior people tngether-on theit ow:n or 
with ~ oRen accderate the saIcs 
cycle. This allows you to secure a commitment 
withoot worrying that your proposal will be 
quashed when your buyer raItes it home for 
higher kveb of appro1l:l!. 

Participating in seminars 

. Many trade fain have separate liIciIities in 
which companies can give technical seminars 
during exhibit hours. This is an ideal way to 

explain your produ<;t or .ervi"" to a large 
audience. Video. can be useful here. You should 
promote technical seminars wen in advance of 
the trade rur. With a database of potential 
clients, you could do thi. through direct mail. 
A press reI .... in the local newspaper can be .. 
cost-dfcctive means of attracting people who 
may attend the rur specifically for the seminar. 

Porticipoling in spomored events 

Participating in corollary ew:nts organized by 
Governm.nt of Canada officials around the 
Canadian Pavilion are a good way for 
companies m meet new dienu. Some of these 
corollary ew:ntl include matchmakiog eventl 
and receptions. As well host organizers may 
organize additional even .. such as luncheons 
and dinners. 

Holding meetings at the fair 

If you h .... enough staftim at the trade &it. 
someone should aIvnys be /fee II) conduct 
meerinp with existing or prospective clients 
away from the stand. This is not aIvnys possible 
but. as noted abow:, such meetings can create 
opportunities m compras normal saIcs cycles. 
You can also use meerinp to initiate detailed 
discussin ... with potential dimibulXlt$ or 
representatives, .and m discuss strategic .11 ......... 
project-based initiatives or other business 
propositions with other firms. 
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~.aWr. 
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SECTION 5 

Post-trade fair activities 

Arranging .market visits and meelingl 
after the fulr 

Iu noted pm'k>1IBIy. the international UlIde fair 
you mend may atttaet .. 10, of local companies. 
Iu a result, it is otten worthwhile to extend 
your visit beyond the ttade fair dat ... Then, if 
you I'IIl1 into prospective clients with significant 
bllSiness potential. you can visit them (with 
their approval) after the fair. Here again, the 
Canadian Trade Commissioner Service in the 
destination country can help you work out 
logistical deWls and can provide other 
guidance. You can find contact information for 
the Canadian nade Commissioner Setvice in 
the InIOaport Trade Commissioner directory at 
lm:p;Illaf..dpon.gc.ca 

Debriefing slcff 

Aft.:c the UlIde fair. your company will r- two 

principal tasks: 

• following up potential leads; and 

• cvaluating the fair to determine its true 
benefits. ideas that worked and areas that 
could be impro".,.f. 

To mala: this easier. you should inunedian:Iy 
and thoroughly debrief all $t2/f involwd in the 
UlIde fair. It is important to review all lead <:ards 
while the information is still fresh in the minds 
of those who colle<:ted iL 

This debrie6ng gives everyone an opportuniry 
to discuss the bIlSiness leads they con..-l.. In 
some cases, visitors will hav<: had discussions 

with more than one peaon at the stand; in 
other cases, booth $t2/f will have talked with 
more than one person from a prospective client 
company. It is important to reveal these 
tdationship$ and related deWls to ensun: that 
your firm has a complete picture of each of the 
leads identified. 

During the debriefing. solicit comments about 
the &ir, competition. visitors and logistics. and 
record them fOr future considesation. 

Following up leads 

Trade fair experts recommend that you contact 
clients and potential clients as quickly as 
po .. ibl" after the fair. The quaIi1y of the 
infurmation gathered at the trade fair coma 
into fOcus during this step. If you gathered data 
consistently, you can undertake a very fruitful 
follow-up campaign. 

The $UCC<S$ of any 101Iow-up campaign starts 
long befOre the fair. You need a cleat 
understanding of how you will do bIlSiness ill 
this new market. It is crucial to know whether 
you will make conClCt with each prospective 
customer wing local representation or internal 
staff. 

You should give salespeople responsible for 
speciIic products ... !Vices or geograpbit regions 
all the relevant infurmation about leads 
generated at the trade fair. These should be the 
same salespeople who befOre the fair, planoed 
the letter and telephone contact. They should 
be prepated to IOIIow up within a week of the 
&ir's closing. 

37 



\:
 

IN
 

CD
 

• • 
~l

~,
r 

~I
lt

f 
l;

fl
rl

,I
I:

~f
~ 

111
f.t

t t
.i 

~l
ll
t 

I r
 .

t 
4;

' J
 i: f

 2
, 
f 

J 
! 

l a
 I 

,i"
 1

 f 
r 5

 
"I

,t
::

t 
1 
r 

t 
.1 

Jt
s 

I §
,I

:l
ll

 
t~

'~
1.

11
';

f If!
 

~ •
 

f 
II

 
11 

So 
t~

 1 
t-! 

[ ,
e.

f 
I ~ 

B
 i 

," 
t 

t 
[
(
I
s
' 

S[
~I

; 
i'
tl
~R
[!
 
It 

I
l
'
t
l
 

ti.
§t

 
ftl

l! 
ri

ll
 

1~l
llt

i[~
t 

rlj
lf~

li~
 

ts
'B
~ 

f§
w

1 
It
J:
.,
..
.t
li
"~
[t
 

i,
it

tr
sf

t;
1

 
i" 
i
',

 
t 

g 
r! 

~ti!
: I 

II: r
" "

 f t
 

.. 
I 

II
 f 

t B
 

.' 
l 

tl
l 

~ 
t 

s
.
 

.. 

ilil
l}1

1 
J;

t,
tl

it
lf

l 
t l~

 i
 !i

lilf
 1!

111
~~l

i J
 

t J
l 
I: 

i. -
:: 1

-t·
t 

rl'l 
:I 

~ [
~ 

I 
~ ~

 t I
' r 

i: 
r f 

t 
Ii'

 a
 II'

 t t
 

i,
' 

lf
j:

l 
t 

II
. 

r '
1

"
':

1
 
r 

;: 
~ 

/I
" 

'.
 

• 
If I r

 t II
 I' 

II
 

'
v

·
·
,
 

I' 
~l 

'S
' 

[ 
'*

 
I 

,
r
 

t 
' 

ti
l 

r 
t 



• 

• 

number of qualified Icads. Then comp2R! dUs 
figwe to the cost of generating the same 
number and qwWry oflcads thtotlflh personal 
sal .. calls or other key means of generating new 
leads. 

Fioally, do the final analysis of the obi«ti-. 
Did you accomplish what you set out to do? 
For munpl., did you succeed in g1lthering 
infOnnation on client respomc co new 
prodocts? 

w.. .......... Follow-up after the IrIIiCIe &it 
a) Gather, sort and assess all data collccted 

doring the fair from all sources. Enter lead 
infurmation into cLiubases. 

b) Carry out the activities outlined in the 
1DIIow-up plan established before the fair. 

• O!annd required infurmation to the various 
"fOllow-up respons.ibiliry oen[[OS.· 

• Within one week, respond CO all visitors who 
asked fOr specific infurmation. 

• Send out a fOrm letter, personalizecl wherever 
possible, to all _lcads • 

• WIthin two wodcs, respond co inm:n:al aeeds 
fOr the teade fair $WJlIJW}' and __ nt of 
the bendits of the fair. 
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Note: 
This prirtabIe wnion of T.m CInIdI h:'s 
online guide "8usfnerss Tf1J Pla .... 
has been made Mlilble FOR YOUR 
CONVENI£NC£. SO YOU CAN PRINT 
THE GUIDE AND READ IT wIdIOUl 
COIlledilg to the w.anet. 

1ioII!ieYer. it shoI.6:I be noted IhIl the ,.. WIS 

ORIGINAlLY des9Ied for online use and thIt 
Its format doesn't ba. ~ WIllI to 
print formal Speclliclllly. the ,.. refers 
readers to ronerous Woo I'eSIOIftIIIS wIich 
online readers an easIy IIXIIIS5 by cbiI, on 
the links provided; on paper. dIase I r Ills 
appear as long Woo .:IdI s wIich IIIiIIIIB 
redig diIIIaa. YOU SHOULD Ilso NOlt 
THAT. We to space wb1i1i1ts.. 5OIIII1onJ 
Woo .:IdIesses in this doaInent .. to be 
civided into two or more lines; I: shoI.6:I be 
noted thIt the Wliplete .:Idle IIIISt be 
a'Itered as one Ine in yatr Web II ow_. 
IF YOU WISH TO ACCESS THE WEB 
SITES LISTED. YOU WU AND IT MUCH 
EASIER TO USE THE ONUNE VERSION 
AND SIMPlY CLICK ON THE HOT LINKS. 

To obbIin b1IIer iloulildon on dis,..., 
topic or on other T.m CInIdIIn: ~ 
pIee5e visit Expor1Source III: ftjI6Il .. __ 

or eontact us toII-frae at 1-888-811-1119. 
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BUSINESS TRIP PLANNING 

Task List 
This tool will help small and medium-sized 

companies to: 

• deIlne their business travel ~ectives; 

• up",",:sot.II'a!$ of financial assistance for 
lotamatlonal business travel; 

• make all preparations I'IIICe558r}' for a 
sua:essfU1 trip; 

• follOW up on 8 business trip abroad. 

Using this gulda should help to make 
intamatlonal business travel more cost-effective, 
productive end results oriented. It should reduce 

some of the uncertainties and help anticipate 
some of the risks associated with International 
business trips. Finally. It will help small end 

medJum-slzed enterprises ($MEs) make better 

use of the servk:85 of Canadian Tnsda 
Commissioners (www.lnfoexport.gc.caI 
esernc.!'S"".asp) in the field. If yw don't have 

a specific; country In mind for ywr business trip. 
the following _Ites may help yw datermlne 

an approprlata International market to visit: 

Oepan:ment of Foreign Affairs end I ntematlonel 

Treda - Market Information 
www.lofoexpo.·t.gc.calmaln-e.asp?act= 2 

Industry Canada: Country Specific Market 

R s eli Reports 
strategis.lc.gc.calscJY)l'ktillblnddd'engdod 
lal.html 

2 

Canadian I ntarnetlonal Development Agency: 
Country Profiles 

w3.acdlclda.gc.calcldaind.nsf/adOeee9490b82 
b 148525633eOO539444?Open View 

Statistics Canada - Trada Data 
www.statcan.caltradelscrlpts!trade_search.cgl 

Travel Information & Advisory Reports 
www.df3Itmaecl.gc.calgraphlcslco.mosl 
entry _e.htrn 

The following are the most Important tasks 
Involved In preparing for ao Intarnetlonel 

business trip: 

Task 1: Define oI!Jectlves: whet Is It that yw 

hope to achieve by travelling to the target 

country? 

Task 2: Identify SOlII'QIS of financial assistance: 
there are """,,",I organIDtIons that can provide 
financial support for ywr business travel abroad. 

Task 3: Pre-tnMII comouItatlons: there are many 
sources of expertise. Information and adVice that 

can help yw plan ywr trip. 

Tarle 4: Prepare for trip: this step-by-step gulda 
ean help ensure that yw do not overlook 
anything Important In making ywr travel 

preparations. 

Tarle 5: Specific tasks to be compIated during 
visit: develop • clear list of o~ectlves end tasks 
for your trip before you _. 

Task 6: Rev_ Items that may need follow-up 

attar trip: the success of • trip dapendS on the 

follow-up that oca.n after It Is complated. 

• 
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Ol:!jectlves 
To ..... thai: _ slgnltlc:ant _ 0It1.". 

one! money Involved In ':JOU' ~ 
busInoSS trip ... _11J*1t. it's. gocd _ '10 

deIIne ':JOU' _ ~ Be _II1II}' clear 

as'll> _ you 8lIpIICt !tom _ trip and make 

SUI1t you _. wtty of..-.wlng _ trip's 
,,_ Thel'olkMlng_ ........ oI __ 
ImportlrIt __ for _ling '10 fInIgn 

merkIIt. 'Whtch 01 them apply '10 ':JOU' 000 • ..-",7 

Many busInoSS tnwI .... go 'II> a fInIgn INI1«It 
to COl" .... " thIt thWe ... ,.. ~ for 
_ In thet merkIIt. They walt '10 get ._ 

01_ big _ INI1«It Is for _ir pn:Idutt Ill" 

.-vice. Is It 91-.0. and If so, _ ht!Jt;? Wtw> 

... _ • ..,stomln? He. CIWI they be .--:lIed? 

AssEssING BUSINESS CoNDITIONS 

E-. though a INI1«It may be attract:Iva in 
terms 01 sia and dol ...... _ may be 

dlll'lcultles In getting _ '10 It. rreveiling 

.... 000Jntry CIWI help get ..... 01_ political 

.,.,trOl ...... and heM' the gcN¥, .... 1t vIaWs 

fanIIgn -- people. 

• Whet Is _ ....... and """,,,,"lie d_ 
In _ 000Jntry1 

• c.... you do bI., _ gI\Ien _ OOOJntry's 

"'9'~ 11 •• 4 .. " k (NIls on fInIgn 
_ ... I1IpIIrIation 01 pn:ofIt$. -. 
twIft's. __ cIS, InspactIons 1OI:c.)7 

• He. win _ OOOJntry's inII'-..ctln 

(b ....... tM:Ion. ~ 
InstftutlanS 1OI:c.) IIfect ':JOU' _7 

• Whet ~ ..... 819M.a -..leI you 

- ... make ... deI'- ':JOU' pn:Idutts 
or serv\cll$1 

DETERMINING PRooucr I SfIMcE 
SuiTABILITY 

In n.-oy _ products III' ........ _til be 

-1Iij •• '''' suIt.- Oil ...... !$. ThIS "*Y be 
sco.1IIhIng as simple as puaJng ......... _ 

local IanguIgot on • procU:t. Or It. em be 8$ 

compIlaaod •• MIIosIgioloog. pnIIU:t tII __ 

local tad ....... requII.i.1ts. You "*Y-tII 
c.- _ trip 'II> _ WgIt matca 8$ • .., 01 

ctwc:klng an _ sdbIIbIllty 01 "'7 01_ 

I'oIIawIng: 

• pnIIU:t at''''''' _ -_ It "8 ... ....... ....,1 
• ~ .......... coICIur? 
• IIIIf1<IlIng ...... _ .. tIogoInS, 11_ .... 7 · ...... -.ID~ ..... deI-,. 
............. 7 

• ~1ty-_It_""'iiI'II>.­
.-Is and IIq)ii '._7 

• bIChnIcIII __ ds - do they _"""" 
'10 local __ ds7 

EVALlIATiNG CoMPETITION 

Foreign tripS em be '-'11>_ 
__lIp.ItI ..... 

• Whet lIImIIar pn:Idutts or ....... ... 
....-,. .. .u_In_ ... _? 

• Wtro .. wld!lS awn:: ., ..... ~ 
or fanIIgn ............ 7 

• Whet ... oI_matcadoas .... 
_ ........ ..rnII 

• Is 000YIpItItIan __ 7 

• Whet ... _CIIpIbII-. _ and 

"Moglia 01_ OiI ..... og~? 

• c.... ':JOU' firm ___ 1 
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DEVELOPING lEADs 
Visiting a target market can be usatul In 

diMIloplng vaiUllble eontaets and taads. 
Which of the folloWing would' be most 

helptiJl to your firm', export strategy: 

• brOken and Intermediaries 

• agents 
• distributors 

• suppliers 

• partners 
• potential clients 

AssEssING RISKS 

A trip can provide Insight Into the various 

risks associated with a business -.re. 
The folloWing are some of the types of 

risks you might want to Investigate: 

• political: tltlS Includes d .. "gers such as 
seizure of assets, changes In the '- changes 
In government, and political pressure; 

• business risks such as defaults by clients 
and customers, partners, suppliers; 
non<perrormanee; 

• Illegal activity by associatas; 

• exc:hange rate lIuctuations can '-an 
Impact on the profitability of a transaction; 

DEVELOPING STRATEGY 

Companies may wish to visit a target market 

as part of the process of deIIeIoplng a market entry 

~ and -..g the bast mix of policies 

relating to pnxIuct. price, promotion, distribution 

and service. In light of the Information gattloll8d 

during the visit, which of the following strategies 
saems most approprIaIe: 

• Indirect exporting through a trading house; 

• exporting through agents on commission; 

• _or into agreements with Iocaf distributors 
export through a eonsortlum of __ 

firms engage an export management 

4 

company hire additional staff to manage 
the export effort establish a branch otIIce 
In the target market; 

• rely on occasional sales trips to the 
foreign market; 

• enter Into a joint--venture with a local 
partner purchasa a local finn; 

• sell a license or franchise 

Financial Assistance 
F inanelal assistance is available to """'f)II!1Ie 
thet are USing International __ trips as part 

of foreign market diMIlopment. The folloWing 
Is • list of IIOUTC1IS outlining the most important 

fIIder&I and/or provincial sources of financial 
assistance thet are available to existing and 

potential exporters. For additional Information 

about the type of assistance available, eligibility 
criteria, and application procedures visit the 
following sites: 

FEDERAL GOVERNMENT 

Canadian Trade Commissioner Service 
www.lnfoexport.gc.calhelp_e.asp 

Program for Export Market Developmll"t 
(PEMD) www.lnfoexport.gc.calpemd_e .•• p 

Canadian Commer.:Iai ~ 
www.cee.calengllshlservlces expfinance.cfm 

Canadian International Deveiopment Agency: 
Industrial Cooperation Program 
w3.acdldda.gc.calddlLlnd.nsfI85256290006 
554928525625100813677/dc54003c6e12bd4 
c852566fdOO512ecb~pen~ument 

BUSiness Development Bank of Canada 

www.bdc.ca/bdc/homellndex.html 

Agriculture and Agrl-Food Canada Export 
Development Programs 

ats-sea.agr.calpubllcl~-e.htm 

• 
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PRovtNCIAI. GovERNMENTS 

B.C. Tracie o-Iopn_ ~ 
www.soJuti0ns4u.comIPrlPf!.busI 
J>8bsaotlbc2.htm 

AI_ Opportunity Ca ...... j 
www.aoc.gov..ab.c:a 

s..r ••• n.n 

www.pv.sk.cJpvtI~ 

MIi ... 'tobI Tracie 
www.g<)'lnlb.cJlttltradJlndrx.hImI 

0..­
www.c-on.caIMBSf~ 
Index.htmI 

Gao.... I ..... of 0.­
www.II<....4qc:.caIXmJDevJSitelDbtmll 
AngIaiJIndexA.hlml 

MI.- de 1'1--. du CICI'M ... ce, de .. 

5denca« de .. Techllologle' 0.­
www.mk:st • .......qc.cJ 

c..-nn.-.t of N.w Bn-wIdc 
www.golUlb.caflndexl.hIm 

Gowo ••••• of Ncwe ScotIa 
www-l!fP'l-.... cJ 

Ncwe ScotIa o,.n to _ WnI 
expIore.g<)'l....cJ 

Gowolli .... of Nu.-.t 
www.go.IUIU.calenrll./IdItix.htmJ. 

~ E.".rd a-.t 
WWW.c-"",.cJ 

0.,. b .... of 1..--" Tracie _ TlidliiOlogf­
~_l.IItiI .... 
www.compusuIt.nf.cJdlttldltLhtml 

Ncwth_ T •• ltuiles 

_.c-nt.cJ 

\ltkon T.lltuillll 
www.gov.jk.cJdepU/fln;arrcJ 

REGIONAl AGE.NCY SUPfoRr 
Atlaltic: c..... ~/tvIrcy (ACOA) 
www._cJ~hImI 

c..s. Eoa .... * 0.... I .... ,.a 
fOr 0.-R.gioIIi 
www.dec-ced.gc.cJ~ 

FedInII Eoononlle 0. ' •••• a .1 .......... 
Naruwn 0..- (FEDNOR) 
-..~ 

Wtst.m Ea._lie DIu ......... 
www.wd.gc.cJetllftdltfauk.lllm 

Before You leave ... 
T,... _......,. elMo •• IndMduIls _ ... 

help ~ pion,..... ~trIp_ 5.1' 
~ ... Idelld~ otha" C. .... 1mIs u. ... 
done~In ___ ----to 
_aboUt _ ........... AgIICId_of 
1It11a11'~ aboUt sudtlmls __ ...... 
I:IusIMu __ ,. up to .... _ tndIt 
.:.ttuw. c..... ______ or 
NQIonI. Find out I' _ Ii -..:II _ fOr 
_ CIU'IUy In _ ~ _116 ___ 

You mIgtIt -.t,....._« Ii tndIt......,n 
... llItlan In,....._ 

<-: _r.InfoollXpCli~:aIhel.,......1Ip) 
A kat a., .. or CoJ ............ tI ..... 
... heIp~ ...... _ ......... .. 

bI.IsineS caundI~ s..-.. ~ .... . 
... _ bIi IIIIIpIIIJIIn _""'110 _ ..... 
IidM In b8Ign 1I.1C1ts. 

A ..... __ to_=- ............. _ 

u.. _ tndIt It 11111111 bIIng .... 1tiiiCI hm 
c..s. ____ --- If ... jQIIlftIY 

_ to IMt:II:fI*It In _ Ii mIIIIan. 51.1_'" 
.... tbMs. ()Qft.,*d8I ftIIIr1 or ........ . 
emr • gIICId .. of nwIcIng -. ..... MIng 
Ii __ or jJItUng ~ Yau 1ftIY- to 
_,..... visit to ............... _ WI-' 



Once you haw done sumclent preUmlnary CHECK TRAVEL CONDITIONS IN 
research to know what you are looking for, you TARGET COUNTRY 
may wish to contact geographic desk om-. 

Travel Informatlon & Mvittory Reports at the Department or Foreign Affairs end 

International Trade or the Canadian Trade www.dfaltmaecl.gc.calgraphlcslcosmosl 

Commissioner end commercial starr at cntry.e.htm 

the post In the target count!)< 
SELECT ITINERARY 

The following Is a list or sources that can 
Decide on where you want to go? Which cities provide useft.tl advice and lm'istanCe during 

preparations for a trip abroad. do you want to visit end In what order? You 
may want to examine maps or countries at 

Department or Foreign Arralrs and cllffe.nosc.mllrI'JATLASllndex.html. 
International Trade· Market Reports 

• and Contec:ts in Your Sector BOOK TRAVEL RESERVATIONS 
~·w www.inf""xport.gc.calmaln-e.asp?act= 2 

What conneetIons are available botl-.. Canada 
Industry Canada: Market Research Reports end your h Ita !dad dI!stlnI!Iions? WMI do you 
strategls.ic.gc.calsc_m,·kUlibinddd want to trawl? Are dlsc:ounts or seat _ 
engdoclla l.htmI IMIllable? Visit Airlines of the W!b at fIyaow.coml 

Her Own Way AMes for the Wman 
MAKE HOTEL RESERVATIONS Traveller 1999 

www.dfalt·maecl.gc.caltrave)/consular/ Make sure that appropriate IICCOITIITlOdat will 
16009-e.htm be available. Remember too that you may haw 

Statistics Canada - Trade Date to set up meetings with clients at your hotel so 

www.statcan.caltrade!scriptsltradlesearch.cgl choose one suitable for that purpose. 

Bon \,hyage. But. . .lnformation for the PREPARE TRAVEL DOCUMENTS 
Canadian Traveller 

You will need a IIIIIId Canadian p IIJI>Oi t www.dfaltmaeci.gc.caltrave)/collsu!arlbvb200 

O-e.htm <see: www.dfalt-maeci.gc.caI passport! 
passport.htm) to travel to all countries except • Trade Commissioner Service Abrt.1 the United States. In many casas. you will elso • www.infoexport.gc.caleservlces-e.asp need 8 visa Issued by the countries you Intend to 

Wx1d Chambers ~ visit. For certain countries, you will also need 

www.worldchambers.coml 8Videnc:a of immunization (see: www.hcsc.gc. 
calhpbllcddoshltravelllmmpro.e.html) 
or 8 health certificate. 

Preparing to Leave 
PREPARE BUSINESS CARDS, MARKETING 

Cararul ......... atlon Is ..-ad to ensure the MATERIALS 
success of a foreign business trip. The following 

Make sure to tak& suitable promotional 
Is • checklIst that can be used to guIda travel 
preparations. 

materials with you. At a minimum you will 

need business cards 8nd brochures describing 

6 
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ytJAJC CIOI1'IpMY end Its products or -. You 
may alsO wish to bring liking d~ CD· 
ROMs. vkIeOtIpIiS or _ ........ I, you .... taking 

samples or equipment. you will .-• __ 

(_.ic<;-Ibtt.""" III'Carnet.hunJ) that wi" 
.. _ you to take the Items thniugh I'aniIgn 

CUSIDmS __ being clwgod duties. 

CoNTACT CANADIAN POSTS ABROAD 

Once ytJAJC"'- "... .. ~. you 
shouId ..... _ the c.18dI8n ''''''_-'­
(wwwJnfoexpon.gc.c:afeservlce. e.asp) 
in the countries you intJInd to visit, to Inform 
_ 01 ytJAJC trip. _ you hope to achMw. 

_ --. you intJInd to .ma. In ....-.y CIiS8S, 

the posts can help to .'_rge awtd COI.-n". 
IIpfICIIritnw1I with pcbntllll bi.IyWS. 

pruc:uremont --.orttIIs, egants. dIstrIbuIIlcn, 

joint __ partnIn. lfPPIupil •• gowr •••• ", 
dllpab.61Is, irIdustry _.uons. end __ 

ARRANGE MEETINGS 

Cunt.:t the !.:Is you hIM! n. _rciCltlliidid or that 

... bMn.'W 'ted to you and •••• for 
--.. M.ka .... that thetlnw..-._ 
~ 01 the ..-mg Is _ to -. sIcIos. 
And be .... _ -. sIdos knoW _toga 
In _ with -" adw If tIwIi Is. ct.-ige 

In pIMs.. 

STUDY RELEVANT CUllURAllSSUES 

~ far ytJAJC n ..... by stucIyIng buSInooa 
pOlCtlc:ti (_: ~gc..calSSGlbil835 
.... html) In the urget QUltrIes. On.n tIwIi 

.. -uIn dOs end dan'U you should be_ 
01_ wIH tnIIMJ _ ..... far men 
h"" .. _ visit the t'oI-...g sIras: 

MARI<£r REvRcH: 
stralIIIgIs.k.gc..c:af.c_mrkUIIbIoiddch"'llf.loc:/la 
l.html 

Em!: . In au- lIPWW.doc:vMob.aI 

Counay s-.. . IJbr.-y 0ICangr.. 
ICWIi!b2.Ioc. ...... frdlaI""-.htmI 

In ....-.y CIlUI"IC1tIS, It is _ •• ,130 ...-
....... Iglftsto ..... _ ........ ." .... Il"'~ 

u.. .... hOt __ ....... gIts ..... " 
to the -.sian end _ ytJAJC ~"IIb ... not 

misu"d.-.S.II '.I .... far ..... _ .. 

Busk.s Evw ..... end Supt., .... , $I ....... ' 
_ ...... www.Ir_ ... h .... COIIl 

1INTRNTNLI ...... hlmI 

Find out. _. you .... tibauI: _ 

candltIans In theurget ~ ... the ....... 
www • 

r .. fOllowIng .. _ UIpIcs you mIghl_ 

to"4 ..,. •. 
• d ..... end 11111 _ aOIInI ..... -... -. 
• doiiwstie ........ 
• h ... p_. 
• ...... _lhI.n ..... end .... c:unncy 

• ~ CUItafnI ... rca" ...... 
• p ... lptluit and ...... aidw " .............. 10 ... . 

• out 01--, 11 ..... .......-

• bid 
• phcrIw. -. ....... COl' p ... • ._ .. hili....,. • __ '*" 
• .'.""") .......... leal ' ...... , 
..... a1mI .... 

• SII'!Ity......-
• cIlpIIiiI"Un ........... 
• hDwm,_lnthe--, 
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• attitude towards foreigners in the COUI'Itl'y 

• social customs. behavior. greetings. 
gestures. c:onwrsatlon 

• business negotiation protOIdures 
• Invitation to soctal functions 
• background Information on the country 
• _ and outline for <lata .:oIlectlon 

and marketing 

• strategy reports 

CURRENCY AND EXCHANGE RATE . 
CONVERTOR 

Make sure thet you have enough local wrrency 
(see: www.xe.netllctf) with you for the trip. 
You can also use credit cards, and even bank 
cards In many countries. You may also wish to 

take additional money with you In the form of 

US cumII'IC)' or trlMIIlers cheques. 

WEIGHTS AND MEASURES CONVERTER: 
A weights and meesures _ Is available 

at: www.geoclties.comlAthenslPnrth .. nonl 
8107fconvert.html 

Checklist 
The following checkll$!; sulTll"l1lll1zes the various 
tasks that may be performed during an 
International business trip. You eIIn use It to 

organize your own actiVities abroad. 

• Meat potential customers and cletermlne 
pftIductfservk:e suitability for mMket 

• Confirm market size and growth potential 

• Determine an appropriate price level for 
your pn!duct or servlca 

• Obtain <lata on the competition 

• IdentifY potential agents and distributors 
and verify thaIr financial and business 

strengths!weaknesses 

• locate storage and dl$!;rlbutlon facilities 

• Identify local rasource people 
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• locate legal andllCCOUl'ttlng ......tc:as 

• Obtain Information about loeal regulations 
and requlrements relatlng to patents. R&D. 
technology Iltansing and Intallectual 
property rights 

• Connrm InformlJtlon on reguilltions 
atI'ectIng business, shipping. mMklng. 

labelling. documentation, tarill's and 

possible non-tariff barriers 

• Obtain Information that will aoslst in 
preparing 8 marketing strategy (customer 
profiles. Income levels, tastes and 

preferences. how pun:hasIng decisions 
are made. how sales are made) 

Follow-up Items 
To get the most out of your trip abroad. be sure 
to follow-up _ you get home. Your overall 

objactlve shOUld be to davalop and maintain 
contact with those you met who seem to olfer 
the best prospects for an ongolng business 

relationship. The following are soma of the tesks 
you may need to address upon your retum: 

• Send lectars of thanks to those who took 
the time to meet with you. 

• Ral .. any additional 1_ that you may 
feel are reIevent to the discussion • 

• SatIsfY any requests for additional 
Information 1\'"om those with Whom you met. 

• Inform the trade commlssloi .... or othar 
Canadian oI'Ik:lalS who helped you. about 
the trip's outcome. TheY may have Ideas 

. abOUt usaful next steps to take. 

• Prepare any market raports or other studies 
that may be required as an outcome of 

the trip. 

• Revl __ Items arising 1\'"om the trip 

and sat up a process for Implarnentatlon. 

• 



Responding to Unsolicited Orders 

A Team Canada Inc 
On-line Guide for Exporters 



• 
Note: 
This printable version of T earn Canada Inc's 
online guide "Responding to Unsolidted orders" 
has been made available FOR YOUR 
CONVENIENCE, SO YOU CAN PRINT 
THE GUIDE AND READ IT without 
connecting to the Internet. 

However. it should be noted that the guide was 
ORIGINAllY designed for online use and that 
Its format doesn't transfer particularly well to 
print format. Specifically. the guide refers 
readers to numerous Web resources which 
online readers can easily access by dicldng on 
the links provided; on paper. these referrals 
appear as long Web addresses which make 
reading difficult YOU SHOULD also NOTE 
THAT. due to space constraints. some long 
Web addresses In this document had to be 
divided into two or more lines; It should be 
noted that the complete addresses must be 
entered as one line in your Web browser. 
IF YOU WISH TO ACCESS THE WEB 
SITES LISTED. YOU WILL FIND IT MUCH 
EASIER TO USE THE ONLINE VERSION 
AND SIMPlY CLICK ON THE HOT LINKS. 

To obtain further information on this guide's 
topic or on other Team Canada Inc ~ides. 
please visit ExportSource at exportsource..ca 
or contact us toll-free at 1-888-811-1119. 

• 
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Responding to Unsolicited Orders 

TIII$_ will hIIp_ilMwgllsohmell n 
~ COtnp •• '.p .... d to "'''.'.'.-1 
InqI.** hm .....,. It Is prfnwIly III11MIdoid 
for _ ..... 'Ies 1hIIt '*-dy have_ 
_ 11~ge 01 ............. tr.aor 

arejull: -*'9 out In exporting. 

M..y 01 h coo • ...,... expoRIng todIy gat 
~ In ___ tr.a by ....... 1dIng to 

.. unsoIk:Ittid inquiry I'nIm • pota1tIaI fonIIgn 
buyw. TypiceI~ h' ......... _ h form 01 
• ~ _ provkIes _Is oIw11a1:_ 

..... Is p ... p.«I to oft'er. 81 _ pica. _ on 

wI1aI: -. T .. polMtIIiI buyw .., 8CCIpt the ,,_Ion. Ngi"_ to modIIY It. or _k .-y 

hm h balSKtlOn. 

Beftn drawL ... up. q,diil",". h ....... must 

diiIa .. oL .. If h firm .., IUIftH h_. 
_ .... 1111 01_ ~ _ In _1dIi ... 

goads I'nIm c..- to h birgit ~ 
....... h ___ dlddeWheCl. 

or not h Plup.«! ba-=tion Is __ 

IIfort. AAI 01 thI$ ,. to be dane _ ... 

i •• t.1I1Y the ........ ode La. the pocaltlel 
buyw II'IBY kIee __ If. cO" .... 'Y ... _ 
...... Iad. giilJwhlO lilt oIth1$ h.r .. ",_ 

... _iC:S. sIgo_1t cheI ..... 

It Is lObo " .. p .. talt to ..-gntza 1hIIt • ,,~ ' .... _iC:S ..... _,.,1Itma1l 1hIIt should not 

be tak-.lightIy. c.... ..... 1hIIt ... _ 
...-ukIngs _ In. ,,_Ion-..lel 

find u ....... I .... far ......... 

Thilit Is wily IIrms PI ..... " .... ~ -
.... to dllullop. ,_Wlbly .......... ... 

_costs. ................. ' ........... ., ... 
enythiI ....... 1hIIt _ '-. beali!"' ... _ 

_ oIh ba_lIoil. TIII$ w, ..... aIIIIr:s 
• lIi.aiicwtl to ~ _ In 1hIIt...­
It will help __ 

• ", __ id_...-_In 
....... IdIngClO .. __ _ 

1'nIm"'-: 

• dWIIap_IIStL,_Gf_ ........ __ 
!My naid I'nIm _1IcnIgn buJIr in_ 
to maIiIa. dIIiI _aMl_ 

• .......... "diil .... 1hIIt __ • h 

bIISIs 01 ,.,. -W".' wIIb • idIM­
fCInIgn touy.-; 

• _up __ Gf.w .. _wIIb 

h fCInIgn touy.-; 
T .. ____ IdadY __ _ 

0I1 ..... _1hIIt ..... _ naid In _ 

to .. bili __ t.-ks cpddy'" .-.caw..,. 

c. • .,. hllGlla ...... __ 

in ....... tding tD .. Uiwn. IN ordIr. 

a.t 1: I...,. R di 

a.t Z: ExwnaI tu-Ioat) R dl 

a.t J: t..IdoId Cast c-......... 
a.t4:C)~ 

a.t S: F .1IIly .. tI)Ioy..-) 
a.tl:, __ , 

a.t1:T .. C--

a.t ~ 0nIw FuInIIment 
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Internal Research 
Unsolicited requests from abroed can come as 

letters. l'axes or telephOne calls. If the request Is 

verbal, the call SI'IOUld be logged and the caller 

asked for written confirmation of the request. 

Com!spondence SI'IOUId be stamped with the 

date on whk:l'l It Is received. Special cant should 

be taken with requests In a foreign language: 

they SI'IOUld be translated profasslonally to 

ensure they are properly understood. 

The 11m task In developing a response to the 

request Is to gather information from other parts 
of the ~ The oQIactlve I. to datermine 

whether or not the linn Is able to fulflll the 

order, and If so, at what time. at what prk:e, 

and en what terms. IndMduelS nlSponslble for 

dll'l'erent aspects of the company's operations 
haVe to be consulted to get .. plctur& of how 

rudy the fbm Is to procaed and what Impatt 
the order may have on other operations. 

Below are • serIas of questions to datermlne 

the InfOlmatlOn you may ~ and the kinds 

of demands you may require from others In 

'JOA.II' company to structure your I •• ponse 

to the unsoillcited order. 

AVAILABILITY 

Inwntory 
• I. the Item alrudy In Inverotmy? 

If so, how many unItS? 

Manutacturlng 

• When can the product be produced? 

• W>uld additional Inputs be required 
to satisfy the order? 

• Are prodUCt modifications _? 

• What would be the Impact on other 
parts of the operation? 

• What would be the llnanelal impact? 

www.statcan.calenglishlreserchlotherlO.htm 

PRICING 

Marketing 

• What pricing stlllWg) ~ be adoptad? 

• Is this a market In whICh the company may 
want to do repeat business? 

DELIVERY 

Packaging and Transportation 
• Has shipping any exparlance In preparing 

orders for thIS mat1<et? 

• Can It handle any special labelling or 
packaging reqUirements? 

• When can the Item be prepared 
and shipped? 

exportsource.calnonframelengdod6e.html 

TERMS OF PAYMENT 

Financing Exports 

• What financial InSIruments should be used? 

• When SI'IOUId payment be mads? 

."portsource.calnonframelengdod5.html 

Canedl.n Comrnan:Ial Corporation 
. p~ Payment Program 

• What currency? 

• Are there any special conditions required? 

www.ccc.calengHshl ... rviees_expflnance.cl.nl 

Export Ow.iopmont Corpntion 
• F lnanelng Servitas 

www.edcsee.calprod.serv/linandng!index...eJun 
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External Research 
In lespoiodlng to .... 1.ftIICII_ .....-. It Is II 
good _11> estabIIsh..-ly onjUSt how .... lipIu 

the b ... etlan Is IIMIy to be. I ............. 
_ ........ a. higher ...... oI .... liplult) 

tIWI does domIstk: COii'l*",*, In some c:ase. 
__ np'wlly hl....- the kind oIeddItloNII 
time _ COlts _ could un • p-omlslng deIIl 

Into • ......,.._. Cornp.n/Is .. _, --.cI 
to "'- euctIy _ they .. getting Into 
before they c:ommIt time ____ to • 

b .1SIICtIon. 

Nx- all, jAD_ opciI1IIn '-' to 
.. __ th8 "'9''''''''''' reo- both In 
c.-_In theurgot __ how It 
__ prodUCtS or _ RaguIatJons 

InvIriIbIy bring wittltham • requlnimlnt for 
....... wort<: ..,..,1aII:IcIm. parmIts. appn:Mi1$, 

.... tlIIcIItIoo .... R.t.ntIaIupon ... will _ to 

"'-jUSt what c:IocurrWItItio will be,...­
_ how much time Its "' .... atIon will ~ 

8ayond rules _ "'9'ilatlons. thin .. th8 

/ogIstIes 01 phy!IIc:aIly .......rng goods (or ~ 
from c.-Into th8 urgot........ut. How can 
_ be _1 .... .....nWtwtt COlts .. or caukI 

be InvoIIIed? Wtro wII' be lespoiiSlble for 
mokIng _ iiionlllOllt ... _ .'.ig8In8IWS? 
1.....- In _ 8111:1 .. _ .. th8 COlts 01 

.......... _ eny specIIII rIIIkS that might 

be ~ Intheurgot........ut. 

a..-lIalllting _ can ....., guIdt ,...,11> th8 
,,_ .. _, ,..., will '-' In CII'der to strucIlIre 

the ca.t, ..... _ COlts _ ffllout II iii_ion. 

MARKET INfORMATION 

Click Nre tIXpOI'tlIoUrct".aI to __ vwIws 

....-01 "m .. _about the_In 

iii ....... 

EXPORT REGulATIONS 
In C8UIn -. c.... ............ the4illplll't 01 
goods. Some __ .. undIr .,_._ 
c. ___ 4iIIpIII't ..... 0. .. __ 
1 __ ..... _ .. ........,. ....... _1n 
_oI.-....._b ............ L 

For __ ...... _, on 4iIIpIII't ,... ...... -= 
Con.dt.n hAa, ..... Export 0.:.. ... , 
www.statam..caf .......... ..-ai'lncleLhun 

ExpcrtIImpart Controls a..-. 
www.dfaitnMwi .. aI-ekbf ... ~.hlm 

IMPORT REGUlATIONS 

Some __ ....., out -aIn prodUCtS 

or irrIpoIII..-. M...Y ............... .... __ ... _00 ..................... orodw 

legal requltalaa _ could ___ • pnICb;t 

_Is not ... -......" Its --.. or ...... 
_ COlts for .... Ok. __ tIIkaIIun. 

PACKAGING. lAaEwNG OR 
PACKING REQUIREMENTS Many--- ....... --......... --
prodUCtS .. to be I '1Q'd ........ , .... . 
_ be Included on the...,.. ..... th8 

~onth8 ...... _ how "",,'aaol 
th8 pI'O(b:t .. to be....., 

TNre lIa .... l....., 01 Pi , .. that ..... 

ewport paiillls. Tr-lndudIIa.i.'."'" 
emltoa ••• 1t8IIy ..... WId tpedIL 

IMPORT I.JcENSES 

M...Y--................. thetmport 
of dat;gwous,.. w¥ttUllld ............ ... 
that might ...... _'''-_10_ 
j)i'CidIars. 
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TRANSPORT AVAILABLE 

Four modes or transport are available: air, rail, 

truck and ship. Shipments combining two Of 

more of these modes are called inter-modal. 

It Is important to determine which mode or 

combination or modes represents the most 

cost-elfectlve means or physically moving 

the product Itom Its Canadian origin to 
Its destination. 

SHIPPING ScHEDULES 

Once a transport mode hils bHn determined, 

It Is Important to get some Idea of shipping 

schedules since this will haw an Impact on 

delivery times. For example, seasonal variations 

will affect the availability of ocean-golng 
. transport. 

INSURANCE REQUIREMENTS 

Many buyers will require thet goods are Insured 

against loss or damage. Sellen will also want to 

Insure a transaction against default by the buyer. 

Find more Information on Insurance 

requirements by visiting: 

Expon: Development Corporation 

www.edc-see.caflnde • .-e.htm 

CREDIT CHECK OF CLIENT 

If possible, It Is a good Idea to get some Idea 

about the reliability or the potential buyer. 

Many deVeloped countries haw the equivalent 

of a better business bureau, ad credit bureau 

or a chamber of COI'YlI'I'lt!tC that can provide 

business nlferenoes. 

RISK FACTORS 

Are there special risks (POlitical Instability. 

economic conditions, climate, etc.) thet 

need to be ractored Into the deal? 

Landed Cost Calculation 
A critical step In responding to an unsolicited 

order Is to prepare • reasonable estimate of the 

costs your firm will Incur In fUlfilling the ordar. 

ObviOUSly. quoting too low runs the risk of 

losing money on the transactlon while quoting 

high risks losing the buyer's Interest. Preparing 

an accurate estimate, hoWeVer, requlresjuggllng 

many additional factors above and beyond those 
Involved In domestic production. The most 

Important of these are the costs associated with: 

• preparing the many documents required 
In an International transaction; 

• labeling, packaging and packing the 
shipment for transport; 

• moving the shipment Itorn the point 
of origin to the destination; 

• payment of any duties kIvIed by the foreign 
government; and 

• financing charges, Insurance and the 
costs of issuing payment Imtruments. 

Evan familiar business cost !tarns sud't as 
promotion and marl<etIng take on additional 

complexity In the international arena since they 
might Involve travel, translation, and long 

distance tetecommunicatlons. 

The t'oIlowlng Is a WOIksI_ that can help you 
Include all of the relevant costs Inwlved In 

completing the transaction you have In mind. 

Use the spt eedsIw«s below as a tool to help you 
keep track of, and add up the relevllnt costs. 

(N_: Dennltlons of terminology used within 

the tables are given on the t'oIlowing 

worksheets.) 
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ProcIud Coot Pon ........... d_ .. C-
Mmr1aIs $ o.n..m.u. .... -. $ 

l.abcx.r S Whdge S 
PtMt CMi.wcI $ SpedIII.-ges $ 

PmcIuct nlOdll'laltlon $ M.tdng I 
AdmIn~ S laItngdWgB I 
Do.r.tIc " •• ,eI"g ... _ ..... S lOut. "".--tat I 

TotIII Doon.Je Cost s 

! Fonign~""' __ of"" C-

'.- i T..- end • UN ......... "" .. $ 

. f'I_1anII ~ ... _""'" I 
ComrrudcatIons ... _ ....... -"" $ 

TranslatIonS $ 

Nei;..,IMI;IOII', ....... I 
Fondgn agent's COlillulll''Ons ... fees (Ir III' en) $ 

TotIII "Ex w.u" (EXW) s 
PI¥bI p •• _lIu"<# ..... il Coot w.,-"", __ C-

LobeIIIng S ~ $ 

Packaging S Cargo- I 
PIdung end cntIng S Ctwge .. _- • S 
Moddng $ T_, -c.. --... .---PfI I 
Strlf)plng $ 

C-l.andIns dw .. Doon.Je III_a", ... _ ..... $ 
u.-'II $ 

Other __ of P .... 1IGon ~ tI_lIIpCIIt 
SpedIIIdWgB $ Doa.c. __ •• - S 
Sbnge $ 

fNIgI1t la_l1li's .... $ 
T_.~o..r ............. S TotIII. __ ow_ 

$ 

c._ ' C- . --Inland fnfs,ht Coot Foreign CIUtlII $ 
t.o.dtng eI_gas S 

a.-'s .... $ 
li ....... t $ 

D.I~to_ .$ 
~.-ges S 

t.o.dtngdWgB $ 
$ 

T_. ____ 
li ....... 1IItIon !S 

T_ ~o..r-«lOI'til 



• 

• 

international financing charges Cost 
Costs of llnanclal Instruments ~ .......... of """'It) 

Export credit Insurance premium 

DI5c:ounts on receIVables 

Costs a:ssocl8t8d with currency --.Ions 

DEFINITIONS OF LANDED COST 
CAlCULATOR TERMS 

l'rodut:t t:Utr. This section summarizes the costs 

of the physical Inputs and administrative 
expenses i_vee! In physically producing 

the goods. 

~ What are the costs of the matNlal 
Inputs required to rullill the order? 

l.abom'. All costs related to the labour 
(direct and Indirect) required. 

PIant _fIMd: All costs related to the plant 

CMII'head. This should Include utilitlas, rent, 

taxes etc. 

l'rodut:t ~ .,.tfotr Any costs required to 
modify the product for the new market. 

.AdminiItratitm Any additional costs Incurred 
in admlnlstaring the transection. This may 

Include speciel charges such as the costs of 
hiring res .. ,e".u or performing credit 

checks on the proospectIw customer 

~ &.ndng (.." bank~: Any 
costs required to lin""",, additlonel production 

to fUlfIll the order. 

T«aI domertk t:Utr. The total of iIIII costs 

of production Incurred In Canede. 

Pomp ~ MltI_ ofsalel: This 
section summarizes all costs related to 
promoting, adwrtlslng and seiling the product 

In the foreign market. 

$ 

$ 

$ 

$ 

Total cost of transaction before profit $ 

Margin (In %) $ 

Export price $ 

Travel and 8A rmhtlm .. • t-.ictudes all travel 

expenses Incurred by your company In visiting 

the target market for I ,,,arch, a mission or • 
trade show, and it may Include the costs of 

bringing foreign partners (agents, distributors, 

etc.) from the target country bacI< to Canada. 

~/1mIIJb (Ag_ tnttM fJdn): Include all 

costs associated With the event (promotional 
materials, registration fees, booths and displays, 
etc.) except those already counted 8. travel 

expenses. 

CommunkatIbM {e.,-~ CIRII'kr: 

I nclude all communication costs (telephone, 
couriers, faxes, iIHlIall etc.) Incurred In 

completing the deal or likely to be 
Incurred In rulfllllng the order. 

Trall_lilll...:' Costs of translating promotlonel 

materials, praduct spacs, labels, ~, 
etc. Into and from the language of the target 
country. 

~ IIpIINI: Include alilawyllr's and 

legal fees Incurred In drawing up the contract. 

FonJitJn.,....ti mnw F hllf md '- (if 
appIkaIW): Are commissions, finder's fees, 

distribution fees etc. owed on the transection? 

These should be convertad from foreign into 
Canadian currency before being entered 

on thlsworksheet. 
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1Mal & IIf.rD (EtW) .... The tDbII 01 all 
pnxll'ttic>n .... II. btl"g _ bII'ore 

~ Ex VIb1ts Is _ 01 the INCObwms 

_to doIIno the_ 01 on ~I 
b ........ Ion. An Ex w.....s II"k* Includes .11_ 

ifwoOIwd in pnxIudng _Ing to the "factory 
gam.' It a b .1lOM:tIon __ spac:l1'Ied as "Ex 
\I\a1cs', the bI.Iy8r -..let --...".,...sH>II1ty 
far 1111 __ in moving the goads fnlm 

the point 01 crIgin to the ftnll! dIIstination. 

PApblJIi. ___ 'j . T __ 
the __ in _ling. p.:kaging .... 

pllCking goads in. suIbIbIe w.y far b • .spoot to 

the target merkwt. 

I f, ' .. Pr-.ct ............ 1y must bot in or 
at _ Include the _ lIngo"IiIJI'Co) 01 the 

target merkwt. T,*" may ..... bot specIIIC 
regulations gcNWIIing the -..: 01 the _. 
ee.g. eoutnryh 01 orIgine. _ .... __ 01 

the ~pnxIuaIr •• desa1pt!c>n 01 the 

"]lIhllts or h "'" _ItS, ~ .. ]Il'" ililty with 
QChnIcaI __ ds or inspeetlon ,...........Ib 

ItA:. ) Fa/Iunt to pnMde the proper IlIbeIling 

could result in goads being stopped at the 

bordor 01 the target merkwt. USUIIII)Ithe bI.Iy8r 
will ....,:IIY the type oI_ling or ....... 

.......-.s farthe--...... ~ but. 

fnIight ror-.. -. give you the same 
IllfGlII-. Q.-. bn*InIn the fOnIIgn 

COUI'Ib"y WIll ..., bot ramlllw with the spac:l1II:: 

IabIIling "'9I11at1ans recpnd by customs 

k 1IIPIICtoIs. 

Jlwi J' J DIstinguIsh bK" •• ,PII ~¥'" 
{which jill." to individual pnxIUI:tI) .... 
pIICking {which _ the w.y In _ an 

..... shIp_ Is rrbIMI .. -vo. Be 
CMIIUI to IIImIIIwfa ..,......... with pllCkeging 

NqLiII ••• 1b far 'JfXII pQdUI:t in the target 
~ R"",,_ may call far. pQdUI:t type 

to be individually PII" .. t. or ......... in 
specIIIC quontItIIS (e.g. by the doan). c.t..in 
typIIS 01 Pll*ag!ng (-.g. pIaSdc - WI1ip) 
may bot .......-.s. Cldw typIIS oI ...... aging my 

8 

be 11101..,.., (e.g. ...... aging .... not 

ShI>w the COl _Ib 01 the pncIuct). 

& : " IndNIduIII". ' .. ,.,. tD bit 
IIblo'" InID ~ c:r-. _ tIddII, or InID __.s. The goads must bot pecIOId In ..... .. 

w.y as to ....... the........,. 01 ......... UIIft: 
or spallagli .... the bI.Iy8r may....,. '-u.y 
expKt this to ba dor& The ...... 9 ii_ .... 
you IIIact will dIf*Id en the -. ...... 
weight. hgIIlt)l- COli_IllS 01 the prodUI;t: 
_ the prGduI:t will thIp by ..... -= 
.... the ~ d ...... COIiidlaai ...... ......... 

b.lSjIOi .... ' In the _ ....... ~ ........ 
-~ .... far ....... 'JfXII prodUI;t: 

Pack the shIp •• _ In ........ __ •• F.the 

.... _ .... to CIIjIII:Ilj; OisIrtbubt.-gllt ftmIy 

within the ........ 

Quotation 
A CII_1on Is a /egIII1y bindII. ~ by 
_ 'JfXll1Imt can ..... '" to an 185011,_ 

ardor fnlm ........... fInIgn bI.Iy8r, It 
' .... _IIIS 'JfXII COIi ••• ..,. •• 1t to _"""'. 
jIIItIcuIW pQdUI:t or...tc:a ata ~ 
II"k* .... ~ en the _ ipiCIIotd In the 

"n:attan.. GoIng beck on !hilt cw ...... , .... 

could ".-va 'JfXII CIII'.-IJi'. NpII- .... 
It ___ you In _ cII'IkuIUtc. T ... 

Is why It Is II .... tiMlt to tiM CMIIUIIn '­

you ~ 'JfXII " ...... 

By .'.tlm, _.,.tt ........ , .... .. 
t::rwIIn, .............. ~fI ......... . 

.. ShauId go 1nID. " ........ T_1ndudI: 
• I 1ptIui. 01 the goads ... ...tc:aI -. 
oII'tnd the II"k* (.nd dIIIIIIs (1# '- II: Is 

caIa.fII!w!) cIMaIIs 01 '-the uII!Ii "9 Is to 
be .............. _CIII ...... be 

.,...,.,- '- It ... be t1111pp1c1 .... by ........ 
_ ......... WIII~be .... ..... 
_ .... lrMlCI wIIlbe __ ... 

-* .. the ardor ... beonlUlllllod COIiI"'" 

haW ..,..wlll-thoUlcf .. ..... 
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A quotation that does not contain aU of this 

information in sufficient detail will raise a lot of 

questions about the transaction and could delay 

the tlme It takes to come to an ag.-nent. If 
certain Issues ara not spelled out clearly at the 
_. there Is a possibility that differing 

Interpratatlons can cause disagreements later on. 

That. in tum. can delay payments or harm 

reputations. 

DESCRIPTION OF GOOD OR SEIMC£S 

The description of the goods must be cleer and 

specify the typa of goods, make, quantity and 
how that quantity Is expressed (i.e 85 units, by 
'MIight. by number. by sat ate.). Specify If there 

Is • specific qualitY standard such 85 an 
Inspection grade. or product typa (deluxe. 

Details 

Name of Product 

Make Identifier (e.g. Sl!lial nurrm.s) 

0uantIty (end unit of measurement) 

OuaiitY (grade, typal 

Components (If any) 

PRICE 

The seller should specifY how a prica Is 
calculated (Ie. by unit, by 'MIight. by grade, 
ate.). This should than be com_ with the 

amount to yield. price for the goods. 

Additional chargaS should be broken out and 

detailed. These can Include costs associated 

DetaiJs 
Rate (price per unit) 

No. of units 

PrIce of units 

Additional chargaS ~ __ -... "'_ .... ) 

Total cost 

Currency 

Once you have filled out • quotation, take time 

to think about the deal you are proposing. Ask 
yourself the kinds of questions listed In Tm 5 
before you actually sand the document to the 

prospective buyer. 

Below Is • tAlmplate that can help you through 

the process of preparing. comprehenslve 
response to the unsolicited order. 

ragular. economy ate.) .. If the product contains 
third-party components thay should be 

Specified. 

Internationally accepted nomenclature should be 

used whereVer possible and 1_IJargon avoided. 

Terms Offered 

with special packaging. ShIppIng. insurance, 
payment of customs, or any special fees for 
which the seller may be rasponsIbIe. This should 

all be added togetI_ to yletdthe total cost for 

the order. The currency of the payment should 
be specified. 

TennsOff'ered 
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PAcKING 

I, Iha goods CIII1y .-.s. wt.t Mnguage WIll Iha 

labels be In. Wtwit 1,,1\:li"iltiOfils c:untllllild on 
Iha labels. 

• HeM wllllha goods be prkaged (Type fI 
wrapping: ....-. shrink wnop •• ? 

• Packaged by wIeght. by single onts. by 
1NIItIpIeS? 

DetaIls 

I..nguege fllabeIs 

eu._ fllabeIs 

HeM WIll goods be 1M" "aged 

HeM will goods be prked tar shipping ...... -...rI 
Spacial handling "'-__ -.) 

INSURANCE 

• Wno will be........- tar insuring Iha 
sI"""i.lt? (Can 5piIICIfy twit what InA.nr Is 
to be'- end from _ cuunuy). 

DetaIls 

Wno will _'_l1li" tar ........ 1 
Typed ........ ? 
Amctt.n. fI_1 
He. WIll goods be......, tar shipping ...... -..rI 
Spadat handling "'-__ -.) 

10 

• HeM WIIIIha goads be......, tar ShIpIng 

P-. ......... - ....... )? 

• Ivwlha goads fnIgIIW 

• DoIhl!Y.-i ... IgiI .... "'_~_1 

• Do 1hI!Y ...... spKIiIIlwldllillll 'Ia. 
•• 01 ..... c:twIIIaIIs)? 

"rem. Ofttond 

• W'Ntcpd ....... ls ..... tD_ 
cddIIilb. 1pI" uw ......... II pds-.) 

• HeM muctI ........ wIII be_-.1 
(How much dlha .. _ , •• , _ be_". 

T ...... Olrwed 



• 
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SHIPPING 

• How will the goods be shipped (ocean, air, 

rail, truck) and by what rtlUtA!1 

• Woo will choose the c:arTIer? (Some 
governments will specffy that their national 

alrriers be used). 

Detans 

Mode of transport 

Carrl ... 
Shipping lI'8IIQ8Il_ 

Wtto will cover shipping fX15t5? 

PI .... from which shipment will be made? 

DestInatiOn of shipment? 

DELIVERY 

On what date will the sail ... 5hIp the goods? On 
What date .... they to be delivered to the 

Intended destination. If the shipment I. to be 
made In Installments. the amounts in eech 

Details 
Date goods shipped ~ • ___ ....,j 

D_tobedel_~" ___ ......,j 

Pi .... of delIw"y 

INVOICING 

• When will the 5811or',I_ be sent (prIor 

to shipment, with shipment, after)? 

• How will It be sent (separately by air, cable, 

mall, fax. _? 

Details 
Date of Invoice 

How invoice Is to be sent 

Other documentation 

• Woo will111llke-oemenu for shipping 
(buy... or .ellor)? 

• Where are the goods to be shipped from? 
To what destinatiOn (city) are they to be 
shipped. 

Terms Offered 

installment lind the_ for _ should be 

""""me<!. To what pi .... (addnIss, name, other 

coordinates) are the goods to be delivered? 

Terms Offered 

• Will It be sent wlth.the shipment? 

• Will _ document be raquinld (consulor 
IrM>Ice, In5pe<:tIon eertIIIcaIBs. _11cemes or 
perrnl!s?) lind If so, will the sailor pnwIdethem? 

Terms Offered 

11 
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AccEPTANCE AND VALIDATION 

• Wtw> ao:capts the on:IIr _ It Is dol......, 
(the buyW •• t1.IItMIs broker (spacIfy neme). 
the SlllIer's agent (spacIfy-)1 

Det.us 
Who will ..- the on:IIr1 

Haw wIIl ..... 1ty ... vwItIed? 
Haw wlll ____ the on:IIr ... valkIMIIcI? 

PAYMENT 
• W_ fII .. 1Cllll1nsUument m ... __ by 

SIllier ( __ cnIdIt. bill oI_.1gt. etc.). 

• Wt..1s ..,.,,_ to ... _ ( ....... dIIIlvwy 

ID the ~ ........ , 8jA8i1Clt, ..... 
__ .....-ume)1 

0-0.. 
F~_to"' __ . 

Wt.. Is pIIyiiM'It ID ... _1 ~If'" ... 
To wNd'I bank1 ......... __ • __ -' 

12 

• HawWII theORllr .... , 1 '_..-R 
• Who will dIcIdIo _ •• the ___ the 

b WiIi&tJGi .... bIIn fuIfIIIIId7 

T.:a.0ftInd 

.1· .. /iI."to ... _ ... IUmp ........ 

Itlltalll •• 1tS? 

.1' ................. _ ... ..,tIIW7To 
whIIt 1nIItIb_ C--.., the SIllIer's baNI) Is 

P'I1"." 1D ... 1MdII. ~ ___ 

--~. 
T.:a.0ftInd 



Feasibility Test • What .... tI\iI other potential benerlts to 
your firm such as using up spIII'G capaclt}l 

Once you have completed tI\iI quotation. and developing a foreign partnenhlp. tasting 
before you send It, you should look clOsely at amarketetl;.? 
tI\iI deal you .... proposing before you send the 

• Are there slgniflcant Impediments to tI\iI quote to tI\iI prospective buyer. Even though 
It may be profitable. it may stili not make deal In tha form of local tr!Ide barriers. 

sense In terms of the time and eI'fort Involved distances, regulatory restrictions, logistics 

In achieving that profit, or In terms of and tha like? 

opportunities you may have to forgo In order • How risky IS tI\iI deal? Do you have any 
to pursue thIS deal. Betore you rommlt to tha Information about tha foreign buyer? What 
negotlatlon, ask yourself tI\iI following quastlonS happens to the deal If there ere fluctuations 
In order to evaluate tI\iI feasibility of the In exehenge fates between Canada and tha .: proposed transac:tlon and get a sense of terget country? How likely are such 

~" tI\iI terms you should be asking for. fluctuations? 

• How much time will tI\iI deal take? • Are there ~y political rISks Involved? 

• Do you have tha internal staff to • Are special Inputs (materials. OXImponents, 
take on this prQject? etc.) required for tha deal? 

• VIobuld you have to get additional • Are special skills required (language .. 
help to carry It out? cultural flImlUarlt)l expertise In logistics, 

• What would be tha Impact of fulfilling tI\iI ett.) to perform tI\iI transaction? [This can 

order on tI\iI firm's other operations? """" .... point to where to get these skilisj. 

• How much will tha deal cost (In terms of If the answers to these questions suggest that 

staff time. material costs. flnllflClng. and the d ... 1 Is more complicated then at first 

other chargeS)? thought, you may wish to a<tjust tI\iI price 
upward. If tI\iI deal looks axtramely complex 

• How much does the company stand to and time consuming. you may wish to cut your 
make on tI\iI transaction? losses now and abandon the prQject altogether. 

• • IM>uId tI\iI deal require fll'IIII'I<!Ing. If. on tha other hand. the potential benerlts in • and If.." can the company get It? terms of revenuas, market position. use of spare 

• What would be tha Impact on other capacItY or other factors, tend to excaad the 

operations of securing additional probable costs, then send your completed 

financing for this dea!? quotation form to the PI ospactlve buyer and 

• IM>uId It preclude getting other types of 
move on to tI\iI ""xt stap In tI\iI procass. 

financing that the company might _ 

for other operations? 

13 
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Negotiations 
Do nat -....thIIt JIIIUI' ~ ",--.n WlH be 

... _ In Its~ 1NItn so nwoy _alt 
IIIcton _19 !he!lhlpt d. _. It bID be 

• 'I-Ial thIIt!he po""f*t/W """"Im)' wIIh 
ID IIIIIr JIIIUI' -. They 1m)' '-' !he prodUct 
cIoIlvftd _ quICkly then you "'9!JI"" They 
n-.y ay ID bilk ~ the prkle. They n-.y ........ 
• spidle l;YpI d.,.tdng fw the ... , .... the 
... d.~_db.dpOiIIiItIOtIGr. 

spedIIc c:am.r. WI.. you ........ ",dMIon. 
you ... putting -:yttq on !he _ fw r8\IIew 
.-.I ....... _ 

If !he poUijMtlw buyIr --. ..., d!he bIrms 
d the poopaul. think __ thIIt dolls ID 

Item 0.. 1st T_ 0.. 2nd 
Quote Ret·- a..-

Prke 100 50 90 

WtshiplD Wtshlp 
SldppII18 Theylhlp fi .... 

~-
to-. 

T"-Y They 1IfII'"MI. Wt...-anga. 
~ ...... _.'-1g8. u.y IIfII'"MI 

This "eg"tiiltlon w<wksI_ IS .... on 1ta 
",_Ion tel,,,,,,, you ruled out ID ........ 

JIIIUI' first aII'a' ID !he rcnIgn .....,... Tta lint 

.......... d this tanpIatit coo_1ta bIrms 

.....-In JIIIUI'"M""iot •• Columns WlII_ 
be IddId to this initial aII'a' ID dIIrt 1ta 

14 

praIItI, _.-.I _ P FM, Abo. ...... 
.oMlQ ID..., d ............ ,..,gIl1ta 
._ .... fllha dlriltOl. wII:tIIn ytNI' 

~~InH""¥"ipptI ... 
fIrwa -.) thIIt 1m)' be.-...od by!he_ 
-. ...... n-.y'-ID gollnUgll __ 
Ita ........... baiIh ... _MIIIIod_ 
an d1tablrms d1ta pClpOiid b_~L 

Yau ... u..iwc· .. • ....... ' 1 tDhllpyou 
In JIIIUI' .... __ 1ta fGnIIgn buyIr. Tta 
~IQIS.. ' .... d_1ta.IIV' ...... 
umpIIII8 _ be.,., ID IIIIIp _ d_ 
...... bIrms ... d_lQId_the"_ 
~ _ .-.I Ibtth II1II b .1II1ta patJII: 

TherR ..... F_o... 

1S 80 

WtlhlplD o • va WtIhlpID_ 
shed. They ship to ...... u.y ship to IInII -.......... ~ ...... ··L 
Wt ....... u.y w. ••• ...,..,. 

IIIi'I"GW ... -
.... help you .... _.,,1ta~ ... 

c:aua ......... ~ be iI." ...... .. 
'MO." Ion ..-.0.... baiIh ... '-
..-lDan 1tata"ml.1taIlnll .......... .... be.,., _1ta ........ --.19 ~ ....... .... 



DESCRIPTION OF GOOD OR SERVICES 

Item Terms Offered I Counter Offer! Acceptance 

Name of Product 

Make 

Identifier (o.g. _.........., 

Quantity (and _ of " .''''~ 
Quality &or- typo) 

Components !If...,.) 

PRICE 

Item Terms Offered I Counter Offer! Acceptance 

• Rate (prtco .... unit) 

No. of units 

Price of units 

Additional charges 
............. _ ............. ..-..."'_ ... J 

Total cost 

Currency 

PACKING 

Item Terms Offered I Counter Offer! Acceptance 

language of labels 

Contents of labelS 

How will goods be packaged 

How will goods be packed for shipping 
,*--m)? 

• Special handling .......... __ -J 

INSURANCE 

Item Terms Offered I Counter 0tr.rI Acceptance 

Who will arrange for Insurance? 

lYPe of Insurance? 

Amount of Insurance? 

15 



SHIf'PING 

I_ T ...... 0IItnd I Count. 0fr.J h c .. _.,. 

Mode of b lIospon: 

c.n. 
SnippIng .,111981,,,,11$ 
Wm wlll_ ....... '9_1 

IwIdIIng "'--_&l 
Place fram which shlprMnt will bit __ 1 

DootkcIon at shlpm .. 1t1 

.. DElIVERY 

1_ T.-- 0IItnd I Count. 0fr.J h ....... 
0- goods stllppld ....,. __ ........ 

o-to bit dIII __ ....,. __ ........ 

Place at dIII'-Y 

INVOICING 

1_ Tenns Omndl eo.--0fr.J h· .. __ 

0- at InYoIcw 

Haw InYoIcw IS to bit _1 
Ouw_ 

AcaPTANC£ AND VAUMTION 
1_ Terms 0IItnd I Coo, .... 0fr.J h. *PI ... 

WIwlwtll ...... ~? 

D Haw will ~ a.-m.G? 
Haw will od'tor _ attht __ bit ".11l1li.0 

PAYMENT 
Item T_ 0IItnd I Coo_ 0fr.J h ..... M. 

r".~ InsInIInInt to bit u.:I. 

IMwIII PIi!Ji •• 1l1lO bit __ ~ ... . I 
lOwhIch ............. ___ -' 



• 

• 

The Contract 
Once both sides have agreed to all of the tsrms of 

the transaction, you are ready to proceed wfth 

drawing up a fonnal contract. The rontract Will 

require some additional pieceS of Information that 

-.. not part of the original quotation but that 

are necessary to provide an app<opriate legal 

Ii"arnIW¥Oi k that protects both partieS. 

IntlIm8tlonal trade t:nInS8ctlons dllfer WIdeI)\ so It 
is not possible to design one standard rontract to 
CI:Nit all cases. It Is advisable to got legal advk:e 

to make sure that the tlnal agreement Is 

both oomprehenslve and legally binding. It is 
also Important to specify whet mechanism will be 

used to resolve any disputes """"-' the partieS, 

should these occur. 

Below is 8 rontract Itam<lWDl1< for your 
transaction, which you can use In your discussions 
with your lagat advisor. The fnImewort< wi" 

Include a record of the tsrms to which both sides 

agreed during the negotletlons and It can be used 
to guide your lawyer In draWing up a legally 

binding agreement betWeen your company 
end the forelgn pun:haser. 

DESCRIPTION OF GOOD OR SERVICES 

Detatls Terms 
Name of Product 

Make 

ldentlfler (0 .•• _.....-.) 

Ouanmy """-"..........,.j 

QualitY r..-. ..,..) 
Components (It""" 

PARriES TO THE AGREEMENT 

Details Terms 

Purchaser 

Sellers 

PRICE 

DetalIs Terms 

Rete ..... por unIIl . 

No. of units 

Price of units 

Additional charges ..... ___ ....... 10<) 

Total cost 

Currency 

17 



PAcKING 

Deeds 'J'.n. 
L..!guegt of labelS 

eo. ... 1b of labelS 

How will ~ be ,. kagId1 

How will goods be ......... far shipping 
........ -...p 

.... -Ing.---_-.I 
INSURANCE 

0..- r.-.. Wtrowlll ...... rw ......... ? 
~ 

Type of ......... ? 

Amoo..tof ......... ? 

SHIPPING 

n-o.. ...... 
Mode of 0_", .,111 .... 

c.m... 
Shtppi'1g W'·VII·'II1ts 

Wtro wIIl_ shipping ~? 

PI.. from which :IhIpno.. will be_1 

0astInIII:Ian of stlipl'o.." 

O£lIVER'f 

Deeds ...... 
o-~ IfIIIlped .....,. __ ........ 

o-b:I bedll __ .....,. ___ ..... 

PI.. of doIIl""y 

INVOICING 

Deeds 'J'.n. 
o-of_ 

How _Is b:I be ... 7 

0Uw docunWItIIIlan 

18 



AccEPTANCE AND VALIDATION 

Details Terms 
Woo will receive the order? 

How will quality be verlfled? 

How will other terms of the order be validated? 

PAYMENT 

Details Terms 
Finanelal Instrument to be used, 

Wt.en Is payment to be ~? """"" _........,j 

To which bank """", ... _'s""" __ I • REGUlATORY COMPLIANCE 

Details Tenns 
insplCtlonS 

Standards 

Codes 
Licenses and permits 

I U~~ 
Terms 

ARBITRATION 

Detalls Tenns 

• What Institution or indIVIdual will arbitrate 

'MI'J dispute? • Arbitration procedures? 

19 



Order Fulfillment 
One. an ag.lllm"nt'" _._Md. '1O'I..xt 
_ Is to alert U-In '10'1 finn _ '-

....... to play In Implenwoting It. G.nenily 
lt1Is will invOIW the .... dhllslons thIIt __ 

COOIIbIC:ted In TIISk 1 (11bTrII R eli) to 
.. _ InpUt In the ...... 1ItIon 01 the 

~Ion. 

h lt1Is point. you staIId go 1-* to Ihe .... 
dhIIsIons to Inbm IIwn thIIt ........ ,.. _ 

11IIdwd. provIda IIwn wlthlhe _ 01 the 
._ ...... _ makII .... thIIt they .. __ od 

_ ii!J1'8111I> the ..... _ they ... to play In 

impIernIrCMIon. B.Iow Is .. list 0I1tams you 

I'I'1II)' wtsh to Include In '10'1 .-
with Ihe foreign pud 

INVENTORY 

• H-1'IWIY...n:s are -p8Ila'ltom 
inMuy'? 

• Wtwtn? 

MANUFACTURING 

• H- I'IWIY ...n:s ... 11> be pIOIIumd7 

• Wtwtn1 
SpectIy any aIdItIon1II InpuU I'1IIqUIred 11> satIsI'y 
_ onIIr. SpectIy any product n __ ... 

Inrwm __ iQ eI the COOl ........ eI onIIr 
_ pricing. G ... _ ...... __ thea...,.. 

for~ 

SHIPPING 

• H-I'IWIY IA'IIts _11> be lllIfip6II? 
On "". cilia. To"". "'_L 

• w..... modis eI .. -iSIiWIit _11> be...tl 

• w..... ..... agMdI $ '''au'''''''.'.­_-..1 
• Any spec:IIII ............ (e.g. ... Igii .... L 

l'nlglie peddng. -.)1 

• Who lI .. wldlltg doa ........ ,' 

• w.....klndel~lsto .. pud 

• ForhOW_? 

• Who will .. _It? 

FINANCE 

II'ISI:I'UIWIb being m- up ( ......... IIIIIS eI 
__ .. ...."elcndIt, -.). o...s 01 

~·s'" 

• Is any IPI<IIII nn.dtg ...... (e.g. 11>_ 

• IhD. _ 1I .. ""ldIotg It? 

• w......-Is to be donIlD_.? 

• A#tyothlripldlll ........ a? 
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1. 
fntroduction~ Whafs the fuss? 

Ciaire Mula, 

e-marketing SU-atl?f).ist, f2 Neh'1'cri.; ,.'~ 

{2) 
e-verything essential 

The "KHler App" for CcnslJmers 
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2. 
How does email marketing 

fit into my marketing mix? 

Types of emaH marketing 

Awarer:<:'ssj Acquisit 

tr:-:aH M,H"ketir:g 

-:".'. 

Opti~)-n.s· 
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3. 
The five essential tools 
for email marketing 

Director - Technical ii'lna Consuiting 
Services .!>'PAC, DOi..ibieCUck inc 

Click DDubleCllcK 

1. List management 
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2. DeUve 
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5. Report,ng 
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Email marketing and 
direct markerino ," 
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6, 

Essential tips for creating 

effective emaits 

Pa:.:i Worboys, 
Managing Diredor. 
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So you >~(ant to be rich? 
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By 
GeUi ng sta rted 

Ctair£.' Mula, 
fh'narketing Stretefj!sf. 12 Net.·,ork 
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.AWMf'neSS / .Ac.':pJisit on Ob]ec:t:ves ' 

Third-party emaH marketir:g services 
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