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Agriculture - Led Export Businesses A\t
Supporting Egypt’s Provessed Foods Export Indestry

FORWARD

Export marketing calis for more than just developing a good product, pricing it
attractively - or differentiating it — and making it available 1o target customers.
Companies must also communicale with current and prospective cusiomers, and
what they communicate should not be left 1o chance. For most companies the
question is not whether to communicate, but how much to spend and on which

specific tasks.

There are very §ttle and scattered published materials dealing with this subject
from an export prospective. The objectives of this workshop are to help you to.

» Define tools and technigues of your export promobion mix

s Outine the sieps in developing effective axport marketing communications

+ Explain methods for setting the promotion budget and factors that affect
the design of export promotion mix

+ |dentify the major factors that are changing today's export markeling
communications environment

« The process and advantages of integrated export marketing
communications _

Stress will be on subjects such as:

Successful inlernational tradeshow marketing

Effactive offshore business communications

Business trip planning

Effective techniques for speaking globally, exporter guide to effective
presentations

Introduction to email export marketing
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SPEAKING GLOBALLY

An Exporter’s Guide to Effective Presentations
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" INTRODUCTION

The Power of Presentations

The abitity to make affective presentations Is
one of the most important skills recuired in
today's business enwvironment. Whether you
are speaking to a large group or conducting a
smali rneeting, your oral preseritation is a key
communication tool. You may be an expert in
your fleld, but if you can't get your ideas
across, you re not likely to be successful.

Presentation skills take on an even greater
importance when communicating with peopie
from other countries. You can't assums that
what works In Canada will be effective across
language and culture. In the case of language,
you mighs have to speak in & non-native
tongue, hire 4 transistor or, ot the very least,
resodify your pace and style. Cuttursl
differences con creite even grester chaltenges
because they are ofteny more subtie and
difficult to decipher.

Why Cuiture Counts

Cuiture consists of the knowledge, vaiues,
beliefs, customs and aws shared by members
of a society Language, protocol, mannerisms
and ways of interacting may sppear similar in
other cultures Bt mesn somethiing very
different. It Is important to restite that people
from other cultures don't necessarity think,
communicate, and da things that same way
that Canadians do. Understanding the cultural
characteristics of a particiiar market will heip
YOu to customize what you say and haw you
say it.

An effective presentation lrvolves two-wey
comerunication. ft's not just what you sey
st courts, but how well your message is
received and undarstood. Cuttural sensitivity
combined with effective presertation sidils will
heip you estabiishs trust and lay the foundation
for successtul internetional business.

Using this Guide

This guide provides stap-try-stap information
for creating sffective international
presentations and understancing the altsrsl
challenges of presanting your protuct or
service internstionally The fw modubes thet
foliow contsin pressntation guldelinas as well
as cultuesl corsidenations and sy studies.

You can use the modules sequantially or focus
on a specific aren of need. Each mooule begis
with & sumumary of contents, which silows you
o aasily locate your desiced nformmation.
Readiness checkiists appesr st the end of sach
module to Help ssure thet you heve Coverad
&l the bases for & succassitd intarnationst
presentation. Finally you may wish to consult
the fist of Websites and written resources
proviced to firther Improwe your kKnowledge
snd skills,



Module 1: Contents Summary

Page Topic

Researching your market.
Conducting an audience analysis.
Audience ressarch strategies

Setting your presentation objectives.
Rehearsing your presentation.
Soliciting feedback from colleagues
and cultural experts.

Y L ed el GFF G

Start with the Market

Krowing your market is a criticsl first step in
effective prasentation planning.

‘It I had cight howrs

to chop utmm a if?ﬂr‘, inteiligence, determining
Id spend Si¥ aricet demand or setting your

This doesn’t mean simply
gathering competitive

mm”% pricing. Before developing your
my @K, presentation it is essential to

ABRAHAM LINCOLN | iorceand the local culture

and xsiness norms In your

target market, | his inciudes researching focal:

® history

& refigion

& values

» social institutions

» politics

& geography and regional differences

* gender roles

& business ethics and protocol

& social norms

# ianguage

o technology

1: PREPARE TO PRESENT

This knowledge will help you estabiish a
cultural context for your presentation and
determine how it should be prepared and
deliversd to your audience.

Here are some research suggestions:
& Read books and newspaper and magazine
articles on the target market.

» Talk to business people with experience In
the market.

» Taik to Canadians who are originally from
the country.

o Utitize the knowiedge of trade officers at
the Canadian Embassy or Migh
Comnission in the target county.

# Review government, business and tourism
wabsites, inciuding those {sted in the
Resource List at the end of this saction,

Understand Your Audience

Business people make one consistent request
of presenters, seminar leaders and spoakers in
the international arena; that the materiat
presented be refevant and usefut in thelr
waorlds, not merely acadernic and ﬁm&tim!t

Many Canadians miss opportunities to
successfully present thelr produets or services
to foreign audiences by not taking their
Interests into consideration. Companies have
also missed the mark by making incorrect

1 Harris, PR and Morsn, R.T., Managing Cotturst Ditforercms,
Gt Pubtistiog Ces., Houston, TX, 1596, p.19.



assumptions an sudience's background level of
knowiedge. Content that is too simplistic may
miake an audionce fael that they are being
talked down to. Content that is too technical
may leave thern fesling confused or left out.

Without appropriate resesrch into your tocal
audience, you are probably wasting the time
ard effort you put into your international
presortation.

o What does the audience sxpect from me?

« What are their sttituxes towerd nry
product oF servics and company?

Audience Researct: Strategies

It is often SENCUIL to find ouk abowut your
audience in advance when prasenting in a
foreign country However, there are stratagies
that can heip:

o Check with tracke officers st the Canacitan

A CAst oF CULTURE: Embassy or High Commission in the host
country—particulaty if they heve made
%Cmmmmﬁmmm Srrangements for You o your aek
on his preseration to a Southeast Asien These officers may heve RSVP tists or be
government agency. His initial exciternent over able to providie background on sudh

the packed auditoriom later turned to meambars.

disappointment when he discoverad that the room

weas fillad with individuals whase attsndance was @ Contact other busierses that have

mandatory. The sudience had neither expertise In experience in your target maricer.

the Tield or decision-making authority # Ask your tocal host comparny to provide
sttendes information and objectives.

o Consult with your locsl joint venture

AUDIENCE ANALYSIS partner or agent if you have ons.,

To avoid pitfails, it is necessary to conduct 8 » Arrive sarly to mest psople befors your
thorough audience analysis when preparing to presantation. Ask questions such s wity
present in a foreign market. Determine the they are attanding. and whak they hope to
answers to the following questions: get ot of the presentation. Take note of
Y names, companies, and objectives.—
. © Who wil attena? Information that you can incorporate into
o Wy are they sttending? your talk to make it mors personed.,
o What are their job tities and
responsibiitties? .
Set Objectives —

o What is ther mother tongue? Do they
have a good grasp of Engiish/Trench?

s What is their educational background and
tevel of subject knowledge?

Your presentation objectives will  misarry bevauw they
vary significantly depending on ~ have o aim.”
your market. Differert cuttures  Seneca

vaiue different things. For {an ancent praowopiee

exampis, in many Asian and
»ngtnﬁaimww?wam 1 p the time and
makers - one dedicates to developing relstionships s »

oQreatar InTluente ON SUCORSS than the price oF
quslity of one's product or service:

o What are their vaiues?
o What are their needs and intarests?



In many countries it is unrealistic to think
that a great presentetion will strongly
influence the outcome of your marketing
efforts. It may take successive presentations
and years 0f personal interaction to achieve
your abjectives. Being aware of these factors
will help yous to adapt your expectations as
well as your presentation cortent and

approach,

A Cast ofF CULTURE:

In the United States you are mors fikely to
encounter an audisnce that cares about ost,
efficiency and the bottom fine. In Mexico or
Japan these factors may be less important than
presenting the long-term vision for your business
relationship.

To ensure that your prasentation objectives are
appropriate, realistic, and obtainable, consider

the following questians:
» What is the purpose of your presentation?

Examples:
To introduce your cornpany a3 a Thst step
in a refationship?

To inform your audience about your
company, product or sarvice?

To persuade your audience to purchase or
take specific action?

o What s the gosl or end product of your
presentation?

Complete this sentence; "As a result of my
presentation, the audience/key decision-
maker with..."

Examples:
®,...agree to a foltow-up meeting.”

®...approve our proposal for & new
wastewater facility.”

o What is your main message? {This is the
one thing you want your audience to
remermber two weeks after your
prewntation.}

Try this: I you couid say only one
senmtence 1o your audience, what
would it be?

Exampte:

"You should use our technology because it
wili streamline your production processes
and significantly reduce costs,”

& What 15 the WIFM (What's In It For Me)
from the audience’s perspective?

List three benefits the sudience will derive
from your presentation. Ensure these are
retevant to the local cuiture and
circumstances.

Practice Pays Off

{ndividuals often spend all of their time
preparing their presentation and leave no time
forpractice. | he result—such as mentally
running through your presentation on the
airplane—can be disastrous, particularly when
preserting to an audience with a different
language and cuiture,

Make time to do one or more rehearsals using
your visual aids. This will help you to
streamiine your ideas, polish your delivery, and
ensura that you are within your aliottad time,

Finaiy, find a businessparson with experience
in the market or a cultural interpreter who
understands your audlence. Ask one or more
of these individuals to observe your
presentation in its final form and teo provide
feedback. Aithough a chalienge and time
consuming, this is the best way 1o ensure your
presantation Is culturally appropriate in
cortent and delivery.



Are You Ready? A Checklist

{3 Research locat history, culture and
bssiness snvirorumnent.

{J Conduct an sudience anatysis.

{0 Arrange to arrive &t venus early to
mat idience mernbars.

3 Determine appropriate presentation
objectives and goal.
1 laentity sudience WIFM and benefits.

7J Be sbie to state main presentation
message or themne in single sertence.

J Rebearse presentation aloud using
visusl madia

03 Solict feedback from colleagues and
LUitural experts.

How Can | Learn More?
A Resource List

Canadian Trade Commissionar

Service Webisite.

www.infoexport.ge.ca

Canadian Department of Foreign Affairs and
Intarnationsl Traoe resource providing sceess
to hundredts of sectoral market stadies s

country-spocific reports.

Centre for [ntercuttural

Learning E-thotogies
www.e-thologies.com/default.asp.

The Canactisn Foreign Service Institute’s
information resource of generat and cuttural
infarmation on countries around the worid.

CIA World Factbook
www.odcl.gov/cia/publications/factbook/
Facts on focal government, economics,
politics, and religious Groups for countries
around the world.

ExportSource — Researching
Countries and Sectors
WWW.EXPOTtSOUTOe. ge.ca

Team Canada Inc.’s resource for internmtionst
trade and sxport inforrmation.,

Library of Congress Courtry Stuxdies
lewebZloc.govifrd/ce/cshome

The Library of Congress database on country-
spacific information.

Marco Poio; Your Cross-Curturat

Marketing Edge

strategis.gc.ca/marcopolo

A comprehensive guide to crass-cuttursl
competency in The international markstplace,
~.part of industry Canada’s Strategls Wabsite.

Michigan State Undvarsity's intemationsl
Resources on the WWW

ciberbus. msu.edu/busres

Regionat and country-specific information for
markets workhwide.,

University of Kansas IBRC

Courtry Resource

www.ihre. bschool ukars.edu/coursrycountry
internationsl business resource site for specific
countries and regions of the worid,

Take 2 World View. Export Your Services
strategls.ic.ge.caltwy
A comprohensive, stap-bry-step guide to
Sxporting Yo services.

The Web of Cuiture
www. webofculture.com

Generat information on lengusges, religions,
gestawes, time 2008% S curmencies aroursd
the world.



Module 2: Contents Summary

Page Topic
11 Brainstorming and developing your
presentation outiine.
12 Using appropriate supporting data.
13 Creating a successful presentation

structure.

14 Developing effective openings
and endings.

15 Using credentiais to establish
eradibility.

Assembile Your ldeas
and QOutline

BRAINSTORM

Once you have analyzed your audience and
determined your objectives {see Module 1), the

~next task Is to identify the pricrity topics that
you want to present. Brainstorm all idess that
rome to mind when answering the questions
in your audience analysis and ohjectives. Place
these ideas in order of priority from most to
teast important.

KEEP IT SIMPLE

The keep it simple rule siso spplies across
cultures and is aspeciatly 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 hetp ensure
that your maessage cormes through with clarity

2: ORGANIZING FOR OFFSHORE

and is remembered by your audience. Don't
try to cover the entire territory, only what is
essential and of interest to your audience.
Reatize that you may need severat
presentations over time to achieve your final
obyjectivas,

DevELOP YOUR OUTLINE

Aster you have brainstormed your main ideas,
develop your outling]

1. Wkite down each of your maln ideas on a
separate page.

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

3. Linder each message write key points,
These should state:
a. Why the message is important to
your audience, and
b, What bepefits it will provide them.

4. Determine what supporting data is
raquired.



PRESENTATION QUTLINE

IDEA § IDEA 2 IDEA 3

What 8. main messsge 2. main massage 2. main mesage

b. key points b. key points b. kay points
Whyﬂ‘ i} i} |)
Benefits wr- i) i) 1)

i} i) w
Evidence wr €. supporting dsta ©. supporting data €. supporting dats
SUPPORTING DATA B. Psychologicat — idess and supporting data

The evidence or supporting data you will need
. to conwince your audience will vary depeniing
on where you are presenting. Different
cuitures respond to different Information, [t is
Important to understand these differences aind

o adapt accordingiy

A Cast of CULTURE:

A soft sell might work better in Britain, snd a
hard seil in the United Seates. You might
emphasize price when presenting in Mexico and
quaslity when presenting in Venezuets. Northwest
Eunpmmwwmmnmm.
logic and rationality, whereas South European
colatries stress relationships, the use of intuition,
andt senaitivity Therefors, if preserting to a
Germnan sudience you might consider using more

anvd statistics. For an Italian sudivnce, you
might sddd quotes o tastimonials, especialty if
these are frorn sowurces trustad and respected by
your sudience.

There sre two approactws to developing your
idens and data:

A. Logical — ideas and supporting data sre
rationsl, clew, direct and overt,
(E.g. North America, Northwest Europe)

or

ars feeling-orientad, covert and indirect.
{E.g. Latin Amaerica, Asia, the Midase East)

Your presentation masy employ one or &
combination of the two based on tw culturs

and sadience irvolved.

Presenting Date

There are differsnt orfentations to the past,
present and future in differest courtries.
Countries such as Iran, India, France, end
Japan tand to be pest ariented. Cenads and
the United States are more orlented towards
the prasent and shiort-term future. Knowing
these differances will hwip you deberming what
to stress art how much detail you shoulkd

provide.

Hare are other tips for presenting deta”

o Limit whst you pressnt; don't shere alt
facts and figures ordy the fargest, Jatesy or
mast important.

® Pian to cover less material in intametions!
sattings.

« Spesk siowly t0 an audience whose mother
tongue is NOL yours.

s Use the rule of thres: psopls remember
groups of three ideas or points.

& off lange mambers.
« Make information relevant.




o When using acronyms or anatogies ensure

they are meaningful or retevant to the
tocal audience,

Establish a Successful Structure

Presentation structurs, o how we order our

ideas and information, Is sulturally influenced.

A Case oF CULTURE:

In North America, presentations are usually
structured in a linear way with infarmation
proceeding refatively directly from At Z. We
prefer presentations that foltow chronafogical,
secuential, geographical, categorical or
hierarchical structures. In contrast, many
Oriental, Latin, and Middse Eastern cultures take
a more diffuse approach to structuring ideas and
information. A presertation by a businessperson
from one of these cultures may seern to hegin in
the middie or 10 proceed in 3 roundabout fashion
without ever reaching a clear conciuslon, in the
samne way that Canadlans might feel that such a
structure Is unfocussed, our approach may seem
aggressive or simplistic to ather cultures.

CRreATE A RCADMAP

The key to an effective presentation is to make
the pattern of orgarnization crystal clear to the

audience. Research has shown that audiences

hear what they expect to hear not necessarily

what the presenter tells them.

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

what you're goling to tell them. Teil them. Tell

them what you've tokl them.” Even if your

presentation does not follow a structure that is

familiar to your audioncs, thay will know
where you are going.

10

Here are some tips and considerations for
structuring your presentation:

® Lse the same pattern of organization
throughout your presentation,

o Use visual aids to help orfent your
audience {E.g. overview charts or moving
agendas that highlight upcoming topics).

e Imply or state what Is to come next.

» Make clear transitions between sections
or phases,

¢ Use enumeration; " Five reasons why...."
or uss enumeration combined with
ailiteration: "The Four "P's of Marketing:
Product, Price, Place, Promotions™.

o Bridge from famillar territory to
unknown, from simple kieas to complex.

o Present accepted ideas before
contreversial ones,

# Provide frequent summaries to help
cement key points in your listener’s
minds.

* Repeat key poirts st the beginning,
middle, and end of your presentation to
accommodate differing cuftures: some

expect big ideas to be presented first,
others, last.

Bt FLEXIBLE

Be prepared to adapt and restructure your
presentation as you go If necessary. | he key
member of the team you are presenting to
may be cafisd away from the meeting, It may
be tocslly acceptable for an audience ta arrive
20 minutes late, leaving you 15 minutes to
present Instead of 30. Having a clear and
flexible structure will help you meet these
chailenges.



Invest Time in Your
Opening and Ending

Openings anct endings put the head and tail

on your prasentation. They are where first
impressions are crastad and tasting onas are
reinforced, Openings and endings are also
when your audience s attention level is often
highest. Therefore it s important to Invest
time and affort 1o make them successful.

OPENINGS
Effective openings accomplish three things:

1. Secure the audience’s attention and
establish rapport.

2. Estabiish expectations by stating the
theme and scope of the presertastion

3. Estabiish crocibility

Secure Attention

A key to securing attention with your
presentation opening is to start where the
audienca is. One way & to begin in thelr
ianguage, even if It is only » simple. “Good
Morning Ladies and Gentteran.”

Mentaily check swery possible irtroductory
icdea from your audience’s perspective. Is there
A significart curment local event that you can
mention? Can you teli 5 personal story or
describe af incident that reistos your theme of
topic to the sudience or their country? Storles,
i told properiy, can be universal. They siso
heip establish & personal connection with your
audience and can creste intimacy.

Be cutturally sensitive to whast witl get your
sudience on board. An approsch that works
in Canada may fall flat in Matsysie. In Canade
and the United States where communication is
direct, you might open your presentation by
simply telling your sudlence why they shouid
Jisten 1o you. Asian or Latin audiences might
son this as arrogart.

Whistever your approsch, your sudience is
more iiely to resporud if they know your've
taken time to laam something about them or
their country

A Cast oF CuLTuge:

In France, India and lran, whers history s
particularty valued, one successiul international
preserdtar captured the audience's sttwntion by

prospects snd fubure poterstial,

talking shout past ucowsses. I contrast, when
the United States, the sarme presenter smphwsbmd

Establish Expectations

Your opaning shouid crasts clesr sudience
expectations. Earty on tell the susience what
you pian to talk about and introduce the
theme and scope of your presentation. State
the essence of your presentation in com clear
sentence. [t will aiso heip 10 provide s visus

outling of your pressrtation.

Create Credibility

Openings twip establish your credibility. Whet
makes an individual cradiise in ons cultaure
may not in another. Audiences in differsnt
countries accord status based on different
criteria. These include:

& achievemeants

» track record

& a0e arxl experisnce

* socisl conpyctions

« gender

¢ aducation and professional gusiifications
» profession ar rank {s.g. enginew, CEO)
& COMPMTY OF POrsonst repsatation

Know which of these is most valued whare
you are prasenting and smphestze the qualities
abowX your oF your organization that will be
roost respectad by your accience.

1




Don't merely say that you are the director,
but what you are director of {i.e. finance,
marketing, operations). How well your
presentation s recefved may depend on
whisther your audience feels that you have a
‘high enough status in your company.

A Cast oF CULTURE:

A Canadian consuitant, who introduced herself to
a Korean audience by emphasizing her parsonasi
experience and education, faled to maximize ber
credibility. In countries fike Korea and Japan it Is
important to tie in your status with your
company. Her credibstiity as an individual was
unimportamnt comparsd to the reputation of her
compary and her position within it.

Fimally, te careful about how much you talk

about yourself. Seif-promotior; Is frowned
upon in some regions such as Asia.

ENDINGS
Effective endings accomnpiish three things:

1. Summarize key points to reinforce
YOur message.

2. Restate your main theme and
draw conclusions.

3, Make a cail to action.

Summary

A summary gives you one final opportunity to
convey your key message. Restaternent is
often a fundamental aspect of learning and
becomes even maore critical across cultural snd
fanguage barriers. Use your ending to reiterate
your main points and theme, An effective way
to do this, particularty with a foreign
audience, is to use a visual summary chart,

12

Conclinions

After restating key ldeas, successful presenters
often close by providing their audiences with
specific conclusions. Be aware that some
cuitures may be uncomfortable with your
syrithesis or bottom ling and will want to draw
thelr own conclusions. Remain sensitive to the
local expectations arwd style of your audience
and be subtle when appropriata,

Call to Action

Erfective presentations in Canada frequently
end with a call to action. In foreign cuitures
you may need to modify your call to actior.
Whereas in the United States you might
simply ask your audience to give you the
business, in countries whers commiunication is
less direct, this may be viewsd as too
aggressive. In countries where business
relationships are established over imonths and
years, such a statement would be considered
both presumptuous and premature unless the
presenter was extremsly well known to his or
her audience.

Whether your call te action i3 direct or subtle,
it Is important that you try to move your
audience to a next step or abjective. This may
involve simply getting them to consider the
informuation you have presented snd (o discuss
it at a future meeting.

Finally, whether you are presenting new
materiat or modifying an old presentation, it Is
essential that you customize for the local
culture. A good rule of thumb is to modify
one fifth of your presentation to suit a
particutar situation or audlence.



Are You Ready? A Checklist

) Brainstorm and prioritize
presentation idess,

(3 Develop a clear outiine using main
points and sub-points.

) Ersure supporting data s cufturalty

approgriste.

1 Limit presesstation content and
simplify data.

) Create a clear rosdmap that the
audience can sasily follow

13 Dewsiop an opening that incorporstes
rejavant curTert svents or & parsonal
story 1o get tha sudience on bowrd.

21 Use appropriste cradentists and
companty thls to establish credibiiity.

1 Summarize key points sfter sach
section snd st and of pressmtation.

73 Ensure anding contsins appropriste
call to action.

13
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Modute 3: Contents Summary

Page Topic

18  Using visual aids in cross-cuttural
settings.

21 Preparing speaker rotss.

22  Preparing audience handouts,

23 Choosing your presentation
mediurr.

23 Overhead Transparencies

24 35 mm Stides

25  Computer Projected and
Electronic Media

25  Presenting in a foreign

enviromnment,

Make Visuatls Valuable

Visual media, when properly prepared, can be
a valuabie asset to your presentation. It has
been shown to incrasse communication
effectiveness by 40 to 50 percent.

The fotlowing chart shows the impact of
visusals aits on presentations®:

RECALCPERIOD |
METHOD I 3 Hows | After 3 Days
Tent 70% 10%
Show 72% 20%
Tell & Show 85% 65%

3: METHODS & MATERIALS

Visual media Is especiatly important when
presenting in foraign settings because it
erthances the communication process beyond

" the spoken ward.,

Effective visual madia

e Communicates Ideas faster and
maore clearly.

o Arouses and holds audience interest.
» Cuts across language barriers.
» Rainforces your spoken message.
» Increases audience understanding.
« Helps your audience retain information.
« Enhances your professional image.
o Helips your audience visualize your
spoken mMessude.
PRINCIPLES FOR VISUALS

While effectiva visual media can augment
YOUr message, poor visuals can harm your
presentation. When spesking to an audience
where English or French is a second language,
you may gulckly tose your Hsteriers if you

“overwhelm thern with tao many visuals of use

visuals cramimed with too much inforrnation.
Here are some general principles for successS:
Pictures are Worth 1000 Words

Pictures eut across language and cultural
differences ard are easily understood by

2 McKense, Carote, Scctesstut Prventations, Random House, Lordon, LK, 1993,
3 Aciagred troen Leech, Thomas, How to Prapere, Stage ang Detiver Winning Presentations,

American Maragement Association,New York, NY, 1983,
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diverse audiences. Peopie the world over
remamber scenas and dream in pictures.
Where possible, use photos and modals.
Conduct demonstrations of products and
equipment. Utitize flow charts and graphs
instead of text or colurns of numbers,

For example:
» Phetos or thustrations help the sudience
make 8 concrete associstion with a
product, person or place.

o Bar graphs effectively show trends
between data,

» Pie charts help convey percentage
relationships.

o Flow charts help clarify a complex
ooncept, asrrangemant of ideas or
sequence of pverts.

Siuplify

Present onty one key idea per visual, This will
help focus sttention o the message you ars
trying to send. Your audience has only a few
minutes to grasp your message. [f your visuats
e 00 FRITETOUS OF try o dellver too much
frformation, your listener's minds are more
Hikely to wander or turm off.

Intespret Visuals, Don't Just Report Thess
Dlon't ssscame thet your data will spesk for itsolf,
Auxiiences from different cultures may not
Interpret dats the sarme way s you. Verbally
poirnt out the MesSEgE YOU wart your audiencs to
understand. Don't resd your siides verbetim but

heips increase comprahension, As with
newspaper headlines, which are simiter
intarnationaily. headiine tities can provide
your sixdience with » quick seme of your makn
message. Foliowing are exampies of ineffective
arwd offective use of tities:

Hightigit Key Inforsantion

Design visuats so that criticat fectors or key
messages visually jumnp out st the sudisnce.
For exampie, uss bold lettering, shading or
highlighiting to focus sttention on important
Hines of taxt, colurmms in tables or pie segments

in grapis,

Vary Your Visuals

Make sure that text only visuels are
interspersed with graphs charts or
Hiustrations. This will heip maintain sudience
Intarest and make your presentation more
engaging to view. However, be sure thet you
rrsirdain a consistent visual style for your
entire preserstation. Use the same forts,
colotrs and graphic sements to mhaintain
continuity.

WORD AND NUMBER USAGE

The words yous choose Influence the
sffactivensss of your message across lnguaege
and cutture. You can increese understancing
by using the following guldetines for written
visuals:
» Limit text to 5 1o 6 lines per visust with
not more than 7 words per line.

us them to “trigger” your thougits. o List kay points or phvases onty.
Use Tithes Effectively ® Use ilarge type which can be read
The most powerful position on your visusl is at a distence
the title. Give sach visual 8 hemdiine title that

Tneffective Titles Effective Thtios
Esectric Car Esectric Cars More Economicet
Cost vs. Years Initial Cost Outiey Quickty Coversd
Systam Improvements System Cnanges Expand Performence

15




o Choose a singis, san serif font such as
Helvetica to increase legibility.

» Avold using alf upper case fetters.

# Use landscape as opposed to
portrait orientation.

o Lise exact phrasing and remove
unnecessary detatl,

o Use builets not nurmbers, which may
suggest a priority order.

o Present information in steps to fncrease
comprehension and focus.

CoLour

Be sware of colour associations in different
countries. Check with a local expert to
determine colour schemes that will avoid
offence ardd convey the most professional
image to your foreign audience. In Canada, for
example, darker blue or greer backgrourxls
with white or yeliow lettering are preferential
colours for stide prasentations. Using what is
popular and respected in your host country
may give you an advantage.

Prepare Written Resources

Trere are two types of written resources to
consider preparing for your interrational
presertation:

1. Speaker Notes

2. Audience Handouts

SreAKER NOTES

Speaker notes are the bridge between
organization and detivery. They provide a clear
framework that will help enstre you stay on
track during your presentation. Speaking from
concise notes rather than a written speech will
also facifttate a more natursl delivery and
increase the likelinood of malrtaining
audience interest and attention,
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Preparing Your Notex

If your have done a thorough job of preparing
your autiine {see Moduie 2} then your speaker
notes should develop naturally from this, Your
vistsals will also serve as thought triggers
during your presertation.

When vour outline and visuals are complete,
develop your presentation script by adding the
spokan words that match each point or visual,

Types of Notes

The format for speaker notes is determined
bath by Individual preference and by your
presentation snvironment. |he two most
common formats are 3"x5" or 4"x 6 note
(index) cards or standard {8 1/2"x 11%) sheets.
Trere are advantages to using each;

Note CARDS
e Easy to handle.
# Force conciseness.
o Less cumbersome than 8 1/2° x 117 sheets.
» Easy 10 quickly condensa or eliminate items.

« More professional fooking
if no letern available,

o Facllitate easy changing of order or content.

STANDARD SHEETS
o Convenient to prepare.

# Can take advantage of software foatures
such as PowerPoint’s Speaker Notes
option.

» Allow grester room for detall,

e Easity stored in binders, business
folios or fHes.

Tips for Speaker Notes
® Print notes In large font
{mintmum 14 poirt} to increase legibility.
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o Use colour and hightighting to
emphasize key points.

o Number note cards or pages
0 order is maintained.

& Use high prompt words
{e.g. efficiency, top-rated).

» Make a photocopy or backup
of your notes.

» Use symbois to facititate celivery
{e.g. ‘P’ for pause, or directionat arrows fi)

o Llse signpost words 1o help audience——_
particularty foreign-lsnguage speekers—
follow atong {e.g. “as a resuit’, in
conchasion”).

o Mark expected elapsed time baside
notes to keep you on schedule.

AUDIENCE HANDOUTS

Handouts can be beneficial in irternational
settings, particularly when you are not
spesking In the country's native Ianguage.
Letting your sudience know that major points
are covarsd in handouts may allow them to
more fully focus on you and your message.
You can also Increase understanding by
transisting handouts into your audiance’s
language.

In Canada it 15 more common to provide
handowts at the end of the preseritation to
avold diverting the sudisnce's sttention.
However, In international settings—
particularly whers you are not spesking in
the native lJanguage--it may be useful to
distribute copies of your visuals st the
beginning of your pressntation. This allows
members of your sudienos to make notes on
them in their own langusge. Tools such as
PowerPoire’s Handout Master are sspecisily
wseful for this.

Handouts reinforce your message and are
often retained for future reference. It they are
both polished and professional, handoats can
#iso enhance your imege. | herefors, if you
peovide mudience handouts, make sure you do
it right.

Here are some tips:
» Tell audiences in advance thet handouts
will be available.

» Prepare handouts in the audience’s
language 1o increase undarstanding.

s Make handouts clear and self-axplanatory;
check for culturs! nisances.

o Ensire nandouts contribute to your
presantstion objectives,

& Use fower handouts 1o incresse the
fiketihood they will Be resd.

¢ Print more handouts than you will nesd,
as taking sdditiona! copiss is cormmon In
SO countries.

» Ensurs that your compenty riens, logo,
contact details and Whbsite address are

printed on your handouts.

» Maintsin & consistent. style s colour
schems £ enhance your professionsl
image.

17
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Know Your Equiprment
and Environment

PRESENTATION MEDIUMS

It is important to consider the medium yous
use when prasenting in other countries
because the acceptability and use of
presentation mediums may differ. Use
rmediums that are appropriate for the audfence
and venue. For example, the same computer
animated presentation that is the standard in
Boston rmay provide technologieat challenges
in Botivia. ‘

A Cast OF CULTURE:

A presenter’s slide presentation was perfect for a
targe Canadian audience who knew him,
However, because using slides meant presenting
In a darkened room, that same presentation was
not his optimal cholce in Russia. The presenter
discovered that making eve contact with key
individuals and ersuring the audience was later
abia to pick him out of the crowd at a networking
function were Key to his success.

Check with the Canadian Embassy or High
Commission, business colleagues familiar with
the market, or with your local partner or host
company to determine local preferences and
technology capabilities when choosing 3
medium.

Types of Mediums

Therw are three types of presentation mediums
that are cormmonty used in internatioral
settings:

1} Overhead transparencies
2) 35 mitlimeter sildes, and
3) Computer prajected or efectronic media.

Foltowing is & fist of advantages,
disadvantages and tips for using each:
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QOVERHEAD TRANSPARENCIES

Advantages
Guickly generatad from computer,

o Provide fiexibility to write on,
o Can be presented in lighted room.
» Easy to copy for audience handouts.

» Projector sirnpis, reliable to operats and
cormnmonly available,

o Converient for use In guestion and
answer sessions,

o Portabie,

# Encourage 2 more intimate and jess
intimidating presentation.

+ Seguence and content of presentation
easily adjusted at the iast moment.

Disadvantages
s Less suitable for targer audiences {more
than 30 peopie).

# Less professional in format or prestigious
settings.

e Laying on and adjustment of overheads
often distracting.

o High risk of josing sequence iIf shuffling
forwards and backwards in presentation,

Tips

s Overhead screens shouid be at a 459 angle
to the audience and t the side of the
rocim 50 that yoil are centre stage.

e Consider shutting off the projector during
lengthy sxpianations, as the fan is often
distracting.

¢ Face the audience, not the projector
OF sCroen.

» Point at the screen, not the
overksead projector.



o Use very targe font sizes
{mirimum 26 pe).

o Photocopy overheads onto reguisr paper
and insert a copy alfter sach transparency
to facilitatn review without facing screen.
These coples can also be used for speaker
nictes.

o Don't read your overheads verbatim;
use themn as thougit “triggers”.

35 MILLIMETER SLIDES

Advantages
o Portable.

o Easily duplicatec,

» Easily transterable by emait.

o Aliow photographs to be well projected.
o Better for colour than ovarheads.

# No need for presenter to manuatly
change visuals,

Disadvantages

Room rmust be adecuataly darkened to snsure
good visibliity

» Whihaut remots advence device presanter
s thed o machine.

o Slicle carouse! standiards may vary
according to country

o Can tead to 8 less intimate
preserter/audience interaction,

» Difmcuit to make changes at
the sz mimie. .

Tips
» Turn off projector during lengthy
axpianstions.

» Awvoid a compietely darkened room
it possible.

® [t no remote is avaliabie to sdverce stides,
Be surs you identify sorneone who can do
it for you and devise a system for cusing
themn.

» Consider use of blank slides or no
sliches betweoen sections if rmeded.

» Ensure a desk or Jectarn light is svaltable
SO YOU St reed your Spesker nobes.

» Ensurs & pointer is avaliable i nesded.

COMPUTER PROJECTED
AND ELECTRONIC MEDIA

Advantages
o Extrermely professions! image.

» Minimal expense to produce visials
if equipment available.

o Eacy to sort visuals arxd practios with
"stide show" festure of most softwars.

o Visusis sasily edited.
o Allows sasy insertion of graphics.

o Expends options through the use of
multimedia such as animetion, video

¢Hps and sournd.

Disadvantages
& Requires equipmant not always available
in foreign countries.

© Runs the risk of tachnology being the
focus rather than the COnNtant o presertar.

e "High tech” aspact con potentiatly
aHenste sudience,

& As with stides, requires a darkened room.
Tips

» Awold extreme use of animwation or
distracting sounds.

o Propars standard stides or overheads
s & backup,
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o Ditain a wireless advance or mouse
systern if possible to allow you to move.

Whatever visual media you choose to use
be careful not toe fet thern become the
presentation. Remember that visual aids
augment your presentation, they don't
replace you.

THE PRESENTATION ENVIRONMENT

There are many factors that presenters need to
be aware of and to plan for iIn indornational
settings. lechnology, equipment, power
requirements, and facility standards vary
according to country, Seating arrangemnents
may convey status or be a form of non-verbal
commuriication.

Presenters often do not know what the
presentation envirorment wil e untii they
arrive, Onee at their destination It may be
difficult for presenters to test equipment in
advance or to influence etements such as
fighting, ventilation, or room set-up.

Here are considerations and suggestions!

Check It Out Before You Leave Home
The best approach to planning for an
imternational presentation s to prepare in
advance by doing your homewark before you
leave Canada. Research technological
standards, equiprment preferences and the
nature of the venue where you will ke
presenting. Draw on the experience of other
business people who Hve, or have presented in,
the country. Communicate early with local
organizers sa that you both know what Is
requirad,
Cluestions that you need to consider Includa:
# Do you or the organizers have back-up
prajector buibs, microphones, etc.?

# Do you know how to dim lighting or
have someons who can?
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« |s a cordiess microphone as opposed
to a standing mic available to facilitate

movarment?

# s the sasting arrengement culturally
Influencad? [s it sultable for your
presentation ard if not what can be
done about it?

& Are you abie to operate the equipment
or will this be done by a technician?

It you do not know people with business
experience in the country, or have an
established, reliable contact there, consider
engaging local experts. International meeting
planners, destination meanagement companies,
or meeting coordinators at international hotel
chains can provide vajuabie advice and handle
locat arrangements,

Have a Back-up Pian in Case of Problems
It is important to anticipate disasters and have
& contingency plan in the event something
unexpected happens, Anticipate worst case
scenarios and be ready to deal with them. For
exarmple, be prepared to project your voice
and be heard without a microphone. Plan to
improvise with handout material if your
projector fails. Always carry your visual aids
and presentation riaterials with you in case
your iuggage s lost.



A Cast OF CULTURE:

One Canadian presenter sncountered electricity
brownouts during his presentation in a developing
courstry. Lights would dim, the microphone
volume would drop and his slides would fade to
biacikness. With no contingency plan to desl with
the situation, his presentation was ruined.

Lse the foilowing tabie to help develop a
cortingency plan:

WHAT IF? CONTINGENCY

. 1. Personat

2. Matoris}

3. Equipment

4, Verwse

8, Orner

Test and Practice

When traveiting long distances for a major
presentation arrive a day earty. This may sliow
yout 10 see the venue, test the equipment and
perhaps even do 8 dry run. At the vary least, it
will heip you overcoma jetiag and be rested on

presantation day

Try to mest with locsl organizers and
tachnicians. Test ecquipment to ensure slide
. carousels sre compatibla, remote controls
work, microphones are avallable, stc. If
possible, dc & rehearsal 50 you Know how
things will work on presentation day

Secp Lightly when Taking Contral
Whernas in Canads you might take charge of
arrangermnants and rnske changes st the last
miruge, this may bs dewned puslry o
inappropriate in some countries. For exampile,
moving chales or projectors in atus-sorecious
countries like Thalland is not semething dons
by senior psople and may diminis: your
image.

Be sonsitive to local protocol by finding out
who is in charge and what bebwvior Is
eppropriate, In countries whers intersction is
direct and informal, by all means, rmake
necassary changes. After alf, you are
ultimately resporsibie for snsuring that your
prusentation envirorimert is the best it can be.

Be Flexible

It may be culturally accaptabie for members of
your audiencs o come srd go during your
presantation, You may have to ghve your
presortation through & haee of cigerette
smwoke. Your presentation room may b
stifling hot or freazing cod. Try not to get
flustered or angry if things don't go
planned or if spipment doesn't work.

Ramember that physical standards and
environments differ across cuttures. Your best
approach to dealing with differsnces and
difficuities i3 t keep sn opan mind st &
sense of humor, and to be Hexibie.
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Are You Ready? A Checklist

Visual Media & Speaker Notes
(3 Optimize the use of visual aids in
cross-oultural settings.

3 Ersure visuals are simple and visible,

] Proofread visuals and handouts for
clarity, simplicity, cuitural nuances,

and typos.

{3 Use key words, hightighting, symbols,
and elapsed speaking time on
speaker notes.

3 Create backups of speaker notes
and visual media,

3 Transiate visual media and handouts
into local language If passible.

) Have visuals available In anuther form
if using computer-generated media,
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(J Research local preferences and
technology capabilities before
choosing visual media.

IrOrnei

3 Devsiop contingency pian in
case of problems.

[ Arrange to srrive a day sarly to check
out squipment, and to rehearse
your presentation.

{3 Trave! with visual media and other

presentation materials in carry-on
luggage.

[ Know how to operate equipment or
identify a resource person who
can heip.

() Ensura that sppropriate tectern
lighting, spare projector buibs, -
compatible siide carousels, stc.
are available.



NoTes:
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4. DYNAMICS OF DELIVERY

Module 4: Contents Summary Pay Attention to Protocol
Page Topic Protocol, formalities and etiquette differ
28  Understanding international according 10 country and circumstance. | he
protocol. degres to which you understand and adhere to
30  Adapting for the local language. local protocs! may have as much impact on
32 Working with interpreters. your credibility and success as what you say.
34  Being aware of body language. Take a conservative spproach when prasenting
- in new or unfamiliar settings. You will be

safest if you aim to be mure formal than in
Canada. You can always ease off when you feel
more comfortable.

A well-prepared presentation may fail fiat

because of what you say of do during your

detivery. Many Canadians presenting in
foreign countries have

p—— experienced a negative reaction INTRODUCTIONS
o ;;:m&;:::ii to something tfwy have said or In many cultures the person who introduces
pendt 20% of your done. Perhaps it was an * you does much to establish your cradibility.
o inappropriate corment or an The more senlor the parson, the grester your
?’iﬁazﬁi z;”; offensive gesture. Most people status. Check with a local business expert or
80% on delivers: niever know what went wrong, cultural interpreter about whether you shouid
- only that business refations be introduced and by whom,
were damaged, often
" irreparably. It's best to write out your introduction in fuit
for somecne else to read. Emphasize
Different cultures have different rules of qualifications that are relevent in the focal
conduct, ways of speaking, and norms of cufture {see Modute Z, Openings).
behavior, all of which can ba minefields for
misinterpretation. Canadians need to be RecoGNIZING VIPs
knowledgeable sbout, as well as sefisitive to,
these differences. In many countries 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 individuais first).
There Is also extensive use of titles in sorme
cudtures, which shows recognition and respect
for supseriors.
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Check with your hasts regarding proper
proaunciation, titles, and order of
irmtroduction. White names and tities clearly
on a card. Spel) names phonetically and
practice saying them. In status consclous
cultures, Use YO owr: company title to
your best achvartace and in a way that
demorstrates your authority or influence
In your orgarization,

Dress

You have seven: to 15 seconds to estatiish
credibility and how yoir dress is one of the first
factors to have an impect. it communicates
something about your stature and your
sensitivity to local norms.

The internstions! business community is
becoming more Westarnized in ternms of dress,
The starviard unifor is a conservative sult
and tie for man and & suit or dress Tor woman.
Dress for the occasion as well a3 the audience.
Subdued colours are ususily best for men.
Wornen have more iatitude in terms of colowr
and style. Whmen, however, mast be careful
to observe rorms reganding the accspiabllity
of perts versus skirts, skirt length, and bare
arms and logs.

I you're i doubt, dress more commervativety.
Men, for sxampile, car always rermove thelr

_jackets. Both men and women should avoid
snything that Is flashy or detracts from thelr
spoken message suchs as large jewelry.

Finatly #f you are going to adept the local
norms of dress, get it right. Intermationat
business peopie can diminish their imasge by
trying to emulate local dress snd daing it

pooriy

stitl countries whsrs wornees may have to wwork
harder to astablish credibitity. Empioy more
COrSorvative Orass arvl deportment, snd smase
you are introduced bry & highly respected
bursinesspassor.

AGE

In some cultures age i » fector i determining
status and authority In Asian cultures being
oider has s significart impect on an
individual's parceived statiss and suthorky.

A Cast of CULTURE:

rectified the situstion by asking the males on her
tsamn to publicly defer to her on key lssues. This
nmadiately estabiished her senior role and

suthonity with the Japenese.

Omviousty you can't control your ags, buk in

oourtries whare ape hes an influsnce, melntein
& dignified bearing and way of spasking. Age
is also » factor to corsider when choosing the

appropriste individual to ke 3 presertation
ont behall of your compeny
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Adapt Your Spoken Message

Two distinct styles of cross-cultural
communication exist: explicit and implicit. In
explicit cuitures almost all important
information is communicated verbatty. These
cultures tend to be more direct and frank in
what they say. When presenting to them
you'll probably want to dispense with the
frivolous, be straightforward and get to the
bottom tine. Canadians, Americans, Germans,
Swiss, British, Austratlans and Scandinavians
tend to be explicit communicators.

Impticit cultures rely more on the context to
communicate the most important inforrmation,
Persons from these cultures believe critical
information will often not e verbalized,
merely implied, Nor-verbal behaviors,
therefore, take on greater

reaning, white speech

langiage, the more naturs! you will sourxd.
For your actual presentation, prepare speaker
nates using Key words and prompts.
Submerge yourse!f in the local Janguage prior
to your presentation by watching 1.\
listening to the radis, conversing with native
ianguage speakers, and reading local

rewspapers,

I you can't give your presentation in the
native language, at least begin with a few
words of it. This sends 8 message 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. fn mest cases your locai audience
will appraciate the effort.

INTERNATIONALIZE YOUR LLANGUAGE

Ask a Japanese
businessmian what
{anguage he speaks,
amet he will say the
language of the

Canadians ofters have an advantage because
Engiish is the language of international
business and French is probably the second
most useful language in the world>. Just

patterns are considerably more
ambiguous and inexact.
Chinese, Koreans, Japanese,
Latin Arnericans, Arabs,

Africans and French tend to be
implicit communicators.

cListoRer ‘g

Make sure you research the communication
style of your audience and adapt sccordingly,
Here are other suggestions:

LEARN THE LANGUAGE

Speaking in the customer’s language is the
goid standard for international business. 1 here
is no better window to understanding sncother
cuiture than 1o learn the language. However,
this may be difficult if presenting in a number
of differert countries.

When speaking a second langusge, aim for a
connection rather than perfection, Write out
whal your are going to say in detail then
practice, practice, practice, | he more
comfortable you are with the words and
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because your forelgn counterpatts speak
English or French as their second language,
howaver, dopsn't (issn you don't have to
adapt,

Here are some tips for internationalizing your
fanguage:

# the use of jargon, acrohyms, slang,
colicguiatisms, and sport or culture bound
analogies {e.g. "rule of thumb",

"ballpark estimate”}.

¢ Uss standard and consistent terminalogy
famiiiar to your audlence or explain terms
the first time you use them.

4 Naison, Cart, [ncernationat Busirss: Masage's Guie 1o
Seratagy in the Age of Giobatism, Intsmetionst Thomon Business
Prass, London, UK, 1999,
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e Use active not passive language (e.g. say:
"W reviewed our options.” not "W have
raviewed our options.” Use were not have
beer:, ate.)

« Uses words that have few alternats

» Use action-specific verbs instead of general
ones (e.9. "W hope to win the contract.”
not "We hope to get the contract.”) Avold
words sueh as do, make, have, be, and go.

_® Simplify your language by using shorter
words and sentences. I you have to take a

. breath, your sertence is too long te be
easily understood.

« Omit words or phrases that do not add
meaning {e.g. “for sif interts and

purposes’).
ADAPT YOUR STYLE AND PACE

Speaking styles vary widely from country to
country

A Case oF CULTURE:

lrantan and Middie Esstern cultures have »
tradition of using sloquent langusge and quoting
revered poets—something Canadians might view
a5 excassive or Mowery, Latin culturss spesic with a
amotional snd varied tone of volce than

tond to have a8 much More MONOLONKR s ToNE,

boring to us, but to them demonstrating seif-
cortrol and respect.

Familiar language builds trust and repport so
It is eritical to adapt to the iocal style of

spesking. Study the tone snd cadence of the
local langunage snd try to emulste it when you
speak, Increase your animation and varistion
in tone when in Latin and Middie Eastern

countries; mute it when in Oriental countries.

It is aiso essentisl to adapt your pace of
speech. More than B0 percent. of spesiurs
begin too quickly, Siaw down 10 parcent st
the beginning of your presentation. This witl
give your audience 8 chance to becorns
scostomed to your voice and manner of
speaking. Continue st s detiberstely stowar
pace throughout YOUr presentation to incress
audience retontion and understarding.

Hure are sorne sdditional tips for
Bckapting your speaking stybe

o [rhude only one thougiht or action
per sentence.

o Hoar yourssit sy the tast word of each
sentence before starting a new one,

o Use frequent pauses to adk srmphuesis anvd
10 et your suddisnce assimilate whet you
say, and don't be sfrsid of silences.

» Articulates clearty by pronouncing finel
Exaggerate stightty if you need to.

o Use proper pronuncistion: get words,
names and places right.

» Link your words closety to your visusl sids
and use & pointer i necessary to help the
audience track what you are saying.

o Rephrase to increase understanding. (E.g.
*Ernclency improved by 50 percant, thet's
five 290 percont.).

& Awoid saying “um”, “sh”, and “you know”
which are very distracting.

» Ropsst important sentences.
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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 s
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 utitizing an interpreter, it is also
important to be aware of how thelr role is
perceived in the iocal cutture. 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 rote of a Japanese interpreter is not only to
transiate 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

engaging 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 Middie East,
for exampile, Engilsh-language graph axes and
flowcharts don't directly transform into
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Arabic, which moves from right to left. Be
sure to check out credentials thoroughly and
to engage someone who is culturally as well as
linguisticatly fluent.

Tips for Working with IntespretersS.
e Provide your interpreter with the text of
your presentation or speaker notes in
advance.

® Create a vocabulary list of ail acronyms
and technical terms.

e Provide the interpreter with background
information such as a magazine articie
about your company or subject matter.

¢ Allow time to meet your interpreter (even
if it means visiting the translaticn booth).

# Go over your presentation in advance or
at least introduce yourself prior to your
presentation and ask if there are any
questions.

o When spesking, break up material into
clear sections 5o that one idea or thought
can be transiated at a time.

o Since word-for-word speech is more
difficuit to translate, speak from

your notes.

o Use frequent pauses to give the
interpreter time to catch up.

o Plan your words carefully to avoid
ambiguities and jargon that does not
transiate well.

o Address the audience not the Interpreter

¢ |t appropriate, acknowledge your
interpreter (check with your host
regarding local protocol),

6 For tips on working with transistors see the Website Marco
Polo: The Cross Cuitural Marksting Edge,
wwwstrategis,ic.ge.cafmarcopoio.



o When fielding questions from the
audience repaat what has been asked so

the interpreter can hoor.

« Consider having a capabie individual in
the audience monitor your interpester’s
transistion ang provide feedback,

Use HUMOUR CAREFULLY

Poat Robert Frost referred to humour ss the
thing that usualiy gets fost in the transistion.
Humour is culture-specific so don't assume
that what is funny in Canada will be funny in
. other courtries. in Canade, the LS. and

Britain, effective speeches and presentations
ofters open cleverly with 8 joke, cartoon, or
humorous anecdote. | his can be risky in other
countries.

A Cast of CULTURE:

When a North Amwerican businessman opened his
speach in Beijing with a joke, the Chinese
interpreter faithfully transiated sech line of the
Joka, with one axcaption. After the speaker
delivered the punch line, the imuerpreter added in
Chinese: "Proass isugh now”

The safest approach to using humour in cross-
cultursl settings is to avold jokes, humorous
. references and sarcasm unless you ars well
acquaintad with your sudience. If you wish to
use umowr [0 your preseciiation, test your
material in advance with someone who
understands the nusnces of focal culture and
who can give you honest feadback,

T Trompaoners. Fors, st Hvpown Tarner, Craries, Fidieng
owe Wi of Cusours: Uinawracrsting Drenrsity iy Giobel,
B, McCirmw Hen, Now Yorx, N, 1968,

8 Morvis, Dissenons, Gemture, thelr arigiens snd distribution,
Sewins et Doy NY, 1979,

Make the Best of
Body Language
In many cuttures your body langusge

communicatss movs than wihnt you sy
Miadie Eastern, Oriertal, South

European, and Latin Arvwrican At Jeasz
cultures derive Significant meaning 75% o it
posture and physicsl contact, as weil is pan-verbal’
5 your words,

&mmmmmh
other courtries because behevior thet means
one thing to tham has » differsnt meaning in
snother cutture. Canadian presentars who
wint to succesd internationsity need to be
cautious about these diferences.,

Hare are some tips for effective nor-vertel

communication:

» Know the jocat commundcation style and
adapx. sccordingly.

o Actively watch for non-verbal cues.

s Don't judge non-verbel behwvior by
Canadian standards.

* Muror—don’t mimic—non-verbel
Dohaviors to iIncresse rapport.

Fotiowing are other aspects of non-vertel
carrmunication to considier:

GESTURES

Most Carusctinns 12w thelr harxts whan: spesking
10 punchusts the flow of corsarsstion, reflr to
objects or people and to Eustrate idess. However,
oortain hand gestures can couse sarious offence If
wois use themn inadvertently or sssume they o
the mwme thing in snother country. Here sre some




& Crossing your fingers in Turkey may
signal the end of 8 refationship,

s Pursing your fingers and thumb together
to emphasize a point may be Interprated
as a sign of fear or cowardice in Beigium.

* Making the "O.K." sign by forming a ring
with your thumb and forefinger {s obscene
in Brazil and a threat in Tunisia. It may
mean "zero” or "worthtess” in France,
"orifice” in Maita, and "money” in Japan.

o Stroking your cheeks with the thumb and
forefinger of one hand may rnean "thin
and ill" in Holland.

o Giving the thumb up sign may mean a
sexual insult in Northern Greece.

Know which hand gestures are acceptable in
the local culture and be cautious about using
your hands to commumnicate specific messages,
or tD point, of 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 exampie, standing
with your hands on your hips may be
interpreted as condescending oF aggressive,

The accepted degree of gesticulation and
emotion also varies widely across cultures.

Latin and Middie Eastern cultures are more
demonstrative when they speak; Oriertal
cultures are more muted. A formal North
American style of presenting might get you
branded as dull in Mexico whereas using an
animated and emotionat styie in China, Japan,
or Korea might undermine your credibility,
Observe your local counterparts and try to
adopt a similar body language and level of
emotion, ’

Eve ConTACT

tn Canada, we axpact others to maintain eye
contact as & show of interest. | his may not be
so in other cultures. Japanese, for example,
may close their eyeés when {istening as a sign
of attention or respect. In some African and

Latin American cultures prolonged eye contact
from an individual of lower status Is
considered disrespectful,

I in an intimate setting, beware of what is
appropriate and don't be put off by, or
suspicious of, those who do not maintain
direct eye contact. In Asian cultures watch for
a widening of the eyes which may be a sign of
politely suppressed anger rather than surprise.

When presenting to a targe audlence It is best
to sweep the room with your eyes, focusing
briefly {one to three seconds) on individuats.
In cultures where eye contact is indirect, you
may want to focus yourr gaze on the bridge of
the nose or the chin,

PERSONAL SPACE

Peopie have an invisible bubble of space 7
around tham that is a form of personal
territory. The size of the space expands or
ontracts depending on level of intimacy,
situation, and cultural background.

When a forelgner appears aggressive and
pushy, or remote and coid, it may mean only
that her or his personal space is different from
yours, Canadians, for example, feel
comfortable with a distance of about two fest
between them and thelr business countarparts,
Northern Europeans maintain a greater
distance, while Latin American or
Mediterranean people tend to converse and
interact at much closer range and with more
physical contact,



To avoid offence, be cautious sbout moving
into the space of others or rescting defensively
to those who you feet may be too close to you,

Be YOURSELF

Being aware of cultursl differsnces is s grest
start to successful communication. Adape your
styla but don't stop being yourssit. If you
speak naturslly and with sincerity, your
messane is likely to be well received.

K}




Are You Ready? A Checklist

Q Understand the appropriate local
protocol and degree of formality.

[ White appropriate "suggested”
introductory remarks and provide
to the person who will be
introducing you.

() Know whether VIP's should be
introduced and {earn proper names,
titles and pronunciation.

(1 Prepare to begin in the local language.

0 Explain technical terms and acronyms
and clarify definitions for the audlence.

(1 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.

£2 Internationalize your language.

0 Understand acceptabte use of eye
contact, hand gestures and
personal space.

How Can | Learn More?
A Resource List

WEBSITES
Aquarius Search System for Transiators

news.xs4all.nl/~ jumant
Provides a piace to locate transiators all over
the world for business needs.
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Communication Guide
www.bena.com/ewlnters/preface

A guide to communication, presentation and
transiation across cultures.

Preparing for International Presentations:
The Humor Perspective
www.antion.com/articles/international
Comments and anecdotes about presenting to
international audiences.

Web of Cuiture Languages of the Wortd
www.webofculture.com/refs/languages
Foreign language resources and dictionaries.

Web of Culture Gestures Around the Worid
www.webofculture.com/refs/gestures

A listing of gestures and suggestions for body
language in different countries.

When in Rome
www.entrepreneurmag.com/page.hts?’N= 6631
A useful article on presentation protocol in
different cultures.,

Books & ARTICLES

Morris, Desmond, Gestures, their origins and
distribution, Stein and Day Publishers,
New York, NY, 1979.

Munter, Mary, Cross-Culturai Communication
for Managers, Business Horizons, May/June
1993, Vo, 36 Issue 3. p. 69.

Peace, Allan, Body Language: How to Read

Other’'s Thoughts by Their Gestures, Sheidon
Press, London, 1984,

Samovar, L.A. and Porter, R.E.,
Communication Between Cuitures.
Whadsworth, Betmont, CA, 1991.

Victor, David A, International Business
Communication, Harper Coliins Publishers,
New York, 1992,



NOTES:
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Monitor Audience Response

Presentation is two-way communication.
Although a verbal exchange may occur only
durirg question period, your audience is
sormmunicating with you throughout the
presentation.

it Is important to be aware of how your
audience Is responding o you and 1o
continually make adjustments. If you are
losing, corfusing, or offending your audience
you may be doing 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 inctuding Irritation, surprise,
annoyance, restlessness, glancing at the clock,
or a change in derneanor such as stiffening.

In some countries it is difficult to be sure what

impact your presentation is having on your
audience, Some cultures readily show their
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5: IMPACT AND AFTER

emotions {e.g. Latin, Middte Eestern), whiie
others are less demonstrative [a.g. Oriental,
Northern European).

Be careful not to interpret other's behavior by
your standards. For example, Indians may
shake their heads from side to side 10 Indicate
positive attention. Africans may nod and smile
politely even if they do not understand 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 offance.

Know WHAT 70 EXPECT

Your best approach is to know in advance
what to expect. Learn the communication
style of your audience. Talk to business
colleagues with experience in the market or
with local contacts. In situations where you
know your audience well or where the
cormrnunication style Is expiicit, you might

~simply ask your audisnce if they understand

you. [n countries where communication is
impiicit, 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

presenting.

# Are they interested?
» Do they understand?

» Are they corwinced?

TN IV S P N T S



Be sonsitive and stay attuned to the impact of
your words and actions, anxt to what your
audience is tefling you.

Capitatize on Questions
and Answers

Questions and snswers ars part of most
business prasentations. Depending on the
courtry and situation, they may ocor
throughout the presentation or as 3 separsts
session after It.

Audience questions can cement your messsge,
or throw you off and ireparably damage your
reputation. Therefore, successfuily handitng
questions ardd shswers is extremely Importan
o the Impact you have on your sudience.

PREPARE FOR QUESTIONS

Question and answer sessions usually fail when
speakers are not prepared. Find out in sdvance
what is customary sixd acceptable In the focal
market. Ask yourself the foliowing questions:

o s participstion customary?

o Are questions asked throughout the
presartation or is there a set (unstion
pariod?

& Are there special rules or 3 Jocs! provoco!
ror Q&A?

s Whrat are the tirne constraints?

o Wil there be a moderstor?

Anticipete questions and objections. As you
part your presantation notes together or
rehearse your pressrstation, think sbout every
conceivable typs of question or objaction your
audience could raise. Consider each of thase an
opportunity and preplan responses thet
further advance YOUT message.

Prepare supplamental data or visusls to
prosent in rosponse to quastions or oljections.
This will significantty increase your credibility
and percelved professionsiism. Then, #
possible, rehearse your answers with someons
who understands your satject and your
mudlerce,

AUDIENCE INTERACTION

The tevel of sudience intwaction varies scross
curtures. fn Canada and the United States
mxtionces can be expected to sk quastions or
raise objections during or following &
presentation. This may not be in the case in
other countries, which do not have thw Same
traclition of public participation as we do, or
that shun public disagresment. In parts of
Asis, for exampie, members of the suxiience
might not raise objections for fear of roeking
finet Indian sudiences esger participants, or
questions asked by a Germen sudience
suprisingly diract and frank.

It is Important 1o know whst type of sudience
interaction you can sxpect. This will depend
not only on culture, but language, siustion,
and audience maksup. You migt, for
axsmple. Expect less participetion fram
sudiance rearnbers who st esk gusstions in
& foreign languege.

It spaaking as part of 2 panel or conference,
observe the dagres angl styie of sudience
participation during previous presactations.
if the precading speakar is inundatsd with
questions arsd you receive 8 storry slence,
It's probably a good indication thet your
presentation nesds serious mprovemnert.

ENCOURAGING PARTICIPATION

When you ars finished your presentation i is
important to ciesrty signal to the audience
that you are scoapting questions. Agopt &




positive attitude and provide a statement that
promotes participation: "We've covered a lot
of information. 1'd be happy to provide detail
on any areas you wish."

If people do not ask questions, you may want
to encourage them by™.

Suggesting topics: "One area | did not
cover in detall was our safety record. |'d be
pieased to elsborate on that i you lke.”

Referring to a potential question:nr "A
guestion that has come up in the past s how
rriany of these systemns have we instalied
internationally. The answer is twenty-nine,
seven of which were in Eastern European
countries with standards similar to your own.”

Inviting their input's "Something I'm
interasted in hearing more about is the
experionce any of you have had with this type
of training program.” ~

Check with an experienced businessperson or
your local counterpart on whether it is
appropriate to encourage participation. |t
thete is ho response to your gquestions,
summarize and thank your audience. Avoid
pressing pecple for comments and never single
out audience members, especially In countries
like China where individuals are
uncomforiable standing out from a group.

ADDRESSING QUESTIONS

When addressing questions from a large
audience or In & non-native language, it s
important to Hsten seriousty and carefully to
each gquestion, ther to restate what you have
heard. This helps to ensure:

# You have heard the question correctly.
e You understand the question.

® 1he sudience hears and understands the
question.
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® Your interpreter hears and understands
the guestion.

Answer all questions positively and without
apology. Den't be critical, defensive or
personal. Even if you are being attacked or an
audierice member is objecting to what you
have said, thank them for raising the lssus and
couriter with a considered response backed by
fact, testimonial, or supporting information
that is meaningful to your sudience.

You should always respond honastly. However,
depending on the country and audierwe, you
may wish to modify your approach. In
Canada, for example, It is acceptable to admit
you ¢6 not know the answer to a question and
to tell the audience member you will find out
and get back to them, However, in some
regions {e.g. Southern Frarce or ltaly or where
machismo may be a factor), it may be Tess
acceptabie and dimirdsh your stature o
pubiicly 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 pasitive
impression crested during a succinct
prasentation by giving rambiing answers.

& Address the entire audience, not just
the questionar,

» |t one person is monopolizing the question
period, invite that person to speak to you
tfurther after the presentation,

e Avoid expressing negative reactions,
verbally or non-verbally, to guestions
asked,

9 Adepted from Leach, Thornes, How to Prepare, Stags snd
Dutiver Winedrg Pressraations, Acnwricsn Masnagerment
Associztion, New York, NY, 1983,



» Be patient. Some of your listeners won't
grasp the massage as Quickly as you
expect they shoutd. Keep trying to
heip them.,

& Respect the time limit or Know what is
accepdable in terms of going overtime.

Finally, when your time Is up or the question
period is startiig to drag, surensarioe snd
restats your key theme. This allows you to
retake control, end on & positive note, and
reinforcs your message one final tirme.

Foltow up

Your peessntation Is often just one part of your
overall marketing program. In fact, what
happerns after the presentation may be mome
important than the presentation ftself,

ADVANCE YOUR AGENDA

The suxdience intersst you receive iy be
greater after your formsal prasentstion than R
was during question pariod, perticularty in
cultures or situstions where indivikiuals may
not feet comfortable speaking publicty. Take
scivantage of these situstions to ask questions,
solicit foadback, and obtsin business cards,

Ask yourself what the next step in your
bazsingss development. process might be. This
might rangs from a thank you letter to 3
formal written propasal. Review issues that
wers loft unarswered or whers more
infaemation was reqeasted.

Find creative ways to kesp you and your
company forsfront in your audience’s mind.
Give them somathing tangible to further
reinforce your presentation. T his may be

handouts, brocheares, or senples. Follow-p
by tracking down articies that might be of
irterest to prospective clients. Send additions!

corporste rmaterial to those who expressed
irterest or to key decision-malkers.

ASSESS YOUR PERFORMANCE

The best way to improve your Auture
parformance i to do a self-srssanent of your
presontation and o sodicit fasdback from
others, Your seif-assessment should cover sif
aspects of your presentation from planning
through detivery inciuding:

» Drganization: How well was the satariel

organized. Con it be streemiined?

s Visusls: How effective wars they? Any
changes, additions, omissions?

o Delivery: Did your message ftow?
Did it move the audience?

« Q8A: How effective wers you srwwering
quastions? Were there questions or

objections you dii not anticipats?
Could have srswered differently?

» Audience: Wire thers notsbile sucience
resctions? What caused them?

o Oversi: Whnat worksd? Whet didn't?
Wars you successtul? Wiy or wiy not?

It possibia, you should atso ask both w
collsegue from your company snd » "culturs!

‘expert” to provide fesdback on your

presentation. Your cotiesgue will be able to
give you snother perspactive on yous: subject
matter and how it was presented. The cultural
GXpert a0 provics vsiuable Inforrmation on
how your message was dethwred to, and
raceivad by, your matienoe.
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Finally, ensure that any important lessons you
tearn are not lost. lncorporate suggestions into
your presentation planning and delivery
process. Document the cross-cultural
knowledge you acquire so others in your

Are You Ready? A Checklist

L3 Contiratly manitor audience response
and watch for non-verbal feedback.

3 Know what the audience’s listening
style angi expected level of
participation is.

LI Prepare answers to anticipated
guestions and practice responses.

2 Listen carefulfy to questioner and
positively acknowledge atl guestions.
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company may use it. This will contribute

significantly to your International corporate

Intetligence and help ensure that future
presentations by you or your colieagues
are a success.

{1 Repeat questions to ensure audience
and interpreter understanding.

7} Be avaiiable after the presentation to
answer questions and network,

2 Send thank-you notes or additional
information to sudience members.

O Evsluste your performance and
incorporate lessons learnet into
fulire presentations,



GENERAL RESOURCES

WEBSITES

Getting Through Customs
WWW.getcustoms.com

A private site with some tips on doing
business in othor countries.

Internationat Addresses and Salutstions
www.bspage. com/sddress
Provides correct acidress formats anc

appropriate personsl salutations for countries
around the workd,

Marco Poio: Your Cross-Cuttural

Marketing Edge

A comprehensive guide to cross-cultural
competency in tw international marketpiace
— part of Industry Canada’s Strategis Wabsite.

Praseriting
effecthmpressriations
Tips on various sspects of presentations.

Prasenters University
presertersurdversity.com

Articies on preparstion, your audience, visust
#icts, delivery and using technology

The Wabs of Cutture

webofculhure.com

General information on langueges, refigions,
gesaures, time zones and currencies around
the world.

Virtusl Presentation Assistart

An oniine tutorisl for improving public
spasking skills inciuding modisles on
analyzing your smudionce and visusl aids, phs
links to other sites.

Books

Bender, U., Secrets of Power Presentations,
Tre Achievamant Group, Toromo, 1991,
Bragarti, N, ang Devine, E., Europesn
Custorns and Mannars: How to Make Friends
and Do Business in Europe, Meadowbrook
Press: distritasted by Simon s Scruster,
Now York, NY, 1992,

Brake, T., Medina-Waiker, [, snd Waixer, T,
Doing Business Intarnstionaity: Trw Guide tw
Cross-Cuttural Success, lrwin Professionst
Pubtishing, Burr Riage, Hiinots, 1995,

Condon, 1 and Youset, F., An lmroduction to
intercultural Commumication, Macmifien
Pubiishing Company. New York, NY, 1975,

Enghoim, C., and Rowdand, D., Intsrratione:
Excetionce: Seven Bresictiwough Strategies for
Persona! and Profassional Socces. Kodarmihe
Americs Inc., New York, NY, 1996,

Francesco, A, Intarnationsl Orgenizational
Behaviour. Prentice Halt, Upper Seddie River,
NJ, 1998,
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Hall, E. T. and Reed-Hati, M., Understanding
Culturat Differences Germans, French and
Americans, Intercultural Press, Yartmouth,
ME, 1990.

Harris, P R. art Moran, R.T., Managing
Cutturat Difrerences, 4th od., Guif Publishing
Co., Houston, TX, 1996,

Leech, T., How to Prepare, Stage and Daliver
Winning Presentations, American
Managerment Association, New York, NY,
1993.

Larmbert, C., The Business Presentation
Workbook, Prentice-Hall Inc., Englewood
Ciirrs, NJ, 1989,
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CHAPTER OLJRCTIVES

Name sod define the four tools of the prometion min.

Ontline the stepe in developing sibotive Barketing
ooresosaiotions.

Fuglalo the methode for seitiag the premstion budget and faceors
that affect the design of the promotion mix

Idestify the major (actars that are changing tader's mmluting
Comrounicaticosenvison awn.

Discuss the provess scd advastages of integeuted mesiseting

Preview Case
British Home Stores

BRITISH HOME STORES (BHS), THE retallr which is part of the
Kingdoar's Storshouse Group, receutly smbarked on & eampeign % revesp
its staid image. BHS has kug bean noted for its good quality sad velee-for
of clothing, household furnishings and applisnces, mad food.
This long-sstablished institution bes besn & big player in Britiski high streets.
The problem, however, is that in the face of increasing high-strest competi-
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Stepe it Developing Kiisctive Commwevication » 79

Persooal influence caries great weight for products that sme expensive, risky
or kighly visible. For exsmple, buyets of care sand major appliances often go
beyond mass-madis sources to seek the opinions of nowlsdgeable people.
mco‘:pnmmmnvﬂﬂmmmmmm&mw

*  They cun devote extra offort to selling their products to well-known peopie
or companies, which may. in tum, influence others to buy.

*  They can create opinion leeders - people whose opinions ave scught by
others - by suppiying cortein peopls with the product on attractive terms.
For example, compunias can work throngh compunity members, soch ss ool
radic parsonalities and leadars of local organizations.

*  They can nee influgntial peopls in their advertisements or develop
advertising that bas high "conversation valoe'.

» mnr.thoﬁxmmmtwmmwm-ot-mmm
finding out what consumers arc seying to others, by taking appropriste

actions to satisfy consumers wnd cormet probisms, and by helping
consumers seek information ahout the firmn and its products”

¢ Non-Personal Communication Channels

Non-personsl comemmicstion channels sre medis that camry messsges without Oommsssicetion checmnls

parsoaal contact or feedback. They include major medis, stmosphores end  Media disl oacy

events. Important media consist of print media {(newspapers, magaxines, direct m'

mail); broadcast media {radio, tslevisionk snd display media {billbosrds, signs, Mi. Im“”“

posters). Atmosphores are designed enviromments that crests or reinkwos the medin, stmospberes and

buyer's Jesnings towsrds buying & product. Thus lawyers’ offices snd banks ses oventy.

designed 1o communicate confidence and other factors that might be valoed by

thedr clionts. Events e otcommences staged 10 commanicsty maksaes 1o tarpet madis

audisnces. For example, public reistions departnants arrangs rEees coniessncms, Noo-parsonal

grand openings, shows and exhibits, public tours and other svents to comurui- comwrmcion tions

cate with specific sudiences. chenoels incialing puis
Nou-personal communication afiscts buyers directly. In sddition, using mess  medis oowapepesy,

medis oftess affects buyers indirectly by causing more perscusl communication.  Dguuioes. direct madl:

Communications first Sew from television, magazines and other mass madia to  DroRdowst meci ik,

opinion leaders and then from thees opinion jesdes to others. Thus opinicn

Inaders stop between the mess madia and their sudisnces and cary Mesigm to wm

poople who are less exposed o wmedis. This suggests that mass communicstors

afisct mtitudes and bebaviour through s fico-step HSow-of-communiocstion stwospiwses
process.* . ‘ Dusignsed stvvirommets
The two-step fow concept challonges the notion thst people’s buying is tfiat creste or reinikuce

stiacted by = 'hickis-down' of cpinions snd information from higher socied tile bopwr's Joassings
tlasses. Bacaiuss people mostly interect with othess in their own social ciass, they sownrds conemption of
pick up their fashion snd other idess from people lke thumselves who sew & product

opinion Joeders. The two-step flow concept aled soggests that mass comewmd-
catoes shocld sim their messages directly st opinion lesders, lntting thes cany ©
the message to others. Plawmansticsl firms direct their naw drugs promoticas st Buun-n-' Saged
the moet influential doctors s modicsl sxperts first - the thought laaders’ in the wuwm*“.“
profession; if they sre persusded, their opinions beve so impact npon the new axxmpies are news
product’s acceptance by othees in the fiekl. Thus opinicn Jesders extend the inflo- conferences and grand
ence of the masa medis. Ox, thoy may alter the mesenge or Dot carry the IDeesage, openings.

thus acting e gateksepers.

st
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affordabie mathod
Settirig the promoticn
budget at the level
management thinks thti

Collecting Feedback

After sencling the meesage, the cornrounicstor must research ite effect on the
thay felt about the message, and thelr past and present sttitudes towards the
product and company. The cormmunicator would also like to measure behaviour
resulting in the message - how many peopls bought a product, talleed to othars
ahout it or visited the store,

Finue 184 shows an example of eedback messurement for two hypathetical
brands. Looking it Brand A, we find that 80 per cent of the total market is eware
of it, that 80 per cont of those aware of it have triad it, but that only 20 per cent of
those who wwied & were satisfied. These results suggest that afthough the com-
munication programme is creating awereness, the product feily to give
consumers the satisfection they expect. Theredme, the compeany should iy fo
improve the product while staying with the successhil communmication
pogramme. In contrast, only 40 per cent of die total market is awsre of Brand B,
only 30 per cent of those aware of Brand B have tried it, but 80 per cent of chose
who have tried it are satisfied, In this case, the communication programme needs
to be stronger to take advantage of the brand's power to obtain.satisfaction.

Setting the Total Promotion Budget and Mix

We bave booked st the steps in planning and sending communications (o a target
aadiance, But how dose the company decide on the total promotion budget and
its divigion among the major promotional tools to create the promotion mix? We
o lookat these questions,

Setting the Total Promotion Budget

One of the hardast marketing decisions facing a company is how much to spend
on prometion. John Wanamaker, an American department store maguate, onoe
said: "J know that half of my advertising is wasted, but I don't know which half. |
spent $2 million for advertising, and 1 don't know if that is halfencugh or twice
too much.' It is not surprising, therefors, that industriss and companies vary
widely in how much they spend on promotion. Promotion spending may be 2030
per cent of sales in the cosmetics industry and only 510 per cent in the indusg-
trial machinery indugtry. Within a given industry, both low and high spenders CM
be found.

How does a company dacide on its promotion budget? There are four common
methods veed to set the total budget for advertising: the affurdable method, the
percantage-of-sales method, the competitive-parity mathod and the objective-
snd-taskmethoed.”

* - Affordable Method

A common Tulg-of-thumb’ used by meany companion is the affordable method:
they set the promotion budget at the level they think the company can afford.
They start with total revenuss, deduct opetating oxpenses amg! capital ortiays.
snd then devote some portion of the remaining funds 1o sdvertising,
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Muany companios have mplaced » portion of their fisld sales activities with tale-
phone ssles and direct mail. Other companiss have incressed their ssles promo-
tion speading i relation to advertising to gain quicker salos.

Designing the promotion mix is even more complex whan oo 100! must be
used to promote another. Thus when British Airways docides to offer sir miles for
fiying with the company (a ssles promotion), it has w nm ads t inkorm the
poblic. When Lewer Brothers uees a consumer advertising and sales promotion
campaign 1o hack s new washing powder, it has to set aside money to promote this
campaiga to the resellers to win their support.

Many factors influence the marketar's choice of promotion tools. We now Jook
at thenefactors.

* The Nature ofEach Promotion Tool

Marketers have to understand the unique characteristice and the oosts of esch
promotion tool in deciding the promotion mix Let up examine osch of the mejor
tools.

ADVERTISING. The many forme of advertizing make it hard to generalize
about its unigue quaiitins. However, soversl qualitios can be noted:

»  Advertixing can reach masses of geographically disperwed buyers at a low
COST PeT GXPONES.

* Becsuse of advertizing’s public nature, consumers tend to view advertised
products as standard snd legitimate - buyers know that purchasing the
product will be undarstood and scceptad publicly.

* Advertising enshles the seller to repost & messsQe many thowe, and it lets
the buyesr receive and compare the messages of verious compatitors.

*  Lamge-ecale advertising by & soller says something pogitive about the seller's
sive, populsrity and socoses.

*  Advertising is also very expensive, allowing the company to dramstize ts
products through the srtful use of print, sound snd colour.

+ Op the oos band, advertizsing can he usaed to build up » loung-serm image fx
a product {soch as Coca-Coln ads). On the other hand, advertising can
triggor quick salos (s when s department store sdvertises 8 woskend sade).

* Advertising can resch masses of geographicaily spread-out buyers at & low ‘
COSt per eXposure,

Advertining aleo has: some shortoomings:

t Although it paaches many people quickly, sdvestising is impersonal sl
cannot be as persuasive as company salespacopls.

» Adwertizing is only sbhis to cuary on & one-way commamicstion with the
sadisoce, snd the sdience does not feel that it has 1o pey attention or respond.

* n addition, sdvertising cen be very costly. Although some adwertising foons,
such s pewspaper and adic advertising, can be done on smaller budgets,
other forms, such ax network TV advertising, require very luge budgeta.

PERSONAL SELLING. Personsl selling (s the most sffoctive ool at oetein
stagos of the buying process, particularly in building up buysrs' pesderences,
convictions and actions. Comparad to advertizing, personal selling has seversl
unique qualities;

Lo
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Can Childish Things
Build Sates arid
Brand Loyally?

consciously target their sales po-
metions at kids. They argue that it
is great for building sales and loy-
alty. Manufacturers also agree that
children are not easy targots, They
arg fickle, so it is crucial for the
firm to 'strike the right note', while avoiding ven-
turing too far into the delicate wea of 'pester
power. Parents aze all too familisr with pester
power - the child's demand for the latest craze,
be it a fbod or toy, that has been hyped on televi-
sion. Observers argue thet, in the long run, it is
the fun promotions that wre educational and affer
real value to target consumers which will build
Ixand loyalty.

Creating Bremi Loyaity

Onw of the most sucoesshul kds' craves in yecent
yoars has been dinosawrs - Dino stickers, Dino
cups, Dino eards, Dine games, Dino aisps, Dino
biscarits al stalked supermarket shelves.
{Remomber Ninja Turtles? Well, the story is very
much the same, although parents wore spared
Ninja Turtle crisps and biscuitst) The Spielberg
tlockbuster Jurassic Park was partly respon-
sible, but manufacthmes and merchandisers have
the dinosaur itself - they learn about dinosaurs at
sehoal, bow they lived and the mystery of their
extinction. McDonalds, the restaurant chain, was
one of the many big names which signed up fixr a
themed promotion, where kids could coliect all
six of its Jurassic Park cups. McDonald’s argues
that 'children are very finicky and anything that
is of the moment will interest them, ... this means
yuu will have to be on top of % um@*

;xmmm as reflocted in its W«muﬁng
‘Happy Meald' offer for ¢hildven. The challenge
Hes in maintaining the appeal of the offers, which
calls for creativity in value creation.
Sometimes, authorities can get in the way of
booms. In Israel, consumers were urged to boy-

have existed as the w&tﬁi was cre-
atad only 5,753 years ago.

his difficult todeside whether
the children themselyes create tha
trends o simply follow them.
Neverthslass, most promotsrs agoe
that pmnmtim linked to furrent
crazes have a superior chance of suscess, 20 long
as they Dllow trends diseriroinatingly and ensure
that they do not conflict with the product.

Bunking Up Prometions
Jacobs, & bisouit manufectarer, foinod the dinosaur
boom and successfully iagnshed dinossur his-
cuits throughout Europe. The biscuits were mo-
moted on television and in cinemss, and the
company also sponsored a dinnsaur exbibition at
London's Alexandra Park. Extensive back-up is
oftan required to build awareness for the promo-
tion as well &5 to maintain the momentum over
itsduration.

In the United mgdm. Rayner Burgess
fnvestad in a mik of prowotional tools for Crusha,
its milk drink - PR, sales promotions and compe-

- fitions in women's magazines and youih pyess,

snd samplings at the Milk Marketing Beard and
National Dairy Council roadshows around the
ceuntry.

What Appeais so Children?

T-shirts seom to be & big hit. MMT
shirts that changed design when wem, which
reported 8 redemption of 250 per dent higher
than any previous offer it promoted. Pareiits liked
the product as it encouraged kids to drink milk.
The promotion also added genuing valie to the
product - kids do not just want instent appeal
with no substance. Walkers (crisps) offered
Looney Tunes T-shints, whiich also warked
beeausa they were made relavant and desirable
Iy picking up one of the meet popular charactérs
within die Loonay Tunsg porticlis,  the
Tasmanian Devil, and positioning it as the Big Taz
T. The T-ghirt itself was promoted on design and

Gt



quality. Even the colour was carefolly chosen -
kids prefor colovred T-shirts to white.

Bxperts saggest that other Hems lke stickers
wnd models retain popularity. N these siw Jeak
into the current cmxng, they hawe o good chance
of mocess. ARbough Xids still prefer traditionsl
itomns, practitioners draw ettention (G two main
comsiderations when planning sales promotioos
for children. Fimt, children ars usoally more com-
fxtabls with modes techociogy than their pasots
se. 80 the promoter must avoid patronizing
theen Secondly, children enioy the challenge of

Setting {he Tota! Promotion Budget eod Mix = 775

being mequired to zaake soms offort fs.g. paticipats
in competitions, o petiently collect tchens).
Porontts, on the other hand, may find & had to
summon the sowyy for soch tasks, bat con find
ths motivation if the offort is worth & {a.g. edo-
cationsl, enthuses the child) snd olfes geouine
value. Thus, childish things can build salss wd
loyalty it R's not child's play.

Sownek: Lovells Miles, ‘Chilldioly thingts’, Mg Buiveca
[Beccmher-Jummery 19935, pp. 3-8

e

* it involves personal intersction betwesn two of move peopis, 30 secl pecson
can obaerve the other's noeds end charscteristics and make quick
adjostments.

+ Personal solling slao aliows all Xinds of relationships to spring ap, ranging
from = stter-of-fact sofling reiationship to & deep pemonsd fisncehip. The
ofiective saloapeeason koeps the castoener's interests at hoart in order to baild &
ong-term relationship.

*  Finally, with personal selling the buyer ususily feels a greater nesd to listen
and respond, aven if the response is & polits no thank you',

‘These unique gqualitios come at 8 cost, however. A sales force requires a Jongaee-
tetn commitmernt than doss adveetising - advertising can be tumed oo and off
nn seles force size is harder to change. Personal sefling is also the compemty’s
most sxpensive promotion tool, coeting industrial companies an svecsge of slmost
£200 por snles call.

SALES PROMOTION. Kales promotion incliudes s wide sssortment of tools -
coupons, contests, price reductions, preminm offers, free goods and others - all of
which have many unique quslities:

* They stitect cormnser sttection snd provide information that ray el to s
purchane,

*  They offer strong incentives to porchass by vowiding inducements or
contribotions that give sdditional value to consumers,

+ Moreower, ssles promotions invite and reward quick response. Whersas
advertising says buy our prodocy’, ssles promotion offers incentives to
comsamers to oy it now'.

Compenies use saes promotion tools to crests & stronger snd quicier
responae. Sales promotion can be tewd to dramatize prodoct offes snd to hoost
sgoing salos. Sales promotion effects are usvally sheet-ived, howeesr, and se
pot effective in buiiding lng-ran braned prefersnce. To work, manuiscturers most
carefully plan the sales promotion campaign and offsr target customs genuine
vakw. Only then will they enhance perceived brand image, buaikd sales snd roeds-
tai customer loyalty (see Marketing Highlight 18.2).

tL
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PUBLIC RELATIONS. Public relations or PR offers seversl unique qualities, It
iz all those activities that the organization does to conumenioats with target audi-
ences which are not directly paid for.

* PR is very belisvabie: news stories, features and events seetn movre real and
convinoing to readers than ads do.

+ Public miationg can resch meny prospects who avoid salespeopls and
advertisements, since the message gels to the buyers as ‘news' rather than
as & sales-dizected communication.

* And lke adverntising, PR can dramatize a company o product. ‘The Body
Shop is one of the few international companiss that have used public
relations as 3 more effective alternative to mass TV advertising-

Markaters tend to utidsage public relations or to use it as an sfterthought. Yet a
well-thought-out public relations cempaign used with other promotion-mix
slementss can ba very effective and sconomical.

DIRECT MARKETING., Although there are many forme of direct naarketing -
dirsct mail, telemarketing, electronic marksting, online marketing and others-
hev all 5} four distinctive o o .

*  Diect marketing is nou-public a5 the message is normally addressed to a
specific peisco.

* Direct marketing is immediate and customized, eo messages can be
prepared gquickly and tailored to appeal to specific customers.

*  Direct marketing is interactive; it alows a dislogue hetween the
commurnicator and the consumer, and messages can ba altered depending
on the conswmer’? response.

Thus, direct marketing iz well suited 1o highly targeted marketing sffonts and to
building ons-to-one relationships,

Factors in Setting the Promotion Mix

Companies consider many factors whan dev&iopinq their promotion mives;
namely, the type of product/market, the use of a push or pull strateqgy, the bauyer-
readiness stage and the product life-cycle stage.

Lt



Smting the Total Promotion Budgee and Mix = TN

Advertining com play a
dvamatic roke in badustrial
marketing, an shoven i this
classic MoCrow-FRll od.

TYPR OF PRODUCY/MARKEYT. The impartance of different promotional tocks
watios between consumer and business makets {see Figure 1851 Coosomer-
goods companies usually put more of their funds into adventising, foliowed by
salos proimotion, personal selling and then pablic relations. Advertising i yele-
tively moee important in consumer markets bessuse there are & lager number of
buyers, prrchases tenxd 10 be routine, and smotions play a mote important role in
the purchase-decision process. In contrast, industrial-goods compandies pot most
of theiz funds into personal selling, followed by sales proaction, advertising and
public relations, (o genaral, perscnal selling is used mora haevily with expensive
o risky goods, snd in markets with fewwer and larger sellors.

Althoogh sdvartizing is iess importent than sales Galls in business markets, it
still pinys an important rols. Advertising cen build product swsreoess and knowl.
wdge, develop salos leads snd resssure beyers. Similarty, personat seliing can sdd
& Jot to consumet goods marketing afforts, Rt is simply oot the case that ‘weles-
pecpie put peoducts on shelves and edvertising takes them off Weil-trained
consumer-goods salespeopie sen xign up more deslers to cenry s particulss brand,
convioce tham to give moes shelf space and arge them to ues specied diepluys and
PROICIONS.

PUSH VERSDE PULL STRATRGY. The proootions] mix i infoenced by
whether the company shooses a push or pull stratagy. Figure 185 comtrasts the
two stoategies. A push strstegy iovolves ‘pushing’ the peoduct through distzi-
butiem chanoels to Snal conmznees. The firm disects ite marketing sctivities
{pritoarily personal selling sad trade promotion} towards chennel members to
indoce them to carry the product and to peomots it o final consamens. Using & pull
sirséagy, the producer directs its marketing activitios {poinarily sdvertising wnd

sacowminl, consossery
will wake theic mbalies for
tha product, the retailers

md e wholowes wit
anic ther praalcas.
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consumer promotion) towards final consumers to induce them to buy the
poduct. I the pull strategy is effective, consumers will then demand the product
from channel members, which will in tum demand it from producers. Thuas under
apll strateqgy, consumer demarnd ‘polle’ the praduct throigh the channels,

Sorne smell industrisl-goods, companies use only push strategies; some diract-
marketing companies use only pull, Howsever, most large companies uge some
eambination of both. For example, Lever Brothers uses masz-medis advartising to
pull consumers fo its products and a large seles force and trade promotions to
push its products through the channels.

In recent years, conswner-goods compenies have been decreasing the pull
portions of their promotion mixes in favour of more push. There are a oumber of
roasons behind this shift in promotion strategy. One is that mass-media
campaigns heve become more expensive and many companies in Ewrope, the
United States and Jepan have cut back due to recessionery peessmes over the
early 1990s. Many firms have also found advertising less sifective in recent years.

- Companies are increasing their segmentation efforts and tailoring theirmarketing

programmes more narcowly, making national advertising less suitable than local-
ized retailer promotions. In these days of heavy brand extensions and me-too
products, many companiea 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
tzade.

The growing strength of retailers is also a key factor spesding the shift from
pull to push. Big retail chains in Europe and the United States have greater acoess
to product sales and profit information, They have the power to demand and get
what they want from suppliers. And what they want is margin improvements -
that is. more push. Mass advertising bypasses them on its way to the consumers,
but push promotion benefite them directly. Consumer promotions give retailers
an immediate sales boost and cash from trade allowances pads retailar profits. So,
manufacturers are compelled to use push promotions just to obtain good shelf
space and advertising support fom their retailars.

However, mokiess use of push promotion leads to ferce price competition
and a continual apiral of price slashing and margin ercsion, leaving less money to
mvest in the product R & D, packaging and advertising” that is requined to improve
and maintain long-run consumer preference and loyalty, Robbing the advertising
budget to pay for raors sales promotion could mortgage a brand's long-term future
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fox short-term gaing, While push strategies will remain importent, particalarly in
packaged-goods marketing, compenies that find the best mix betwoen the two -
consistent advestizing to build oagnm brand value and consumer preference snd
sales promotion to create short-ran trade support and constanes excitement — sre
most likely to win the battie jor loyal and satisfied costomers. 1t

BRUYER-READINESS STAGE. The affects of thy promotional tools vary jor the
diffevent buver-readiness steges. Adwertising, along with public reiaticns, pisys
the leading mie in the swareness snd imowloedge stages, oore important than that
plsyed by ‘ccld calls’ from salespeople. Customer liking, preference and sonvie-
tion e more affected by personsl selling, which ix ceely followed by adwe-
tising. Pinally, clasing the sale is monstly done with saies calls and sales promotion.
Cloarly, sdvertising and public relstions ara the most cost sffective st the essly
stages of the buyer decision process, whils personal selling, given its high costs,
shoald focus o the lutar stages of the customer buying process.

PRODUCT LH<E-CYCLR STAGE. Tha offocts of differsnt promotion tools sieo
wary with steges of the product Efe cycle. In the introduction stage, advartising
and public relations mre good for producing high sawareness, and sales promotion
is useful ic getting early trial. Personal selling efforts must be geared to persaading
the trade to canry the product. In the growth stage, advertising and public re-
iations continus to be powerful influences, whersss sales promotion cun be
teduced becxuse fower incontives are nseded. In the matare stage, sales promo-
tion sgain becomes importent relative to advertisizg. Buyers know the hesnds angi
sdwartising is mwedod only 1o remind them of the product. In the decline stage,
sdvartising is kept st & reminder level, public relations is dropped and salespsople
give the product only a little attention. Swles promotion, howews, might contione
at a high lavel in order to stimuiata trade and prop up sales to tustomers.

The Changing Face of Marketing
Communications

During the past few decades, companies wround the wodkd have pacfectad the st
of mass marketing— seiling highly standardixed prodacts to masses of customers.
In the process, they have developed sffective mans-medis advertising techniques
to support their mass-marketing stretegies. Thess companies outinely invest
buge sums of money in the mess medis, reaching tens of millions of customers
with & single sd Howsver, ax we move into the twenty-first contury, macketing
managets sve facing some new merketing communications realities.

The Changing Communications Environment

Wo major factors o changing the face of today's marketing commmunications.
First, as mass markets heve fagmentad, marketses are shifting sveay fom mess
marketing. Moos snd move, they s developing focused marketing programmes
degignad to build closer relationsbips with costomers in are nsrrowly defined
miktomarkets. Second, vest impsovements in computer and infonstion tech-
nology =e speeding the movement towsrds sepmantsd marksting. Todey's infoe-
mation technology helps marketers 1o knep closer track of customer needs - more
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infonnation is available about customers at the individual and houseliold lavals
than ever before. Noew tachnologies also provide new communications avenues for
reaching smaller customer segments with more talloned messages.

The shift from mass marketing to segmented marketing has had a dramatic
impact on marketing communications. Just as mass marketing geve rise to & new
generation of mass-media communications, so the sbhift towards one-to-one
marketing is spawning a cew ganezation of more spacialized and highly targetad
communicationsefforts 2

Givemy this new conyminications environment, marketers must rethink the
rolas of various media and promotion-mix tocls. Mass-media advertising has bng
dominated the promotion mixes of consumer-product companies, . However,
although television magezines and other mass media remain very Important,
their dominance i declining. Market fragmentation has resulted in media frag-
©mentation - in an explogion of more focused media thet better mateh today's
targeting strategies. For example, back in the 1570s and 1880s, in many dovel-
opedd countries, the three or four major TV networks attracted & majority of the
nation's viewlng audisnce. By the mid-1900s, thet number had dropped gignifi-
cantly as cabls television and satellite broadcasting systems offsred advertisers
dozens or even hundreds of alternative channels that reach smaller, speciafized
audiences.!*' Similarly, there hasbeen aproliferation of special-interest magazines
in recent decades, reaching more focused audisnces, Beyomd these medis chan-
nels, companies are making increased use of new, highly targeted medis, renging
from video screems on supermarket shopping trolleys to CD-ROM catalogues,
online computer services and Web sites on the Internet,

More generally, advertising appears to be giving way to other elements of the
promotion mix. In the glory days of mass marketing, consumer-product com-
panies, such a3 Heing, P % & and Mars, spent the lion's share of their promotion
xigets on mass-media communications. Today, media advertising caphures a
much reduced proportion of die {otal promotion spend.™ The roest goes to verious
sales promotion ectivities, which can be focuged mote effectively on individusl
consumer and trade segments. In all, companiss are doing leas hrosdessting and
more narro-weasting, mlving on a richer variety of focused communiaation tools
which allow them t6 veach their many and diverse target markets.

Integrated Marketing Communications

The recent shift from mass martketing to targeted marketing, and the come-
sponding vse of & richer mixture of communication channels and promution
tools, poses a preblem for marksters. Consumers are being exposed to & greater
variety of marketing communicetions from and sbout the company fom &
broader array of sources. Howewer, customsrs do not distinguish betwesn
message sources in the way marketers da. In the consumer's mind, advertising
messages from different media such as television, magazines or online sourees
blar into one. Messages delivered via different promotional approaches - such as
advertising, personal selling, sales promotion, public relstions or direct maxketing-
all hecome part of a siyjle oweall messsge aboat the compeny. Condlicting
messages from these different sources can result in condused eompany images and
Alltoo often, companies fail to integrate their varicus coomunicétions channels.
The result iz a hodgespodgs of communications to consumers. Mass advertisa-
manis say one thing, a price promotion sends a different signal, a product label
creates still annthey megsace, company sales liversture says something altogether
different and the company’s Web zite seegns out of gynec with sverything else.

1
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The problem is that these coinmunications often come from
company sourcos. Advertizing . - !il”lm

for public relstions, ssles promotion, dirsct marketing, online sites snd other
formy of marketing communication. Moreover, mambers of vazious depertments
often differ in their views on how to split the promotion budget. The sales
manager would mther hire a fow mom sslespoacple then spend £155000 on &
gingls television commercial. The public reistions mansger feels that he or she
can do wonders with some money shifted from advertising to pablic tefstions.

In the past, no one person was responsible for thinking throngh the oorni-
cation rolee of the various promotion tools and co-ordinating the promotion mix.
Today, however, more companies are adopting the comcoept of ntegrated
marketing sonimunicetions (I3} Under this concept, the compeny cemfully
integrates and co-ordinstes its many communications charnels - mass-medis
schwartizing, personal ssiling, sales promotion, publivc relstions, direct marketing,
peckaging and others - to deliver a clear, consistent and compelling message
about the orgsnization and jts products.” it buflds & strong brand identity in the
marketplace by tying togother snd reinforcing all the company's positioning,
images snd messages across all its marketing communications venoes. It means
that your PR materisls sy the same thing as your direct mail campaign, snd your
advertising has the same ook and feed’ as its Web site. When Japaness car maker
Honda Jaunchad its new five-doos Civic, the compeny used sn integrated
appwoach wherehy its sgencies wers obliged o co-opsrmis with sach other W
geoerate the same branding and visasls acmes its TV ads, divect marieting and
sales promotion.

‘The compeny works out the roles that the varivas promoticnal tools will play
and the extsnt tc which oach will be used. R carsfully co-ondinates the pro-
motional sctivitias and the timing of when majar sarapaigns take place. B keepe
tack of its promotions! expenditures by product, promotional tool, product Life-
cycls stage 4nd obeerved afiect in order to impeove future vee of the promotion-
mix tocks. Finally, to belp implement its integrated marketing stretwyy, the
cexapeny appoints & marketing conmaunications director who has overall respon-
sibility for the company's communications effort. To integreie s external
comnyanications effectively. the oompany must first integrate its intemns! oom-
mmedentions sctivithes.

Integratod marketing communicstions prodoces better communications
conmistency und greatsy sales impact. it piaces the responsibility in somecoe’s
bands - whare none exisfed befwe - to unify the compeny's inage as it is shaped
by thousands of compeny activities. It leads 1o & total marketing conmmmication
stratngy simed st showing how the company sy its products can belp custoners
solvetheirproblems,

Whoever is in charge, people at all levels of the be s
growing body oflegal and ethical issues = WII must be sware .
Mot matketers work hard t0 communi Nwmmm ons
and resellers. Still, abuses muy oo, andpublicpaiqwh“! lm:mu:
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substantial hody of laws and regulations to govern advertising, pemonsl seliing,
sales promotion and ditect mirrketing activities.

By law, companies must aveid false or deceptive advertiging. Advertisers must
not make false claims, such as suggesting that a product cures something when it
doss not. They must avoid ads that have the capacity 1o deceive, even though no
one may actually be deceived. A car cannot be advertised as getting 32 miles par
gallon unless it does so under typicel conditions, and a dist wead eannct be
advertived ax havinyg fewer calories simply bacaxise its slices are thinner.

Sellers must svold bail-snd-gwitch advertizing or deceptive sales promotions
that attract buyers under felse pretences. For example, a large retatlor advertised
& dishwashing machine at £175. However, when consumerns tried {0 buy the
advertized machine, the sslier downplayed its features, placsd faultymachineson
ghowroom floors, understated the machine's parformance and took sther actions
ifi an attempt to switch buyers to a more expengive machine. Such actions are
both unethical and illegal.

International advertisers must algo oheerve local miies. For example, in the
United States, direct-to-consumer advertising is allowed for presoription drags.
Pharmaceutical firm EHLilly ness magazine edvertisements to boost public aware-
negs of its 324 bilhon-a-year anti-depressant, Prozsc. Heavy consumer pro-
metion of cholesterol-lowering drugs, such as Bristol-Myers Squibb's Pravachol,
Wamer-Lambert's Lipitor and Mercid's Zoear, pushed up sales by 30 per eant in

1996." In Burope, such advertisements are illegal. Prescription drugs ean be
promoted only in medical iournals and other publications whare qualified phys-
icians are presumed to browse,

A company's trade promotion activities are alse ciosaly reguiated. For
sxampls, in soma countries, sellers cannot favour cettain customers through
their use of trade promotions. They must makts promotional allowances and
services available to all regellers on proportionately equallenns.

Bevond simply svoiding legsl pitfalls, such as deceptive or bait-and-
switch advertising, companies ean invest in communications {0 encourage and
promate socially responsible programmes -and actions. For example, santh-
moving squipment manufacturer Caterpillar is one of several companies amd
environmentat groups forming the Tropical Forest Foundation, which is working
to save the great Amazon rain forest, It uses advertising to promote the csose and
its involvement. British Telecom's zponsorship of Swirsaikou, Earope's largest
participatory sporting event in 1998, combined & swimming challenge with
charity fund raising - the 46,000 swimmers who registszed for the svent maised
£1.39 million.©7

A company's salezpeople must follow the. riles of fair competition’. Sone
countries Kave ensoted decaptive seles sots that speil out what is not allowed For
axample, salespeople may not ie to consumers or mislead them about fie advan.
tages of buying a product. To avoid bait-and-awitch practices, salespeople’s state-
mants must match advertising claims. In business-to-business selling, salespaople
may not offer bribes to purchasing agents or to others who can influence a sab.
They may not ohtain or use technical wmﬁa saDrets of competitors through
bribery or industrial espionage. And salespeople must not disparage compstitors
or competing products by suggesting things that are not us. No doubt, the laws
goverming sales and merketing practices differ across countries. Thus, inter-
national marketers must be fully aware of the laws and regulations governing sales
and marketing communications practices, and how they differ across the coun-
wies in which they operats, whon designing cross-border communications
programmes. Beyond understanding and abiding by thess laws and regulations,

companies should ensure that they conununicate honestly and fairly with
congumars and resellers,




Modem marketing calls for more than just developing a good product, pricing #
attractively und making it avaiiable to target customers. Compasies tvust also
communicete with current snd progpective customers, snd what they commani.
cate should not be left to chance. For most companies, the question is not
whethor 1o communicate, but bow mouch to spend and in what wayy.

In this chapter, we firstly defined the compenys total marketing commeni-
cations mix - also callsd promotion mix - ax the specific blend of advertising,
personal stilling, sales promotion, public relations end direct marketing tools
that the compeny uses t¢ pursae its advertising and marksting cbjectives.
Advertising includes mry paid fors of non-pecsonal presentation and promotion
of ideas, ¢goods o services by en identified sponsor. In contrast, public relations
focuses on building good relstions with the company's various publics by

ining fawvourable unpaid publicity. Finns use sales promotion to provide

tem incentives to sacoursge the purchase or sale of 3 product o servios,
Parsonal selling is any form of parscnal presentation by the fiom's sales fowce &
the purpose of making seles and building customer relationships. Finally, firms
direct marketing tools to communicate with castomers.

Next we locked at the ning slements of the communication process xnd how
the process works: the sender andd racaiver are the two main parties in & commund-
cation; the messege snd modizs sye the major comrmnication tools; sncoding,
decoding, respocse and fomibeck are tha major functicos performed; and nokse is
die unplenned distortion during the process.

Them we examined the steps involved in developing effective marketing”
communication. In preparing marketing communications, the conmunicstor's
first tesk is to identify the tarpet sudience and its characteristics. Next, tw
comymunicator has to define the response sought, whether it he swerenese
Imowlwdge, liking, prefarence, coowiction of purchase. Then & message should
be constructed with an effective content and structure. Madis must be selactad,
tor both persopal and non- persanal communicstion. Finslly, the comnxmicetor
muast cotteet edbeck by wetching how much of the market becomos aware, tries
theproduct and is satisfied in the procees.

We moved on i explain the methods thst markasters use for setting the

budget and factors that affect the design of the promotion mix. The
mosk popular spproaches are to spend what the company can afford, o uee &
perventage of selex, to bass promotion on competitony’ spending or to base i on
an anatysia and coeting of the cormmunication objectives snd tasks.

The company bhas to divide the promotion budget among the msjor tocls to
coaste the prumotion mix Companisx can pursos & push o & pull promotionsl
strategy. o & combination of the two. The best hlsnd of promotion tools depends
on the type of product/markst, the desirabilivy of the bayer's readiness stage and
the product lila-cycls stagn.

This chapter also identified the msjor factors that are changing today's
marketing communications environment. Fist, recent shifts in mavisting
stratagy from mass marketing to targeted or cos-on-ons merketing, coupled with
advances in computers and information technology, bave had a dramatic impact
o marketing communications. Athough stll important, the masx media src
giving wsy to a profusion of smalier, more forused media. Companies are doing
e broadecasting and meore narrawessting,

Secondly, peoplo at all jevels of the organizstion must be sware of ths many

1 and ethical issues sumonnding marketing communications todey. Comparies
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Dirgct marketing 757
Emotional sppoals 762
Events 768

Which forms of marketing oomosmicetions could be
used for each of the following?

must work hard an& ;z:oacﬁveiy at communicating openly, honestly and sgree-
ably with thelr intermodiaries and consumaers.

Finally, we &wmsad the process and adventages of integrated marketing
communications. As marketing communicators adopt richer but more frag-
mented media and promotion mixes to reach their diverse markets, thoy prevent
the danger of creating a communications hodgepodge for conswmers by adoptiag
integrated marketing communications. This calls for carefully integrating all
sources of company communication to detiver a ¢lear and consistont mesedtge to
target markets, To integrate its external communicstions effectively, dis
company must first integrate its internal communications activities. The
company then works out the roles that the various promotional tools will play and
the extent to which each will be used. It carefully co-crdinates the prometional
#ctivities and the timing of when major campaigns take place. Finally, 1o help
implement s integrated marketing strategy, the company appoints a markating
commimications director who has overell respongibility for the companys
communications sfforts.

Key Terms
Madia 769 Promotion mix 766
Mossage suree 765 Public relations 756
Moral appeals 763 Pull strategy 777
Non-personal communication Push strateqy 777
Tre channely 769 Rational appesls 76
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Discussing the Issues

source for the product? Was she chwsen R her
credibility a2 & spokesperson or oy some othar reason?

¢ Fop group Spice Girls' world towr. 3. How does an organization get feedback on the affects

. aumfsmsmﬁadspm
seaking to attract more oversees students on &

master's degree programme.
» [laagen-Dazs’ new line of icecream and desserts,
*  Muaks & Spencer opening a new store in an edge-

of-town retail park

in%s CTATHTH E‘Ei'_&.ifl.'i'if aﬂiﬂu? YW m ém g’
guestion using the exemples on sales promotion
campaigng cutlived in Marketing Highlight 183,

4. Conaider a conwumer-goods company that hay
historically set the promoticn budget ax a percentage
of anticipated sales, Make out a case for changing the
method, indicsting your preferrad method, and
explain why.

and former momber of the legendary Beatles'} had
been used 1o endorse s line of reduced caloric, health-
food products, Hor name was 2 key selling feature on
the packaging- of theze products. Was she a credible

Companies spend a buge amount of money oo
advertising to build a quality image for their

Refer to the sxamples of mislesding and bad taste’ aés
in Marketing Highlight 18.1 To what extentdoyom
think such advertisemarts halp to raise a brand's image?
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Despite its Joog treditions, Absolut Vodina is a modern socosss. T 1879,
when the 100th apniversary of Abeotutely Pure Vodks was approeching, Vin
& Sprit, the Swadish stete-owned akwhol monopoly, decided to start -
exporting the vodia to the United States. After cbiections from Americen . ™
suthorities, the name Absolistaly Pure Vodks wax changed to Abwolut Vodks.
Ametican congultants bad surveyed the US spirits marist snd found ‘s
clearly discemible consumer trend towsrds “white apirits” jsach as vodks,
gin and white rum| a= opposed to “Drown. epirits® {brandy. whiskey and dark
rum}; white spirits are seen as being purer and healtbde, Vin & Speik had no
marketing or product design experience, »o it amployed outside teams of
marketing and manegemant experts to create an adsquate product for the
newly discovered market

The design of the boitle was recognited st an suzly stage as crucial to
suocess. The finel result is almost sntirely the result of the persistence of
ono mau, Guaonar Broman. Ounner Broman got the idea when hw saw some
gighteenth-century medicine botties in the window of an antique shap in the
Old Town in Stockholm. The bottles wern slogant, diffsrent, simpie aod vy
Swedish. Actually vodks wes sild as & nedicine in not dissimiiar botties
during the sighteenth and ninetsenth cesturies. Broman had to srgue his
cape v more thes & year until the bottle was finaly sppwoved and the
manufecturing problems were overcome. The resulting Absolnt bottis was
vory different from competitors’ botties. The new weesion of an ald madicins
bottls waz congidersd s mesterpiscs in giese design. The timeless shape, the
fine lines and the sxceptionally clear glasy distinguish Abeokit from other .
prosaiur voidie brands.

Indepandently of each other, the marketing team in Bwedem and
Carilion, their LY distributors, canw up with marketing stretegies that vwees
almost identicel. ‘Al advertiving should centre sround the bottls, - the
prodoot should aot be identified with any particular lfestyle, snd the
approach should have & timelsss yet contemporary jeel o k' Every adver-
tisemant has two features in oommon: the dapiction of sn Abwolut bottle sod
& two- of thive-word caption beginning with the wond ‘Absclat’. It hit the US
market in 1979 snd becarme the bipgest-seliing imported vedks beand. In
1997 Vin & Sprit shipped 5.5 million nine-litre cesss workiwids.

The innovative vy of marketing Absclut contrasted directly with
that of the sstablished brands. As Dwvid Wachiman points oo, the sdver-
tising of spirits in the United States ceed ‘one of thzes focmets: & roomial of
excoedingly happy peopls, & celelwity holding a glass o old-faskiooed
setiled family lile’. Then came 'Absolut Perfoction’ and handreds of different
ads.

1Y
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Absolut Vodks is a Mghly priced premium vodks and thersfors hes en
aura of up-maritet exelusiveness. Considering the target market and the
early magazine sde {Absolut Perfection, efc), a tieup with the arts world
was inevitable, The first step in this direction was taken in 1985 when the
New York cult pop artist Andy Warhol was commissioned to paint the

Absalut Vodka bottle. Today Absolut co-operates with artists and designers -

inn all the contemporary arts, 'The purity and clarity’ of the product, seays
Goran Lundguist, President, The Absolut Company a part of the Vin & Spirit
Group, is a ‘timeless source of ingpiration’. There are now over 3,000 works
in the Absolut collection, all featuring some aspect of the bottle or label.
Like other very successful campaigng the marketing is so sensational that
the product receives & hoge amount of free media exposure. In Absolut's
case this has even occurred in markets that did not aliow alcohal adver-

Due to the farne that Ahgolut's unconventional marketing has genarated,
the advertising agency recsives thousands of requests for ed reprnts of the
product, which has bocome a modem icon. In 1983, besides having won the
Effie and the Kelly awards, Absolut wes honoured with an induction into the
Marksting Hail of Fame. Theat seal of approvel confirmed Absolut’'s sucoess
and impact on the American lifestyls, especislly since the only other brands
that have received such an honour are (oke and Nike. 'Abschut Arl' is also
achieving internationsal recognition. Warhol's and other key US works,
togethsr with others spscially commissioned from French artists Bosser and
Delprat, were shown at Perig's prestigious Lavignes-Bastille Gallery in lats
1994. From there, the exhibition mewed to London's Royal College of Art,
where new works by British artisty, including Peter Blake, wers added. The
exhibition then travelled in turn to Berlin, Munich and Milan.

The modest salas during the first years contrast with the current situ-
gtion, where Absolut Vadks is recognized as the leading premium vodios sl
the second-largest vodka brand overail. Absolut Vodke gave Vin & Spnrit a
lifeline amidst declining Swedish desmand for gpirits. Silles grow continu-
ously over the years. Ahsolut is today the no. 6 bestselling spirit brand in the
woarld with a sales volume of almost 50 million litres.

An ingenious bottle and creative marketing played & crucial part in the
Absolut saga, but Vin & Sprit's distribution partonership was also crucial toits
success. Recemtly, however, Absohyt hid farewell to Cariflon, #s intar-
national distributor. After a long and fruitful relatioozhip, Absclut has
outgrown Carillon. The new choice is the Canadian company Seagram, the
world's leading alcohol distributor with an intemnational distribution
network spanning 150 countries. With Seagram's help the Absolut Company
intends to reinforce Absolut's presence in new markets, notably in Russia
and Eurgpe. 7t alse hopes to increase its pensetration in the wove than 100
courtries where Absohnt is already pressrt.

The Absolut Akademi aims to creste 's competitive adge through
people’. The goal is to build & quality culture around a guality product.
Another tool in marketing is the Absclut Reflaxions magazine, which i
digtributed in afl markets. Used as s PR tool, Absolut Rafiexions spreads
news of the brand, its advertising and activities to consumers sll over the
world.

Despite Absolut's success, Vin & Sprit's profits ware less than 1 per cent
of turnover in 1993, At the end of 1994 Vin & Sprit lost its monodoly status
in Sweden, Other producers were allowad and the company no longer had
axclusive rights regarding wholesale sales to the stats retail company,
Svstem-Bolaget. Vin & Sprit is tackling the problem by economizing and
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expanding. Its Stockholm distillery closed in 1996 to concentrate peoduc-
tiom in theee remaining plants. The totsl mumber of smployses was sleo
reduced by & thivd.

While sconomizing st home Vin & Sprit siine to Bllow Absoko’'s sucowms
in the United States with an attack on the Huwropesn, Asisn snd Pacific
markets., Compared with the United States, the Eumpean market is siow
growing, fragmented and consorvetive. Europe has many leiwnw drinking
cultures, bt these vary fican region to ragion and there e well-established
traditions everywhers. Excopt for countries where vodks is the nationsl
drink, the Europesn vodka snarket is underdeveloped. Vodka is drunk by
only 4 px cent of consumess in Europe, comparsd to 21 per cett of
Americans. To repest its American succony, Absolut will nesd ever snd
innovative stratagies tailored specifically for sach of Ewope’s sohmarkets.
Vin & Sprit is bullish about Abaohat's chances in Europe. ‘We have bxsit op »
wide sxpexience of oparating sbrosd and we are confident we can roeet the
competition,” sgys Vin & Speits Mageres Nystrom. The company belioves
that wherover thore iz & demand for premium vodke, Absolut Vodks is the
optimal choice. ‘Absolut Vodia proves itself time and time agein s more
than just & fine vodks: its an ides. And nothing can stop an ides whoes time
hagcomes.’

QUESTIONS

1. What is the foundation of Ahsolut Vodka's success? In & the vodioa, the
bottle, the distribution or the promotion?

2. How does Absciuts marketing build upon American trends in the late
19808 arxi esxdy 190087 Is Abeokat a fashion product that will dacline
writh the trands?

3. Do you believo that Absolut Vodka ‘is an idea whoss tine bas come’
and that nothing can stop its success?

4. Vin & Sprit's Ewopean campeign usee ads in the same styls that hes
basn 8o succeasful in the United States. Do you think the US approsch
will work in other regions?

B. Since Abssiut Vodks is such a lifestyle product, would you racommend
that Vin & Sprit shoulkd extend the brand into other mackets in the
same way o& Virgin has axtended into video games, PCs, cole and
vorikn?

6. Absolut's successhul advertising has benafited grestly from the pubbicity
it gonmosted. Can advertising campeigns be designed to creste such
maedia attantion or is the success of Wonderxa, Benotton and their
like, just good frtune?

SoorcEs: The hading sroisic in Markoting Businesy {Soverber Y9523, p. 1; Abeolu:
Refeceicns (uly 1992, Apweil and Ovtober 1993, Februmry :m};mmm
1994); Mimackens Afiver {Nuguat 1994} Lmsavason Tegodclondem, 1

Te



Mass Communications:
Advertising ” Sales
Promotion and
Public Relations

GILAPTER OBIECTIVER

Aftoy reading this chapter, you should be able to

Destine the roles of advertising, sales promotion snd public relstions
in the promation miw.

Describe the main decisions involved in devaloping an sdvertising
PROQTEmMINS.

Explain how sales promotion campaigng are developed and
implemented.

Explain how companies use public relations to communicate with
their publics.

Promotions Medley!

sMARS CONFECTIONERY LAUNCHES A £140 MILLION European adver
tising campaign in a bid to maximize its appeal ta Europe's male
teenege market’

17
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*Sony doubles its pan-Buropesn advertising spead 1o hack its new video
games system. Playstation, with press and TV cumpeigns that will festore
comie testimaorties of people who have had their Bves changed by playing

The URx third largest charily, the Royal National Lilshost Instiration
{RNLY). spescds £15 miltion on direct maroeting and will consider direct
sponee television following a saocosssfn) trial cempeign - in which more
than £55 million in voluntary income was received.'

TBM will ome generic achvertising for iy pessonal computers. To start off
with, corporate advertiszing will emphasize 150 a8 & brand rather than a
segion of products. TBM also will ran 2 £12 million pen-European advertiziog
campaign for its new operating systom.?

‘Spanizh designer Paco Rabsnne launches X5 powr Blie, a women's
wersicn of its XS men’s fragrence. TV advertisements bresk simakansonsly
in France, the UK and Belgium.'

‘Ready Brek, an instant hot ost eereai from Westabix, tessns up with
Disnwy Home Video for an in-pack promation, Children oollect & set of eight
moving picture cards based o original illustrations from the Disney Sk,
Snow White and the Sevar: 2Ae>atfis, The cends become svailabie before the
video of the film goss on saje. Childres cwe aleo send swey for a J3page
bookiet in which to mount sards for £L.50 and ons completad onder form.
Over the peticd of the in-pack promotion campuign. Ready Brek packs: sl olier
*10 per cont extru free”. A naticnal TV ad campeign focawes on the Show Wilite
promotion and a foll publicity programems is implseentnd to rates ssvarness of
the video relesse.

‘Richard Branson's everywhars - the heard, the smile, the storiss aboot
this imepressibly optimistic businessman leaping cut of svery newspeper,
television and vadio station, the publication of the men's sscxmd biogeaphy
in five yenrs. Virgin iz his boand and thet is going places 00 - Vhgin
launches into vodks, Virgin takes on Coce-Cola, Virgin gets FM frequency in
London ... Radio 1 listensers vois Vingin's Braoson the men they woulkd most
like to rewrite the ten commandmants.’ Branson shows how & well-Jabri-
tated PR {public relstions) machine cen work wonders &x the compeny’s
Ioadar and its brands.

These scoounts e just s fewe sxamples reflecting the sey of non-
parsonsl mass commanicstion tools that crganisations 1ee 10 coaate swsse-
nasy for their products or seyvices, t0 securs greetsr suppart fx their
brands, o build or strangthsn company Enage of to genarete saine.’

QUESTIONS

1. Identify the range of mass-markbeting techniqoes thet mucheters vee to
roach target custoners.

2. What are their specific mles?

3. What me the majr decisions tovolved in developing & soase-macketing
cavpwign?

4. Whet is an integeatad communicetions stoategy and howr might Soms
banefit fioen purseing such & stretegy?

5. What am the sdvantages and limitations of pen-Ewmopssn campaigns?

§.  Consider the humiers to sffective Inplementastion of Burope-wids
promotions and discuss the implications fox international markmting
IDRNACEKE.

13
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Introduction

The gquestions in the preview case get us to think about the aiternative mass-
marketing options open 1o merketers sesking to communicate with their target
customers and to evoke desired responses. In this chapter, we addrss the major
non-personal forms of gommunication and promeotion. Personal selling is
discussed in Chaptar 20, whereas direct marketing and online approaches are
examined in Chepter Z2.

Companies must do more than offer good products or servicss. They must
inform consumers about product or service benafits and carefully position these
in consuers’ minds. To do this, they must skilfully use the mass-promotion tools
of advertiging, sales promotion and public relations. We take a closer look at
sach of thase tools in this chapter.

Advertising

We define alvartising os any paid form of non-personal presentation and pro-
motion of ideas, goods or services through mass media such as newspapers, maga-
zines, television or radio hy an identified sponsor. Advertising iz used by many
wrganizations to communicate gpecific messages about themsslvas, their prod-
ucts axd services, or their modes of hehaviour to a predefined target andience, in
order to stinmilate a response from the audience. The response may be perceptusl
in pature: for example, the consumer develops specific views or opinions about
the product or brand, or these feelings are sltered by the ad The response could
be behavioural: for instance, the consumer buys the product or incresses the amount
that he of she buys, Advertisers that sponsor advertisements include not only
Ixmsiness fioms, but aleo non-profit and social inatitutions such as charities, nusecgns
and religious organizations that promote causes to various target publics. Advertising
is a good way to inform and persuadse, whether the purpose is to build brand pref-
erence fiv Nokia mobile phones worldwids, or to motivate a nation's young
consumers to drink more milk, o to encourage smokers to give up the habit,

In the Europesn Union, adwatisers run up an annual advertising bill of more
than eeud5.4 billion. Az recession in Europe lifts, and national economies revive,
advertising spend in most EUJ countries has been forenast to rise towards the end
of the 19%0s. However, advertisers will remain cautious in terms of how bast to
use their advertising budget in order tw achieve desired communication goals.?

‘Marketing management must make five important decisions when developing an
adventising programmse {ses Figure 13.1).

Setting Obijectives

The first step in developing an advertising programme is to set advertising objec-
tives, Thess objectives should be based on decisions about the target market,

achvgriining

Hov peldform tiffem-
presentation

and promotion of ideas,

goods or ssrwoes by an

identified sponsor.
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developad messages and medix independently. Medis planning wes often semn s
sacondary t0 the messsge creetion pncess. First the crestive department coseted
the ad; then the media department selected the best tedis for caxying the sdver-
tisemments to the desired target audiences. Separation of the fanctioas often
caxed friction betveeen cyestives and toedis plenners.

Today, howeesr, media fragmentation, sosring madia costs and more focoeed
target marketing stratogies have mived the tmpoctsaos of the oedis planning
function. In some coses, an advertising campaign might begin with a good medis
opportusity, llowsd by advestisemments designed to tahe advantasge of that
opportenity. Increasingly, compenios ave reslizing the beoefits of planning thaee
two activities jointly. Mossages and media should blend harmoniously 1o cywste an
effoctive oversil ad campeign.

» Creating the. Advertising Message

A lamge sdvertising baciget doas not gusrantee & sucosssiol advertising casspeign.

Two advertisers can spenc the setw Enount oo sclwertising, yoi hewe wy

different results. The advertising messagos can be moes nportant to adwesrising mww
saccess than the amount of money spent. No mattesr how big the bodget, adver-

tising can sucesed only if commarcials gain sttention snd conmanioute well

THE CHANGING MESSAGE ENVIRONMERT. (ood advestisiog messages
e sspecially important in today's costly snd cluttered adwatising suvimoament.
The average conpumes has numerovs telavision and madic stations and thousands
of magusines to chooss frovn, To thess, add the countless oatsloguss, direct-mail
ads and continuous barrage of other media. Conmrmers ae hombarded with ade
at home, st work and st sl points in betwesal

H all this sdvertising clutter bothers some consames, it ales conese big prob-
Jean for advertiesrs - 1t is very costly. Advertisers coukd pay tens to buviescls of
thousands of pounds fxr 2 I0wecond sot during & populsr peise-tee TV
programme. Also, their ads are sandwichad in with a battery of other cosssercials
and anvouncements in any viewing hour. With the growth in cable TV, video
cassette rocordors and remote-controlled technologies, todey's sediencs om aleo
tune ot ads by either watching commerciak-foos channels or ‘sepping’ commnee-
cials by pushing the Yagt-forsesnd’ button during teped progressses. With resots-
control, they can instantly tum off the sound during s commescial or sip’ eround
channels to sos what alse is oo, Thes, fast to gein and bold attestica, todey's
advertizing messages must be bettar planned, more imaginative, mows mowstive,
mexe entertaining snd roove mwarding to conexmers. Crostive strategy, thees- .
fore, will play an increasingty important role in sdvertising secooses.

MESSAGE STRATEGY. The fow step in creating effective advartising messages
is to decide what general message will be cosmuniceted to conwmmens - to ples
the memsage stretegy. Genenslly, the pwposs of sdwatising Is o gmt taxpet
consumars to think about or react to the product or company in a certain wey.
Paople will rspond only ¥ motivated tn do »o. For exmple, they will mest i ey
belicws that they will benefit fmm doing so. Thus, devsioping an sffective messsge
strategy usually hegins with identifying target costoseer benefits that om be usd
as advertising appeals. Ideally, advertising swesage strategy foliows directly from
the compeay's bxoader positioning steatagy. The planner st sieo have i mind
the tarpet mudisres sod the type of response the meesege should evols smong
thowss that get the mosssge.

Momage strategy statemsents tend to be plain, straightiorvwsrd outlines of
benefits and positioning pointa that tha advartiser wants to stress. This means the

. _ o
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advertiser must develop a compelling creative concept - or 'hig idea’ - that will

bring the message strategy to life in a distinctive and memorahie way. The craative

concept may smerge a8 a visualization, s phrase or a combination of the two,
There are several creative message strategies that fitms adopt:

* The message focuses on the brand's positioning (e.g. 'Stella Artnis.
Resssuringly expensive’; 'Simply years shead’, Philips; 'Have & break, have a
Eit-Kat'; The world's most civilized spirit’, lenessy cognac).

* The message taps one o other of the motivations that drive human
congumption — for example, functional benefit {Brain tood — evary Fridsy',
The Econornist], pleasure (Never simply requirad reading— i is desired
romding’, Wall Street Journal Europe), self-identity {No FT Comment',
Financis! Timas), image {Many Guardien readers are juet like their
newspaper - eloquent, incisive and successful}, admiration {Top people
read The Times} and altruism (We don't eut down trees for owr

- newsprint'y ¥
“- The idea could be spawned by addressing the ways in which product sales

can be increased: current users must be encouraged 10 use more, or new
users sncouraged to start buying the product. For example, Reebok 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
product catagory.

* The message homes in op the differences batween the advertised product

anxd competitors' offering: for example, Burger King's message to consumers
is that its burger is ‘Broiled, pot fried’,

* The idea for the message could have devaloped from an in-depth knowledge
of the conswner's own experiance with the product, particularly the buying
process, die process and effect of conswmption, and the benefits sought. The

- advertiser must come very close to the congumer and follow his or her
experience with the product, usually through lengthy, labour-intensive
qualitative research, including point-of-purehase observetions and analysis.
Thus Contac 400 shows sharp cbservation, with its ad which assures cold
sufferers that the dmug ‘dries up the sympoms of a cold',

Creative ad people therefore have different ways of finding advertising-
- messede ideas that will engage the attantion of viewers. Many creative people start
} by talking to consumers, dealers, experts and competitors, Others try to imagine
ousimers buying or using the produst snd then work out the benefits that
congumers sesk when buying and using the product.

Usually, the copywriter and art director team up to generate many creative
concepts, hoping thet one of the concepts will tum ot to be the big idsa.
Logically, it makes sense 1o generate alternstive themss, svaluate the appes! of
each and select a preferred strategy. But how should sdvertising planners evaluate
advertiging messages?

The creative concept should guide the cholcs of specific appesis to be used in
an ad campaign. Generally, the appesls should have thres charactenstics. Fist,
they should be meaningful, pointing out benefits that make the product more
desirable or interssting to target customers. Second, appeals must be belfevabls.
This obiective is difficult because many consumers doubt the truth of advertising
in general. Ons study found that & full one-third of the public rates advertising
messages as ‘anbelievable’ - Furthermore, the most meaninghil and believable
benefits may not be the best ones to featurs. Appeals should be distinctive in
terms of telling consumars how the product is better than the competing brands.
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For example, ths most meaningfal banedfit of owning & wristweich is thet it keaps
socurste tims, yot fow watch ads fostume thizs benefit, Instead, based on the
distinctive benefits they offer, watch advertissrs might sslect any of a mandwe of
advertising concepts. For yoars. Timex has been the affordable watch thet Telms a
lickin' and kweps on tiekin®. In contiast, Swaich kss featared style, fun snd fashion,
whersas Rolex stresses oty snd ststus. Advesrtisers shouold theewions pretest
sach ad to determine that it has the mazimum impact, believebility snd spgeal

MESSAGE IXECUTION. The impact of the mwesage depsnds not only on
what iz zaid, but also o hoyw it is said. The advertiser bas to tam the Yig icies’
into an sctual ad axecution that will capture the target meriet’s sttention wd
their rgtarests. The adevertiser usoally bagins with a statament of the objertive and
spproach of the destred ad:

For sxamnple, in France, McClan's Whisky planned w0 ose advintisiog to
incTease svrareness and familiarity and 1o coste an image a3 & sl
whisky with a distinet personality which wes clasdy within the valows of
the French whisky market. The target segment is reguisy whisky drinkers
who are currently buying standard brands such as Johnry Wallew snd
Ballantines, and who want good valos but not thw prostige of & pomsiion
of the monwy-saving vales of & cheap brand. The how’ ar adveetising
megeage proposed that McClan is the whisky thet ssabodies the spirit of
France today. K is the whisky for the ‘new adventurers’, who ars dynemic
and espirational, bet their ambition is directed to a full ead varied
experience of life, sel-expression snd sppreciation of art snd coltare, not
the desire for social standing or political power. The message s
expouted via an evocative visual campsign. It exploitad the pliysicsl
elements of the brand, which siresdy evoke positive images among
French whisky drinkers - dis short, sharp, powerfol name, the golden

Lamch positions iself ax the :
‘authority’ on ghobol merpers.

o Joimiong, o vhage searlan.
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iabal, distinctive bottle shape and red typography. Since it is illegal to
advertise spirits on French TV, hxury magazines which gave colourand s
prestige environment wers chosen, 3

The creative peopls must find the hest style, tons, words and format for executing
the message. Any message can be presented in different execution styles, such as the
following: -

* Shee oflife. This style shows one or more people using the product in a
normal setting {a.g. the ‘Ox¢' gravy commercials which show the role of the
mother who is tolozant of the domestic impoesitions of other members of her
familyl.

* Lifestyla This style shows how a product fits in with 2 perticular lifestyle.
Por example, the ‘After Eight' mints UK advertisement {elegent dinner party
in a period house) appeals to aspirations more than anything elss.

“ * Fontasy This style creates & fantayy arcund the product or ite use. For

instance, 'Anything can happen after a Badedas bath’ ususlly meant the
arrival of a 'Prince Charming' with a romantic style of transport just after his
mistress emerged from the bath.

*  Mood ar imaga. Thiz style builds a meod or image around the product, such
as beauty, love or serenity. No claim is made about the product except
through suggestion. Timotel shampoo employs the mood for nature and
gimplicity - & strategy that has worked successfully in many countries
across the globe.

*  Musical The ad is built around & song or some well-known music, ao that
emotional responses to the music are associated with the product. Many
soft-drink commmercisls (.. Coca-Cola, Pepgi-Cola) use this format.

» Personality symbol. Thie style creates a character that represents the
product. The character might he animated {2.g. the Jolly {ireen Giant,
Garfield the Cat) or real (6.g. Erde Cantona and Les Ferdinand for Nikels
Tick It' campaign).

t Technical expertise. This style shows the company’s expertise in making the
product. Thus Maxwell House shows one of its buyers carsfully selecting the
coffee besms, and Audi esrs implies superiority with Vorspnmg durel Toechudl!,

This ad for the BMW 540C%
Spore says it all. Moreooer,
by conveving a clear and
COTCISe MeSSaPe woithout
unnavessary or lengchy copy,
thix nd is applicable avross
namy COURTYS markets,

Photograpke: Michael Rermn
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-

Hush, Little Baby!l
Hewo is o example of bow ‘tone'

can brosk an ad 19.1

Fisher Price, the intamations!
toy manufscturer, Tecently pre-
tested & commercial calied ‘Baby’-
The ad cpens oo sn empty, son-
filled roon with net curtains hang-
ing from high windows and swaying
shove & polished woodes foor. A
drammatic chord vings in the magi-
cal appesrance of s pesiact little
boy on s white blanket. An enthusiastic, but
e, voice-ovar saggests babwy's thoughts: 'Whees
am I? How did I get here?'

Another cheed and the baby is suyrounded by
Fisher-Price toyx. Baby mweals his thoughts:
*What's the box? What if 1 push ... What if .7,
mmammmmmm

The woiiss in the fous grup
semvicns voleted woll 1 1he al. The
ageecy was smcited aboat it
Howower, when the cossmescial

rowing

a&mmmmwmum
tic toys. The agency reviewed the mothery’ ress-
tion w0 the commercial The ad wes indesd
impactiol. B would, howeser, lead o 2 Begetive
association for FiehecPrice toys.

The agoncy chanped the beglaning of the od
to remove the sinister overtones.

for the most enguiring minds in the wold.'

*  Scientific evidence. This style pyesents survey or scientific svideoce thet
the bmend is better ar bettor liked than one or mwe other heands. For yesrs,
Crest toothpaste has used scientific svidence to convinee buyers that Crest
is better than other hrands at fighting cavitiss. In Rlide Gibbw' selsunch of
the skin-care brand Pond's, the adwertisement refrred to the Pond's
Institote' whese women were shown having their skin analysed, the ad

*  Testimonial evidence. This style foetures a highly believable or likshie
e endorsing the product. B could be & calsheity, like sposts star Daley
Thompeon, who was used to endorse Smith Kline Bescham's enmyy drink
Locoxade, which Is targetod at young conmmsers, of ordinary people smying
how mnch they like a given product,

The sdwextisor wost also choose a tons for the ad Positive appesis that ewoie
happiness, foslings of achievement, fun and so keth tand to be more ellective
than negative tones. Rosearch hes shown that negative sppeals that swoks fowr
discoaxage viewers from Jooking st the sadvertisement, and so would be counber-
peodoctive (see Marketing Highlight 19.1).

The advertiser must also nse memorsble and altention-getting —words in the
s For axample, the following themes on the left would have had mach lees
apect withont ths crestive phrasing on the right:

There Crentive oopy

mmmwm ELM - Boyal Dutch Abfines - the
relisble xirkine'
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Nothing is too much trouble in the "Pure, undiluted BMW

pursuit of creating the perfectly

funaotioning machanizm.

Minle offers top-cmality preminm ‘Misle - there i3 no better ons’ {The

kitchen products that are milas German company's advertising for

ghand of the competition. dishwashers and washing machines
in Belgium, Holland, the United States
and Canada}

Philishavo gives optimum shaving For 2 better, closer shave - Philips’
satisfaction dueto its high guality
and advance-d tachnology, making
it superior to competitors in every

way.
7-Upisnotacola. The Uncola'

Stefla Artois is & high-price, high- ‘Stella Artois - reassuringly
quality beet. sxpansive’

Finally, format elements make & difference to an ais impact as well ag its
cost. A small change in ad design can make a big difference to its effect, The iffus-
tration is the first thing the reader notices, 50 it must be -strong snough to atiract
attention. Next, the headline must effectively entice the right people to resd the
copy. Finally, the copy, which is the main block of text in the ad, must be simple
batstrong and convincing.

Consider Ericeson's recent advertising campaign, simply headiined
‘Bricezon Made/Bond Approved, which shows Piers Brosnan, who plays
James Bond, clutching an Ericsson mobile phone to his ear, rather than
the traditiona! hand-gur. Those of you who have seen the movie
Tomorsow Never Diss will recall thet Bond's 'Bricsson-made’ phone is no
ardinary phone - it can steer & car, break open & safe, scan fingerprints,
take photogrsphs and even stun haddied. Ericeson hopes that the link-up
with Bond will belp transform its slightly lack-Justre, anonymous image.
The company hopes that the association with 007 will make Erxicsson hig,
famous and sexy across all of its markets’, and thereby help sales. 't

Importantly, ali the elements - style, tone, words, format - must ofectively
work togetier. Bven then, less than 50 per cent of the exposed audience will
potice even 8 truly sutstanding ad: about 30 per cent will recali the main point of
the headline; about 25 per cent will remember the advertiser's name; and loes
than 10 per cent will have read most of the copy, Less than outstanding ads, unfortu-
nately, will i achieve even these results.

+ Selecting Advertising Media

The sdvertiser must next decide upon the media to cany the message. The main
stepn in media selection are: {1} deciding on reach, feguency and impect; (2)
choosing among chief media types; (3) selecting specific media vehicles; and (4)
deciding on media timing,

DECIDING ON REACH, FREQUENCY ARD IMPACT. TO select media, the
advertiver must decide what reach and fregquency are needed to aschieve adver-
tising objectives. Reach is a moasure of the percentage of people in the target
market who arc exposed to the ad campaign during a given period of time. For

"
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Froquentty

The number of times the
average person in the
target market iy axposed

messege during & given
mectia impact

The qualitative valoe of
a?wma

wxample, the advertiser might try to reach 70 pee cant of the taget market daxing
the first thres months of the campuign. Freguescy is 4 meexne of bow maty
times the svemage porson in the tarpet market is exposed to the meswge. Por
example, the advertiser might want an sverage axposcre frepency of tixwe. The
advertiser must alse decide on the desived rmedia bmpact - thet is. the qualitative
wvakme of a message expostre through a given madium. For example, for prodocts
that need to ho demonstrated, massages on television may bave more impact than
megsages oa radic becanse television uses sight snd sound. The sane meemgs in
n national nevwspapor may he more bolievable than in & locsl dedly.

Suppose that the advertiser's product might appes] to & market of 1 million
consumers. The goal is to reach 700,000 consumers {7 per cent of 10000000
Because the average conwomer will receive thres saposees. 2100000 sxposaees
{700,000 x 3} must be bought. If the advertizer wants axposcws of 1.5 inpact
(assuming 1.0 impeact is the sverage], a rated number of expostres of 31.500.000
{2,100.000 x 1.5) must be bought. I & thoussnd wxposares with this impact cort
eculQ, the advertisxing budget will bave to be ocu31,500 (1,150 x L In guewsl,
the more reach, frecuency and impact the advertiser seaks, the higher the sdve-
tising budget wil! Bave to be.

CHOOSING AMONG CHIIF MEDIA TYPES. The mwdis planner has to
know the reash, frequency snd impact of sach of the mejor medin types. Teble
182 shows the available moedia in key western and Asien medests Table 193
displays the distribution of advertizing spend by type of muss mediams i thees
coumtries, The oading madia have advantages and limitstions, as shown in Tabis
194

How do sdvertisers seloct spproprists madis from the mnge of media svedl-
xble? Media plannars coaxide: many factors when making their media choicss.
The media habity of target connpners will affect mexdia choice: for sxample, twdio
and telovision are tha best medix for reaching teanagers. So will the netore of the
product: fashions, for sxample, se best advertised in coltsz magazioes e
Nikon cameras are best demcastrated on televizion. Diffecest types ofmwesedt
may requaire diffarent media: for instance, & mewmgs announcing & big sae
tomorow will require tadic or newspapers. & message with a lot of technical des
might require magexioes or disect mailings or sn online ad and Wb alte {(see
Chapter 22). Cost is also an important considenation in medis choice: whereas
tolevision is very expenzive, newspaper advertising costs reuch less. The media
plaaner koks &t both the toial cost of using & meciicm and the cost per thoosmd
axposares - that is, the cost of reaching 1,000 peopls nsing the medinm.

Madia impact sndd comt must be re-axamined reguintdy. For a kmg thes, tele-
vision and magasines dominated in the media mixes of natioaal advectisers, with
other media often negiected. Recently, howewer, the costs snd clotter of Sem
medis have geme up, andiences have dropped and markwiers e adopting stost-
ogies wimed at narrowsr segments.“Advertisers sre sl tuming increasingly o
alternative media, ranging from cshie TV and omtdoor adwatisiag to paking
yoatoes, taxis sl even shopning trolieys.

SELECTING SPRCIFIC MEDIA VEHICLES. The madia plenner must now
choowe the best media vebicies - that is, specific media within esch genenl media
type. In most cases, them is sn incredible numaber of cholows. For tadic sivd -
vision, and in any ooe country, there me mmerots stations and chenols o
choone from, together with bundreds, even thousands, of peogeacume valicies -
the particuls: programuwes of ahows where the commenrcial shoald be broadcast,
Prime-time programtoes are the favourites: the costs, howwwer, tend to mcelee

with the populsrity of the programens.
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MRV AT, MAGATINES,  macazmes,  COMMERCIAL  pOUEEROLDS CAkE SATRLLITE VCR COMMERCTAL CINEMA  rosten

mrosay  BOCUTVE ool ARCAL ™ FERETRATION  PRNETRATEON® FENEIHATER'  PRScisation RADIO BOPNEME  PAEKLS-

FEGIONAL MYOIA INTENEST mresesr FTATY R o i ] [£4] oy STATIONS HUMEEX {000}

Austria a0y =0 2 5 ] 97 20 34 V) 2 ses IO
Heiglum &7 ¥ 81 154 4 9% S10 03 k] 810 393 100
Denmark 47 12 i) B4 4 46 470 30 B 90 278 1M
Finlend Bt 12 2 44 8 98 o 0.7 73 52 340 o
France % 26 a8 153 6 -} 4.0 0.2 41 1397 3,068 578
Germany 432 ki) ] S b ] k< K1 1.8 2 157 m 358
Creece 110 18 64 30 Sg 83 - 0.2 40 245 23 13
Ireland ] 8 M 3% o5 *®0 24 44 2 183 {
Ttaly # 41 90 315 4 o - - 40 4,000 3.000 106
Netheriands a0 20 a 11 4 - 860 36 % 200 422 %
Netway « 16 8 62 3 o8 4.0 54 80 404 292 5
Portugal » & ¥ <} 6 - IV i 24 400 1%
Spain 106 ] 88 17 13 @ 80 15 45 840 2,160 4%
Swaden ] w 16 ] 1 . 460 &8 81 - 550 11
Switzarland 50 2 37 2 4 o™ i 51 43 35 330 160
Turkey 47 w0 16 16 7 na 1.0 0.8 40 it 388 3
United Kingdom 104 7% 9 12 3 g7 10 110 84 108 1,78} 101
aria " 2 g b 3! - < ) - - ¥ 1l 658 ne
Czech Rlov. Rap. by 8 28 44 2 96 20 2.0 18 ng 2,778 na
Hungary 12 10 7 18 z 28 270 17 28 8 18504 7
Poland 7 ¥ 1% 4 o4 o 240 17 20 na 1,600 T
Romasia 10 1 4 8 n.a 52 ns * 12 o 830 na
United Siates 1158 85 112 81 1426 vy Lo na 72 na 2113  a3ger
Canada 87 43 41 i85 172« &g 740 na & ns 7 na
Aunstralia L 1% L] 27 82 94 na .8 ki) 161 744 63
Chins a7 L 8 81 o2 57 B na 3 568 £,000 ua
Hoag Toey 23 20 ¥ 50 4 8 na 75 70 3 1654 ?
Indis 114 1 8 38 na 88 Y& 50 17 85 10,000 a
Inrlonesia. 3% 1 15 L § 74 na 1.0 13 694 1,664 >
Japac 183 54 & 104 115 10 1645 8.2 67 88 1,800 T
’ k-3 ] 1 12 3 ] na na 3 1 237 2
Hev Sealand - 13 b+ il ¥ a4 ne ne €0 68 a7 2
Singapore @ it 20 &0 5 100 na ne 78 HH e ! 18
South Kores k3 B ' & 4 . 1.0 1.0 L") 7 71 3
Tadwan b1 8 & 6 3 299 na Wo 2 33 600 na

Hoved: Cable penatestlon * las then 0.8 per oont; D‘!‘Hpenmum ¢ less than 0.05 per cent; n.4. not avatiabde. ’
* Beries's Media Directaty ta ¢ UR publication whish gives information on the UK in far more detail than on other onuntrics: this may sxpiuls the buge number: » Sxkarea ouly; « Tokvo & Otk
only,

Souxrike: * Benn's Media Directory, 5992; ° Zenith's Burope Morket Medin Focts, 1992, BIB World Guide, 1993
* Buromonitor 1992; * OAAA,
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Table 19.3 Distribution of advertising expenditure by medium in major
European, North American and A&ian (*mmtries

TOTAL MASS OITDOOR!
MEDA (s Wy PRINT M TVX) raniopw COINA 0 voarwr ®
Anstria 1012 56 26 i2 na -]
Belgium 1m8 52 32 2 1 13
Denmark 1,081 < 12 2 1 2
Finland 7,993 46 = 8 } "
France 1482 ;) H 4 3
Gezmany (W) 11,246 % 15 & 1 4
Greecs 526 44 42 7 ¥ 7
Treland m 56 7 11 e 7
Raly 5710 3 51 2 na 4
. Notherlands anz 83 12 2 L 3 g
Rorwy 786 <] 3 1 1 a V
Portogal 416 X7 “ 8 na 1
Spain 7,652 3n 0 1 5
Swaden 1.837 aQ p n.e 1 h;
Switzoriand 24n 78 7 2 1 12
United Eingdom 14,069 65 3 2 - 4
United States 80,389 53 k- n s 3
Canada (1968) a7 54 P 2 na 12
Anstrelia 3,848 48 3% 9 b 4 6
China 297 ] 40 [ ? -7 3
Hong Kong 861 @ B0 4 P 3
India 89 67 20 2 - 0
Indexwda 27 80 9 19 1 1
Japan 34,747 % 32 1 na o
Malaysis ar 49 41 2 b 8
NeowZanland 575 49 % n n.l’ s
Singepore 313 5 K 2 3
South Xoves 2,828 48 0 5 s 7
Taiwan 1.29 55 *» 7 . 3
. NoTES: * loss thewn 0.5 per pond; wa. 50X avuiishic, e

Souvnes: Workd Adocrniabyg Expeswditiores, 35th odn {New York: Sowoh Inrs Hooper, lnc.. e co-opeostion. with the
Tsrernstional Advevtiing Asociation. 1993),

Hi the case of magazines, the madis planner mmst lock up clrcalation figoses
and the costs of diffsremt ad sizes, colous options, ad poxiticns wnd frequencies for
spoecific megaxiows. Each country has its own high- of genecsl-cievulation magexisws
{lor exampile, TV gaides) which reach genersl sudience groups. Thers is also an
arsy of spacial-interest publicetions that snsbls adwertisers to reach speciel
groups of sudience {for instance, bosiness magazines to reach bosinees sxecu-
tives). The planner sslects the media that will do the best job in terms of meching
the target custounes group - that is, in terme of their sslectivity towarnds the gt
Then be or sbe must evaluste ssch magazine on factors such ss credibility, s,
regwrodoction quality, editorial focus snd advertising submission desdiines. The

ry”



Table 149.4

Important Declslons in Advertising

Advantagss and limitations of media forms

NEDEN ADVANTAGES HMITATIONS
Newspapers Flexibility, timeliness; Jocsl market Short life; poor reproduction
covarsge; broad scoeptance quality; small pass-slong
Televiaion {jombmea sight, sound and TTighabsolutesost: kigh
motion; sppesling to the sunses; clutter; Hieeting sxposcre; e
Radio Masx nwe; high geographic and Audio preseatation only, eeer
Maguazines High geogrepbic and demographic Long o8 parchase Jead thos; swoe
selectivity; credibility and prestige; wasts circulation; no goarantes
high-quality sesprochaction; long life; of position.
good pass-along readership.
low cont; low competition. Hmitations,

media pianner uitimately decides whick vekicies give the best reach, froquency
and impact for the monoy.

Media piznners heve to compute the coet per thousand porsons reached by a
vehicle. For example, if a full-page, four-colour advertisement in Thw Economise
costx 530,000 and its readership is 3 million people, the cost of reaching esch
group of 1000 pesons i about £10. Ths same sdvertisemet in Busirses Weok
may cost only £20,000 but resch enly 1 million persons, giving a cost par thon-
sand of sbout £20. The media planner woukl rank sach magazine by cost pet
thoussnd and favour those magatines with the lower cost per thousand for
reaching target consarners. Additionally, the medis planner considers the cost of
producing ads ko differsct madia. Whereas newspapor sds sy comt vecy littls to
peoduce, flashy television ads may cost miflions. Media costa vary actons different
countrias, 50 Cave mast be taken not to goowaline the guees.

Thus the media planner must balance mmedias cost measures agsinst several
Qiedis impact factors, First, the planner should balance costs against the medis
wehicle'’s sudience guality. Por & mobile telephons ad, businoss magaxzines would
bave a high-exposure valoe; magazines simed st new perents or woodwork sathu-
sideists would have & low-exposute valus. Second, the media planner should
considar audiance attention. Readers of Vogae, for exmuple, typicslly pay move
atbention to ads than do Husiness Week rescders, Third, the plans shocid assess
the vehick's editorial guality. For axample, & Financisl Times and Wall Street
Journal Europe are more credible snd prestigions than the News of the Workd

DECIDING ON MEDIA TIMING. Another decision that must be made
concens titning: how to schedule the sdwetizing over the course of a year.
| Sopposs salee of a product pesk in December and drop in March. The firm can
vy its sciventising to follow the sessonal pattern:, £ opposs the seesonsl pattem,
or to be the same all year. Most firms do some seasonal sdvertising. Borne do only
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conthnuity
Schaduling ads evenly
within a given pariod.
poleing

Scheduling sdv
utiovenly, in ursts, over
& cortain time poriod-

pewcnsl aclvertising: for exsmple, many department siores advertins < nsaslly
their seasonal sales - in specific periods in the yesr, sch as Cheistines, Easter
and sumener. Finally, the sdvertiser has to chooss the pettern of the ods
Continuity meens schoduling ads svenly within a givan period Pllsing mesns
scheduling ads unevenly over & given time pedod. Thus 52 ady couid sither be
acheduind a2 one per weak during the yeer or pulsed in several bursts. The ides is
10 adveartise heavily for o shot period to baild swarenees thet cardies owr to the
noxt advertising period. Those wht favour pulsing feel that it can he wmed 10
schiove the same impact as a steady schadule, but st a mwach lowes cost. Howeesr,
some edia planners helieve that although palsing achiswes minimal sweowses,
it sacyifices depth of advertizing communications.

Advertising Evaluation

The aivertising programme shouki regulstly ewvalusts both the comsicetion
impact and the sales efiects of advertising. Measuring the communication effect of
an ad or copy testing tells whether the ad is commmmicating well. Copy testing
cen be done before or after su ad is printed of brosdosst. Theve mw thuee prin-
cipal methods of pretesting in advestising. The first is through direct rating,
where the advertiser exposes a consumaet panal to slksnative ads and asks them
o rate the ade. Theee direct ratingy indicete how well tw ade gain sttention s
how they affect conswmes. Although this is an impediect messore of an ol
actual impact, & high rating indicates & potentially mors effective ad. In pore/folic
tests, consumers view or Hsten b2 a potiolio of advertisements, taking s mach
time az they need, Thay are then asked to recell all the ads and thair conter,
aided or unaided by the interviewer. Their recall level indicates the abillity of sn
ad to stand out and for it message 1o be xndesstood and remembersd. Labaratory
tosts USe sguipment 1o measure consumery’ phiysiological reections 1o an ad, sach
ag their heartheat, biood pmesare, pupil dilation and perspication. Theee tests
messre an ads attention-getting powes, but reveal vy littie shout the owenal
impact on brand swarsness, sttitudes and brand predarencs of 4 ooeoplsted sdver-
tising campeign.

There sre two populsr methods of pout-testing sdy. Using recell stx, the
sdvertiser asks peopls who have been sxposed to magezioes or television
ogremenes 1o recell everything they cant shout the adwertisers and pwoducts
thay saw. Racall scores indicate the ads power to be noticed snd retsined. In
recognition tests, the mesearcher asks rewdets of & given lssos of, sy, & magazine
to point ot what they recognize az having sean hefors. Recognition scoms oun be
used to sesaes the afx impact in differsnt market segments and 1o compee the
oompany’s ads with competitors’ ads.

To identify the axtent to which the campaeign intzessed brand srwessosss, or
affected brand comprebension, beand beliels and prelessncs or intestions to byy,
the sdvertiser must, in the first instance, measute theee levels bolee & compeigs.
It thew diwers » random sample of conmenus after the compeign to sssess the
communicstion sffects. If « company intended to incresse beand swecenses foom
20 to 50 per cent, but sucoeesded only in incyeasing it to 30 per cwot, then sww-
thing i= wrong: it is not spending snmoagh, its wis e pooe, its weesege is -
targeted, or some other factor is missing.

Figure 192 shows the Jovsls of coovounicstion sfact that advectisws s
likely > meaitor and messure with respect 1o & campRign:

# Thechange in brend awareness is detecmined by the menber of costomens who
were provioosly imawnre of the beand sod the aumber who notice the
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advertisement and are now aware of the brand, ex by the differonce in the
numbes of customers who are aware that the brand exists before and alter the
campaign. If there has been little increase or even a decline in brand awareness,
the advertiser has to determine whether the reagon is the poor impact
achieved by the communications campaign or that customersforget hecause
of poor recall or inadequate advertising investment,

The nature of consumers’ attitudes towards a brand can be ascertained
before and after & campaign. An infiormative ad sllows consumers to Jearn
more about produet/brand benefits. I the message is poorly targeted, or
conveys an undesirable or unbelievable measage, consumerg are
antipathetic towsards the brand. They do not develop any liking for the
product. Advertisers rasy have 10 yedesiom the copy 1o generate greater
interest among customers of improve message content in order to enhance
the level of comprehension of brand benefits smaong target customers,

Consumers who are sympathetic towards sdvertized brand henefits would
manifest their favourable response in the form of stated brand preference,
Similazly, before-and-aftcr (the campeign) studies would enable changes in
consumer brand preference to be determined. Reasons for brand rejection
should be identified so that communication weaknesses can be redrassed.

An sdvertising campsign may be used to tun preference among costomers
into more definite intention to buy. Again, this response can be messured
ardd changes in the level of buying intent may be determined.

It is usually difficult to measure the sales effect of & campsign. Questions
such as "What sales are caused by an ad that incresses brand awsrensss by
20 par cant and brand preference by 10 per cent? sre not easy to answer.
Sales or trial are affected by many factore besides advertising, such as
product features, price and availability. One wey to measure the sales effect
of advertising is to compare past sales with past sdvertising expenditures.
Another way Is through experiments. For exemple, 1o test the slfects of
differant sdvertising levels, Pizza Hut oould vary the smount it spends on
advartising in different market areas and moasurs the differences in
resulting sslex levelz. B could spend the normal amoont i one market area,
half the normal amount in another ares, and twice the normal amount in a
third areg. If the throe market aroas sre similar, and ¥ all other marketing
efforts in the srea gre the same, then the differences in spdes in the three
vities oonkd be related to advertising lovel. More comples experiments coald
be designed 1o include other variables, such ag differences in the ads or
media used.

1f the customer i satisfied with the brand be or she bas bought, this will
lead to repest pochase oo ancther buyiog ooossion. The extent to which
advertizing or 8 speeifie reminder campaign sffects repeat purchase is
difficult (o measure bacanse of the difficulty of separating out the immediste
and long-term affects of advertising. ‘Before-and-after’ type studies and
contraliend experiments can be used, tonetheless, to detect changyes, in
purchese and userw fequency. Again, advertisers should obtain consumer
feadback to increese thelr understanding of the impact of communications
on repeat purchaze. Advertising may not be blsmed for nop-repest sales due
to the pature of product consumption: for exampls, consumers get borsd
with the same product and want variety. In this aass, advertising is not
powerful enough to srrest that desize. Few of us would relish the thought of
surviving on an uninterrupted diet of licinfc besns, Heinz soup and Heinz
gausages all year round!
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Differont organisations handle advertising in different ways. In small end
medium-sized companies, advertising might be handied by scowone in the sales
or marksting department. Large companies might set up adwertising deparntmants
whose job it is 1o set the sdvertising budget, work with the ad ageacy and handls
dosler displays and other advettising not dooe by the agency. Most companies,
small o large, tend o wse ontiide advertising agencies becatss they offer sewecsl
acvaniages;

s Apencies have spocialists who coan petioin specialist fmwctions {e.g.
reseerch, croative work) better than s compaay’s own stalf.

* Agemcies hrixgg an owtside point of view to solving a compery’s peoblcns,
togethwr with years of experiance from working with ditferent cliants snd
il

* Agencies have more buying power in mwoedis than the firm. They ase slie
paid partly from media discount, which would cost the firm lees.

There are dissiventages in relinquishing the sdvertising fonction 1o an
outside agency: loss of total control of the advertising proowss, & redaction in Sexi-
hility, conflicts arizing when the ageocy dictates working pesctices, and client
inability to0 exewise control or co-ordination. Despite the poteotinl problems,
however, most firms find that they bunefit fran exploying the specialined sxpw-
tine of sgencies.

How does an sdvertising agency work? Adwatising sgeocios waes started in
the midio-late 1800s by salespeople mnd brclbers who worked i the medie and
mopived commigseion fx selling sdvetising space 0 cotapuies, As timw passd,
the salespeople began to bhelp customers prepars thelr ads. BEventually they
formed agencies and grew closer to the sdvertisers than 1o the mmdia.

Some ad agencies are Imge - Leo Burmett has snnusi billings {the velue of
advertising placed for chients) of more than $26 billiom. In momt yesrs, Jeery
agencies wnched § series of mewgers and talsoves to bolid globel medesting
companies. The lagest of these ‘sgency mege-groups’, WIP Groop. inciades
soveral kzge sgencies - Ogilvy & Mather, J. Walter Thompeon. Fallon MicERigot
and others - with combined billinge approaching &5 billion.

Most large agencies have staff and rescuoes to handle ol pheses of s ad
cawpuign for their clients, from creating a matketing plam w0 deweloping
campaigns and preparing. placiag and evaluating ads. Agencies usually heve o
depantmenis: creative, which dewelops and prodoces ade media, which misss
media and piaces ady research, which studies sndissce charsctedistics and
wants; and business, wivich handlas this agency's business sctivities. Kach account
§s Supesrvised by an account exscitive ad people in sech departett see ussally
assigned to work on one or more ACCOUNS.

Ad agencies hawve traditionally hess peid throogh ocommbsion snd fes
Higher commissionz are paid to the wellrecognised sgeccies for thedr ability to
place more sdvertiserments in medis. Howewst, hoth avertions and ageevies e
bacoming mose and more unhappy with the consmission systesn. Lagw adver-
timws complain that they have o pay moes Jor the same swvices received by
smaller onex simply because they place rowre advetising. Advectisers also baliees
that the comrnission system drives sguncios away fross oev-coet medis and st
advertising campaigns. Agencies are unhappy becms they pwrkem oin
servicos for an account without getting mote pey. As & result the trend is now
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towards paying a strsight fee or & combination commission and fee. Soms are
tying ageney compensation to the performance of the agency's ad campaigns,

Thers is anothey trend affecting the agency business, Many agencies are
secking growth by diversifying into related marketing services. These diversified
agencies offer & one-stop shop - a complete lst of integrated marketing and
promoticn services under one roof, inchuling sdvertising, sales promotion, direct
marketing and marketing research. Some have added marksting consulting, tele-
vision production and seles training units in an effort to become full 'marketing
partnory’ to their cients. Some ¢ompanies favour buying marketing services from
a consolidated cne-stop-shop. Reckitt & Colman, a British maker of soaps and
household polishes, Burger King, the restaurant chain, S.C. Johnson % Son, which
makes housshold products, and German Pharmaceuticals frm Bayer AG have
relied on & singie agency rather than many, Those companies argus that there am
& number of bensefits to be gained from using one agency: it fncreases their clout
with the agency, it is more officient to deal with one 'contractor’ thap with many;
it greatly simplifies the advertising for their products, including gaining the
convenience of having to negotiate fses once only; it ensures that their marketing
will be consistent worldwide; and a big international broad-line agency can help
carry good ideas into many country markets quickly.

However, many agencies are finding that advertisers do not want moch more
from them than traditional medis advertising services plus direct marketing, sales
promotion and sometimes public relations. Client companies may want 10 keep &
few agencies on call in a state of perpetual competition. Some, like Cova-Cols,
seek croative variety, so they scatter the work to many different small and large
agencies. Others such as Procter & Gamble, Unilever and Nestl6 tended to kesp &
‘chab’ of three 1o six agencies on call & cover ons agency's weak spots by drawing
on the ideas of another with more talent In a particular market or service. Thus,
many agencies have recently dropped unrelated activities in order to fotus more
on traditional services or their core expertise. Same have even started their own
‘creative bouticues' - smaller and more independent agencies that can develop
creative campaigns for clients free of large-agency bunsesicracy.?

International Advertising

We have discussed advertising decisions in general. International sdvertisers
facs many complexities not encountersd by domestic advertisers. We define

aM
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international or workiwide advextising as: advestising that Jwownodes & Couse, O s
organication and tie xaie of its goods or services in mare than o-ne country wod in
diffarmet ports of the i%orid. ™

When doveloping advertising for international markets, a number of basic
iswoss must be considered.

Standardization or Differentiation

The first issus concemns the degree to which advertising should be adapted 1o U
nnique characteristics of various country markets. Some lego advertisers beve
sttempted to support their globsl beands with highly standardised woridwide
asdvertising. The chances of sucoses tor standardized sdvertising depend an bow
culture-bound s product or servios ix, the buying behaviour of coomomes, the
competition, and natigual laws and regulstions. All these factors dictata how well
the advertising concepts croos borders.
. Standardization produces many benefity, such as kv advetising cowts,
: greater co-ordination of global sdvertising offorts and a more consistert world-
wide company or product image. However, standardizstion slso bas deewbecks.
Most importantly, it ignorss the fact that country mariats, not just scroms the
continents, but slso within supposedly heomied trading communitins, such
a8 the Ewopean Union, differ grestly in their cultares, demograpbics and
sconomic conditions. Pan-European adwwtising, for example, is complicated
because of the Elfs ctdtural diversity as reflected in the diffrences in circom-
nations, Bonically, the English have more in common with the Austrslians, who
live on the opposite side of the giobe, than with the Germans or the Feeach, their
clogser peighboums. Cultursl difierences sieo eoxist aceome Asisn countries
{Japanese and indonesian consumers are s aliks as the Germans and Raliany), as
they do among emerging European markets. For syample, the three Baltic states -
Estonia, Latvia and Litlmania - are far from being 2 common market, with sach
Alhough advertising mossages might be standerdized, their ssecutions
cannot be, ax colture inveriably dominates commemications ® indesd, & ecenk
swrvey in Esrope among 210 pen-Ewropean beand manapgers showed thet a
majority (57 per cent) beliows it is difficult to standardizs advertising sxscution. ™
. Moet intermational advertisers must therelors think globally, bt act locally. They
develop giobal sdvertising strategics that bring efficiency and consistency to their ‘
wotldwide advertising efforts. Than they sdapt their advertising” progyanmes to
voake them vorwe responsive to consumer nesds snd expectations within local
markets. In many ceses, even whes a standerd message is used, exscution styles
are sdapted to reflact local moods mnd consnmer sxpectations.
For example, one KoBogg's Frosted Flsbes ad cempeign i almost idesticsd
worldwide, with only minor adjcstmenty S local coltursl dilflecstces™ The
advertising uses & tennis thome that has woridwides sppeel snd festures tesoage
actors with genasic gocd looks - neither too northern Ewmopesn nex oo Latin
American. Of course, Xalloggs transistes the coowosecisls ioto different
languages. In the Boglish wersion, fr example, Tony growls “They'ss Or-rseml®,
wheress in the German warsion its 'Gryossuctigh Othar adaptations are wom
subtle. In the American ad, after winning the match, Yooy leaps over the net in
calebrstion. In other versions, he simply high fives' his young" pentner. The
reason: Europesns do notjump over the net after winning st teauis.
In contsast, Parieswr Fen Company changee its adwertising substantially fom
coumntry o country:
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Print ads in Germany simply show the Parker Pen held in a hand thatis
writing a headline - "This ig how you write with precision.’ In the UK,
where it iz the hrand leader, [sds smphaesize] the axotic processes used to
make pens, such as gently polishing the gold nibs with walnut chips .. In
America, the ad campaign's theme is status and image. The headlines are
.- 'Hore's how you tall who's boss’, and There are timss when it has to be
Parker! The company considers the different themes necessary becauss
o’ different product images and .. customer motives in each market.2?

Sucesssfl standardized advertising is most likely to work for capital goods o
husiness-to-buginesy marketing, where targets are more homogeneous in their
needs and buy the product for the same reasons. For example, whether it be a
Eurcpean, Asian or American constmction company, the purchase of bulldozers
is governed by similar economic rationality {for exemple, productivity, Hfetime
cost of running the eguipment, parts dalivery} Consumergoods advertising is
less amenable to cross-cultural standerdization. However, congidersble simi-
larities are found in segments, such ag the world's rich to whom lfestyle goods
and brands like Cartier, Montblanc, Mercedes and Huge Boss appeal. Similarly,
youth culture acvoss the globe may be {argeted with a common message. Brands
such as Nike, Pepsi and Jeep are advertised in much the same way glohally; Jeep
hay created a worldwide brand image of ruggedness and reliability: Nike urges
Americans, Africans, Asisns and Buropeans alike to Uuset do i) Pepsi uses & stan-
dard appeal to target the wod's youth.

Several basic conditions favour a standardized approach:

*  Product or brand vaiues offered to consumars and as conveyad by the
advertisement are similay in every targst country.

*  Target customers in each country have similar expectations regarding the
product and they do not differ in the way they evaluate the product, For
axample, business airline passengers' axpectations of airline services are
virtually the same in all countries.

t  The tawget groape in each country ere homogenaecus, so that similer media
can be used to reach. them.

t The advertised product is in the same stage of its life cycle in every country
market. Differemt messages and executions are needed for the product that
is newly launched into one market and one that is already in its growth
#tage in ancther.

f The brand is a ttus ‘megabrand’ with a strong position in each market ag
wall ag the advertiszing budget necessary o support it in each market,

»  The advertiging ides must be transportable {universal, functional appeals,
fantasies and symbols, fashions, moviss/television, international celebrities
and currsnt events travel better than culturel values such as idicsyncratic
lifestyles, habits and sports and Isisure activities, local accents and
language, and endorsements by local celebrities).

t The different countries can support the same adventising style of execution,
ar the company's preferred style can be sccommodsated in each country.
Many European countries find the display of emotions in American ads
Indicrous, and whereas lifestyle and glamour work well in the United States,
innovative, modern and attention-getting styles are hetter received in
France. Humour, subtlety, understastement and irony ams favoured in the
United Kingdom; while in Germany, rational, descriptive and informative
executions will not go wrong.
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+ M countries oun be clustored o the hasls of showing similar sconomic,
cultureal, logal and moedia charactaristics, standsrdized advertiving becomes
more fouxihle 2

Theze iz no simple anawer for companies a8 t0 whether a standardized or
differentiated approsch wouki work best for their brand. They must thecsiors
identify hoth the diffarences and similaritios smong taget sodisnces in differsnt
netional or regionsl markets, and dstermine opportunities for steadmdization o
6 tati

CentralizationorDecentralization

Glohal advertisers ate concerned with the dagres to which advestiving decision
making sod implementation should be centralizad or decentzalived. This decision
is directly linked to the decision about whethsr to follow & standardized ov dithes-
entiated advertising approach. Five key factoes Influence the choice hetwesn
centralization sid decentralization of the resposwibiity for international adver-

1. Coponds snd merksting oljectives. A company whoes gicbel msriketing
objectives dominate over domeatic sbiectives is Hily 1o centralize
advertizing snd commmunications dacisions. Where & enphasties shon-term
profit and Jocsl objectives, decentralized decision making ix favoured.

2  Product unifwmity. The more similar the product or service meristed
across different countries, the geeater the feasibility of & unifonn spprosch,
which sllows for centralizsd management of advectising.

3. Product appeal Underpinning the product’s appeal are dis resscos why
customers vee the product. The reasons for consumption may differ among
MMWWWQW
sharscteristics of conyumers. French women drink mdoarsl watsr to sty
slim; Goroan women driok it t0 keep bealthy. Golf club membership i =
status purchase in Siogapoce; in the United Kingdom & I a smoderste leisoms
activity, without the smne label of exclusivity sttached. Whers undeclying
appenis vary siguificantly, decentralized dacizion making makes better
ssnse.

4. Cultursl sensitivities. Whare » product’s nsage sod sppesl e culbaee-
bound in terms of the kesl attitudes towsrds consumption, hebits
peierences, ns in the case of drinks and fod products, moce
dacentralization is necesswry.

5. Lagal constraints. mmwwmmm
mﬁmdmhﬂMMMhmmm
country regulations spply. In the Europeen Union, until real ‘Marmunisation’
exigts, cross-border advmtissrs must remain alect to subtie differences in
nations' rides and codes of practice in ordar to avoid costly mistalme.

MMM&W&WMM&

Buropean multinstionals have adoptad single-sgency setworks acsom Euops.
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less positive about centralizetion ax they have to respond to cultural differences
andlagisiation ®

The mades used by firms vary. Soms organieations exert tight control from the
centre and exesutionsry changes for local culture and conditions are clogely
monitored, a8 in the case of Unilever's Lover Europe. Some cameraﬁonsi lika
ment some degres of Keedom to dovelyp s
mzhm brond strategic guidelines, but with central directives on age
media buying groups. Yet others, such as Heinz, have tended to give local manage-
ment total sutonomy in both strategy determination and local implementation of
product and advertising strategiss.

Worldwide Advertising Media
The international media comprise an extensive mix:

Newspapers. Fastéx and more efficient circulation is peasible with new
tachnologies, such es satsllits printing, which allows advertizing copy to be
sent by satellite to the printoers. Many international newspapere (0.4,
International Herald Trbune, Financial Tirnes Asald Shimbun, Wall
Street/Asian Wall Street Journal) are printed sinndtansously in more than ong
country. In ganeral thars have bean snomous developments in Jocal and global
press, and move newspepers have gone global to reach epecific audiences.

* Magazines There are somse pational and international journels which cenry
ads that target regional, international or giobal customers {eg. Fortune,
Nowsjweok, Time, The Economist). Women's magarines, such as
Cosmopalditan, Elle, Vogue and Harper's Bagssr, are printed in different
editions for readers in different target countries/regions. And there sre cther
interpational magazines such as Reader's Digest and men's magazines like
Playboy and Penthouse.

*  Professional and technical magazines. In Europa alone, there are more

than 15,000 titles, and the number is riging yestly.

Cinema. This is a relatively popular medium for resching younger viewers,

such a% teenagery. In developing and jess developed nations, cinems

emaing important.

*  Television. There ars fow country markets whare televigion iy not avelleble
% or where advertising is not carried via that madium. Satellite and cable

opportunities have expanded enormousiy and accelerated the use of TV for
international advertising. A few stations - notably, CNN, NBC Super Channel
and Eurosport - are well-recognized international media channels. Other
internationsl TV channels include Uow Joneg's European Business News, BBC
Workdwide, Bloomberg information's TV Earope and NBCs CNEC.

+  Qutdoor advertising and trensport advertising. 'This mediom is used
throughout the world. In the westem developed markets, advertisers are
expanding their repertoire of cutzide medis (eg park banches, trucks, taxis,
bus stop shelvers). This medium is used as en alternative in cases where the
product category cannot be advertised on TV, as in the case of tobacco and
alcobolic products. In some countries, such as India and the People’s Republic
of China, outdoor advertising has hecome more inportant.

¢ Intersctive communication media. Interactive gystems, such as videotex!
and pay-TV, ae geining importance as cable TV continues to develop.
Fiance's Minitel, for example, offers over 3,000 different services to
suhecrbars.

(ol
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*  Radio. As a medium for internationsal advertising, radio is constraiosd by
availability in the senss that most commercial radio is regional. Radio
Lasamboury, the internetional Boropean station, tranwnits ads in seversl
Isnguages and resches the whols of Europe.

*  Place-based media. This is s worldwids development snd advartisers
increasingly deploying the medium to reach sudiences wherever they
happen to ba - at work, the fitnese centre, the supermarket, airports and in

*  Tradefsire and exhibitions. Thege can be costly, but are useénl wedia for
intemnationsl communications.

s Sponsorship. Sponsorship of sports or mt events, Jike the Olympic (lames
and the socoer World Cup, offers vast andience mach. However, sosh globsl
sudiences sre rare and the effectivenees of the initistives is aot easy to
TReRSS,

*  Other madis. Point-of sale materisls are not sasy to mproduce
intemastionslly. Invarishly, they heve to bo adapted to Incal conditions,
specifically the language, regulations snd distribution outiets. Direct madl ix
usad in many countries, bart it is primarily a Jocsl technique. As postal
services van' froon country to country, including within the BU, the mediom
has yet to be applied intemationally, Nonstheloss, coadit card comparnien
that have an intermnational customer database con axploit this mediam for
veorldwide commmunications. Online media sach as the Internet sre gaining
recognition and organizations are increasingly investing in thiy channal
given its potential 1o reach a global sndience {Chapter 22 discusses online
marksting in grester detail).

There have bean important tronds in medis development worldwide. Most
notabls arc developments in TV and teleconumumications. A second kxcw is
dereguiation, which results in the proliferstion of cooxnercisl TV and satellite
broadcasting. In dereguistad central Europe and in Asis, as state comtxol over
media relaxes, opportunities open up K advertising. Another developawat I the
19908 & the emergence of megabramds as a result of merger activities. Soch
megabyands can concentTate modia buying, which in tn infloences medis devel-
opment. Furthermeore, a3 more compenies seek & peo-Bwmopean o globel
approach to media buying, only larpe media groups with a bromt Eoropess: or
intermnational base, owning s network of media companios warkdwide - such as
Berlusconi, Bartelsmann, Time-Wainor and Murdoch - s in & position 0 nage-
tiste ot this level and have their own grip on media developmenis ®

Media Planning, Buying and Costs

Internstionsl media planning is mors complicated than Jocal media planniag s
the media situation differs from country to country. To plan effectively, nter-
netionsl advetisors require high-gquality, reliable cross-country medis and sudi-

reliable inter conn try coenparisons can be mads, intemational advertioers will fisdd
it difficalt to evaluate and quantify international medis sffectiveness. In the EO,
the Eumopean Association of Advertising Agencios is working on the harmonizs-
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tion of date to help pan-Buropsen media researchers. More recently, pan-
Euwropean research projects such ss the Yanklelovieh Young Adult Burope study,
the Pan-European Television Resesrch Group {(PETAR) and the European Media
and Marketing Survey (EMS), a syndicated research project funded jointly by
advertivers, agencies and print and TV media, sre generating a range of data that
will help media planners go some way towards building more effactive campaigns
acrosg Burope as well ag in individual territories

availability differs considerably from country to country. Some countries have too
few media to handle all of the advertising offered to them. Gther countries are
peppered with so many media that an advertiser canuot gein national coverage st
a ressonable cost. Moreovsr, media quality alse differs agyoss netions. For
example, in most advanced sconomies, the axistence of high-quality print medis,
a well-developed outdoor billboard market and professional radio and TV stations
offer high-cuality ‘environments’ for advertisers. By contrast, in many developing
and emerging markets, such as Russia, medis guality has been one of the barriery
to rapid development of the region’s advertising industry,

International media buying is chenging rapidly. On the one hand, global
advertisers have concentrated advartising budgets. They have the power of scale
hecause of the revenues they generate for thy media. They sre in a position to
require their agencies to negotiate the best prices for them. On the other hand,
there are just the few - large and powerful - internstional media corporations,
which, given their crosg-ownership across different media and countries, are in a
stroryy position to influence prices and the outcome of negotiations. These media
empires can offer multimedia advertising, one-stop media shopping and even
multimedia discount opportunities. So, for international advertising, prices must
be pegotisted, Prices may vary greaily per countiy. For exampls, one souroe
shows that, for television, the cost per thousend to reach housewives in 16
Buropean countres rangsd from scu837 in Ireland to ecul3SS ip Sweden
Another survey suggests that, in the Scandinsvian countries, print medis domi-
nate ag an advertising mediurm, with two in thyes consmmers polled voicing pos-
ftive attitudes towards print advertising; w}ymmﬁ%}x&ié&s same opinion of

TV advertising. The preference for the printed word has imporiant implications
for sdvertising medie choice®

Thiss, firms thet advertise their products in different country markets must
dacide on what media to use based on a consideration of their target groups, the
et availahile and an anderstangding of the media scene and relative media cost
efficiencies in these countries. The media platner must research the market
adequately. Although this could be a difficult task in some countries, such as the
anerging eastern European, Russian and Baltic markets, where them ave few
research services, investment in gaining as much local insight and basic knowl-
edge about the media helps firms to avoid disasters. For example, one agency in
Finland produced a print campaign for the Baltic states whose effect was based on
colour contrasts. Unfortunately, Latvian and Lithuanian newspapers do not print
in colour and the egency had. to eome up with an entirely new campaign.®

Intemational Advertising Regulations

Countries alesc differ in the axtent 1o which they regulate advertising prectives,
Many countries have extensive systems of lews restricting bow much & company
can spend on advertizing, the media uged, the nature of advertising cleims and
othes aspects of the advertising programme. For example, toys cannot be adver-
tised on TV in Greers, France bans aloohol advertising on television and at sports

817
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»

grounuis and, in Germany, suy sdvertisemant thouglt to be in bed taste is banned.
Diffuraret netional logal megimes across countries often gdve that scvertiosss
adapt their cempaigns from country to country, which cen add to the cosls of
shooting commercials. Consider the following eoamples:

When G1 Joo' war toys and soldiers wers launcived in Eorope, two
televizion commerciais were developad - 2 general wersion for o
Ewropsan countries and ancther for countriss that ber advertisements fx
producta with military ox viclent themes. As a result, in the version
running in Gaemany. Holland and Belgiam, jeeps replsced the toy twnke
and gvmns were removed from the hands of toy soldiaen»

Pixzn Hut ran one of its higgest commaercials scross . X) ecuntries sround
the wordd, including 16 in Evrope, staring Cindy Crawiord aud Linda
Evangelista. From a regulatory standpoint in the United Xingdom, there
has to be an exnct repressatation of the product: H the sise or look in
what yoi would get in another country, hut not in the UK, that
commarcial could not be screanad in the UK Portunstely ke Phees Bot,
the British version can be shown everywhoom oles 23 00 other country has
that nide, Subsequantiy, how the pixea Jooked in the comnercial was
dictated by the advertising rules of the United Kingdom.

Heineken decided to use s highly successid Dutch TV commercial for the
non-alcoholic boer Buckier, made by Lintas Amsterdam, scoss Eavops.
In the advertisement, a woman erawls along & har of & croveded saloos to
reach her boyfriend. In some countries it had to be reshot for being

sexually overth

In the Buropesn Union, the EU Internal Market Commission i» hesn to
regolve the patchwoek of national advertising reguistions and to bring soue order
into the Elfs scu”6 billion sdvertiging sgency. The sdvert of online intenactive
media and electronic commaence means that cross-barder advartising will develop
further, but uctil the problam of different rules is ironed out, adwetising
campaigns can never be truly pan-European or global. Thus although sdvectisers
may devalop global strategies to guide their overa)l advertising effets, specific
acvertiving programmes and executions must usoally b adapted to mwet local
cultures sod customs, media charaeteristics and advertising regulations.

Having discussed advertizing in the previous sections, st us now snmine
sales promotion.

An incressingly important communicetion tool is ssles promotion. This pw-
maotional vehicle has traditionally been labalisd the 'poor reistion’ of sdvertising.
Advertizsing assumed significance because thers way grester scope fox advertising
sgencies 1o differentiste brands throngh creative campaigns, which aleo helped to
exhance their organisation's profile. However, a naomber of pressures have foslled
the wose growth in exophasis on sales promotions. Ssles pramotion coosiets of
shoat-terrm incentives, in addition te the basic benafits offered by the peoduct or
sorvice, to sacoursge parchase or sslee of that product or sevice. Whiscees adver-
tiging offers reasons to buy a product or sexvice, sales promotion ofisrs ressans
that would schieve inznadisto saies. It seeks to motivete the costormes to Ixrvnoto.

1o¥
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Sales promotion (ools

TARGETS VEHICLES

Safes Promotion 819

Sales force Coupons Compatitions * Peints system with
Vouchers Free samples/gifts gift catalogue
Commissions Bonus scheme Club for high achievers
Consumer Demonstrations Events Reduced-price pack
Competitions Club for repeat buyers Extra-value pack
Sweepstake Money-back guarantees Coupon
Premiums: Joint promotion: Voucher with cash
Free with pack Complimentary product value
Free on-pack with charity Banded pack
Free mail-in s Samples Collector series
Trade or Credit/extended credit * Competitions Self-liquidating
retailer Free services * Free samples Trade-in offers
Training * Discount on bulk Sale or return
Club for special purchases Loyalty bonuses
customers * Discount for early payment Range bonuses
Reciprocal buying

Sales promotion includes a wide variety of promotion tools designed to stimulate
earlier or stronger market response. K can be targeted at three levels within the distri-
bution chain - the consumer, the trade or retailer and the company's sales force.
Consumer promotions include money-off, coupons, premiums, contests and

. others. Trade promotions range from special discounts, 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 vehicles that
apply to each type cf 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
salas tool. More product managers are using sales promotion tools to support
their hrands, in the face of mounting pressures to increase current sales. 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 incentives for the consumer.

* The company faces more competition, and competing brands are less
differentiated. Competitors are using more and more promotions, and
consumers have become more deal-prone.

= Advertising efficiency has declined because of rising costs, media clutter and
legal restraints. Sales promotion used in conjunction with other
communications, such as direct mail, can offer a more cost-effective route
to reach target consumers.

Salos promotion
designedtostimulate
consumer purchasing.
including sampies,
coupans, rebates, prices-
o/f, premiums, patronage
rewards, displays, and
contests and sweepstakes.

trads (or retailer)

promdticn

Sales pramotion designed
togainreseller support
and toimprovereseller

discounts, allowances,
freegoods, co-operative
and conventions and
trade shows.

dﬂmﬂmmﬁmtﬂa
salegforce and make
salesforce selling effarts
moresfective, including
bonuses, contestsand
sales rallies.
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¢  Retailers are demanding mome deals from manufecturers.

become involved in this fast-growing sector because ssiss promotion is an
s offering opportunities tor creativity sud Tevenue.

*  Dovoiopments in dormetion teclncingy, the seduction in deta stoogs snd
metrieval costs, and the incTessed sophistication of targeting technigues bews
facilitated mmplamentation and snabied mare alfective messcrenest snct
control of sales promotion efiorts.

The growing use of sales promotion bas meuked in promotion clatter, similer
10 adwertising clatter. Comsumers who are continnslly bombarded with - pxo-
motions are increasingly tuning out' promotions, weshening thwir ability to
trigger immediste purchass. Many sales promotions fadl to creste sxcitement
Among promotion-prone consumery. To capture the sttantion and iterwst of
customers, manufacturers are now searching for ways t© rise above the cluttar,
soch sx offaring larger coopon valoes, creating more dramatic point-of purehase
displuyas or developing more creative campeigs that stand out fross the cxowd.

Purpose of Sales Promotion

Selos promotion tools vary in their specific objectives. For exasmpile, s e sumple
stimuletes consumer twial, a free management advisory swvics commts 8 ong-
torm relgtionshdp with & roteilor. Sellers uese sales promotions o stiract Jewo
triars, to reward loyal customers and to increass the repxarchiaes rates of ocoe-
sional users.

Thete are thiee types of new trier: consumers of the prodact category, loyal
users of another hrand, and usecs who frequently switch brands. Sales prometions
oftem attract the Iast gronp - hrand switchers - becaes non-osers and oees of
other brands do not always notice or st o & promotion. Brand switchers s
looking mostly for low price or good value, Ssles promotions se snlikely to ten
them into loyal brand nsers. Thus sales promotions used in markets whees brands
are very similar usually produce a Nigh short-run seles tespones, bot Hethe peeoom-
pent market-shers gain. In markets whers brands difier greatly, however, solex
promotions cen alter market shares on & long-term besis,

Many ssilers think of sales promotion ax a tool for bresking down brwed
loyalty and sdvertising as » tool for buflding up brand loyalty. Thus en important
fssue for marketing muoagers is how to divide the budget betwean mies o~
motion g advetiving Ten years ago. meristing menagees wooik! typically first
dacide how mach they nesded 1o spend on advertising sl then put the yest into
sales peomotion. Todey, more and mome marketing managers first decide how
much they need to spendd on trade promotion, then decide what they will speod
on convamer promotion, s then budget whastsver is Jefk over kv adwertising.

There iz a danger in letting advertising taks a beck sest to selss promotion,
however. Raduced spending on advertising can mwenlt in lost consumer brand
joyaity. And thers st other dangers. For instancs, when & COMpatry o prics
promotion for » hrand too moch of the time, conemmes begin to think of it as e
choap brand. Or many consumers will buy the brand only when there iz & special
offer. Marketezs themefore mrely use sules promotion for dossinsst hrands
becauss it would do litthe more than subsidize corrent tees,

Most soalysts believe that seles promotion activities do not bulkd long-teem
consuresy prederence and loysity, as does sdvertising. Instead, they only boost
shogt-tarm sales that cannot be maintained. Small-share competitors find it



advantageous 10 use sales promotion because they cannot afford to match the
large advertising budgets of the market leaders. Nor can they obtain shelf space
without offering trade allowances or stimulate consumer trial without offering
consumer incentives.®

Despite the dangers, many consumer packaged-goods 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 'pull' 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 of brand-quaiity image.

Some marketers dispute this criticism, arguing that the heavy use of sales
promotion is a symptom of these problems, not a cause. They point to more basic
causes, such as slower population growth, more educated consumers, industry
overcapacity, the decreasing effectiveness of advertising, the growth of reseller
power and business's emphasis on sbort-run profits. These marketers assert that
sales promotions benefit manufacturers by letting them adjust to short-term
changes in supply and demand and to differences in customer segments. Sales
promotions encourage consumers to try new products 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 lead 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 personal
salling. Consumer promotions are normally advertised and can add excitement
and pulling power to ads. Trade and sales force promotions support the firm's
personal 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 of these issues in
tum.

Setting Sales Promotion Objectives

Sales promotion objectives vary widely. Let us take consumer promotions first.
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 competitors' products; (5) encourage consumers to loed
up' on a mature product; or {6) hold and rew.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) persuading them to buy ahead.

For the saiesforce, objectives may be to; (1) prompt more salas force support
for current or new products; or (2) stimulate salespeople 0 sign up new accounts.

Objectives should be measurable. Rather than stating that the promotion
aimg to increase sales, the objective should be specific about the level of increase,
who the main targets are and whether increased sales are expected to come from
new trialists or from current consumers who are loading up or bringing forward
their purchase.

In general, sales promotions should be consumer relationship building.
Rather than creating only short-term sales volumne ot temporary brand switching,
they should help to reinforce the product's position and build long-term relation-
ships with customers. Increasingly, marketers are avoiding the ‘quick fix', price-

Sales Promotion
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led promotions in favour of promotions designed to build brand equity. Por

- exsmple, in France, Nostle sot up roadside Relsis Bebe centres, where travellers

can stop to feed and change their babiss. At sach centre, Nestls hostesses provide
free disposable nappies, changing tables, high chairs and free samples of Nestls
baby food. Each summer, 64 hostesses welcome 120.000 baby visits and dispesase
6,000,000 samples of beby food. This ongoing promotion provides real valoe to
parents and an ideal opportunity to build relationships with customers. Nestle
also provides a freephone number for free baby nutrition counselling -*

Even price promotions can be designed to build customer relationships.
Examples include all the 'fraquency marketing programmes’ and ‘dube’ that have
mushroomed in recent years. If properiy designad, svery salss promotion tool has

Selecting Sales Promotion Tools
Many tools ean he used to accomplish sales promotion objectives. The promotion

¢ Consumer Promotion Toaols

price packs, premiums, advertising specialitiss, patronage rewards, point-of-
purchase displays and demonstrations, and contests, sweepstakes and gunws.

Samples are offers of a trial amount of a product. Some samples are fres; for
others, the company charges a small amount to offset its cost. The sample might
be deliverad door to dooz, sent by mail, handed out in a stors, sttached to another
product or featured in an ad. Sampling is the most effactive, but most expensive,
way to imroduce a new product.

Coupons are certificates that give buyers a saving when they purchase spesi-
Tied products. Coupons can be mailad, included with other products or placed in
ads in newspapers and magazines. They can stinvalate sales of a mature brand or
promote early trial of a new brand. Today, marketers are incressingly distributing
coupons through shelf dispensers at the point of sale, by electronic point-of-sale
printers or through 'paperiess coupon systems' that dispense personmlized
discounts to targeted buyers at the checkout counter in stores. Some compenies
are now offering coupons on their Web sites or through online coupon services.

Cash refund offers {or rebates) are like coupons sxcept that the price meduc-
tion ocours after the purchase rather than at the retail cutist. The conmmmer
sends a ‘proof of purchase' to the manufacturer, which then miunds part of the
purchase price by mail.

Price packs of reduced prices offer consumers savings off the reguler price of
a product. The reduced prices sre marked by the producer directly on the label or
package. Price packs can be single packages sold st & reduced price (soch as two
for the price of one) or two related products banded together (such as a tooth-
brush sand toothpaste). Price packs are very clisctivieven more so than coupons, in
stimulating shost-tem salies.

Premiums are goods offered either fres or st low cost a8 an incentive tobuya
product. A premium may come inside the pachage (in-pack) or cutside the
package {on-pack) or through the mail. i reusabls, the package itself may serve as
a premium, such as a decorstive biscuit contsiner. Premiums are sometimes
mailed to consumars who have sent in 2 proof of purchass, such a8 a hox top. A
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Sales pramotions in European countries: what is permitted and
what is not
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Multbbuyoffers Y Y Y ? Y ¥ * Y ¥ Y ¥ N ¥ 3% ¥ ? N F Y Y
Extrs produet ¥ Y Y ®* Y Y ¥ v ¥ Y Y ¥ ® Y ¥ ? ¥ Y Y Y
Free prodecs Y ¥ Y Y Y ¥ * ¥ ¥ ¥ Y v Y ¥y vy vy ¥ «¥x
" Re-use pack Y Y Y Y Y Y Y Y Y ¥ Y Y ® Y Y Y Y Y ¥ XN
Froe maflims Y ¥ Y B Y 7 ¥ Y ¥ Y Y ¢ ® ¥ ¥ K N Y Y ¥
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Norties: Y permitted, N oot permiteed, 7 susvhe permitod with certain conditlons,
Source: IMP
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sonsamers who reguest it.

Advertising specislities are useful srticles imprinted with an advertiser's advestising specialitios
name and given as gifts to consumers. Typical tems include pens, calendars, key EReful articles imprinted
rings, matches, shopping bags, T-shirts, caps and ootfes mugs. Such items can be  vaithan advertiser's
very offoctive. In a recent study, 63 per cent of all consumers surveyed were  Dane, given at gifts to
either carrying or wearing en sd specislity ftem. More than three-quarters of COnBUInATS.
those who had an item could recsll the advertiser's name or message before
showing the item to the interviewsr. ™~ p ;

Patronage rewards are cash or other awards offered for the regular use of & for the regfidsrune of s
coriain company's products or services. For exsmple, airlines offer ‘fraquent flyer certain company's
plans’, awarding points for miles travelled that cen be tumed in for free aiflise pradurts or soroives,
trips, Soeme international hotels like Holiday inn and Marriott Hotels bave an
‘nonosred guest’ plan that awards points 1o users of their hotels. it off prsralie

Point-of-purchase {POP} promotions include displays and demonstrations  promotions
that take place at the point of purchase or sale. Unfortunately, many retailers do not Digplays and
like to handle the hundreds of displays, signs and posters they reeeive from manu-  demonstrations that take
fachwrers each year-Manufacturers have meponded by offering better POP mat-  Piace at the point of
erials, tying thein in with television or print messages, and offering to set them up. -

Competitiony, sweepstakes, lotteries and games give consumers the chance
to win something, such as vash, trips or goods, by luck or through extra effort, A
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mﬂmuWMwmwmt
the most powerful word which is understood
stxoes cuitures ia ‘free’. Giving away iturns froe
writh a purchaie tends to work well in mosat coun-
tries. Samgples, whess parmitted, alen wok well,
sspocially if thoy are attached to somsthing
bought or given sway, FPao-Bwopsen

campaigns wete run for Procter & Gamble's new
Wash & Go and Johnson & Johnson's pH 55
shampoo: the cologs, on-cand samples and
branding wee conxistent in each markst. Only
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shirty are mass popular in Spem &1 Portugal,
while in Frazice, it is pens, lightars and 'watches.
In ftaly, hmmiassmmmxmpanmt if the
merchandise features a designer nams, & 1800g-
nized brand name or a foothall club; thé ehances
are that it will be well received.

Modia costs wary sigmificaptly. Marketers
must take eare aot to put mortey-off vouekers in
publications that are worth less than the voucher,

since dishonest shopkeepers will simply keep the

nowspaper or ot the coupons out. Freud iz a
problem too. In poorer countyies, if an ingentive
in worth chasting for, people will cheat.

To achieve successi! Eurepean promotionsl
campaigns, managers have to cany out accurate
resparch. Achieving economies of scals with
global brands and consistent campaigns may be
atractive, but insufficient. Successful Europe-
wide promotions are invariably built arcund Jocal
and national criteria s opposed to being pan.
Buropean or global. Other experts, however,
argue that firms san mix the two in the face of
mass gustomization in many markets, where the
mass is tha core idea or sirategy, which is cus-
tomized to suit different markets. For exmmple,
Sobweppes topic devised » core theme based on
the game Trivia] Pursuit, which they called
Schqu¥, In France, tonie is & soft drink, while in
the United Kingdom it iz & mixer, in Spain a
refreshment and in Germany a 'sophisticated'

Sales Promotion *

objectives on &
also advisahie
sxperts, who
husinaegs sxzd :
avoid costly o
Gambie distﬁhat i

competition calls for consumers to submit an entry - a jingle, guess, suggestion -
to be judged by & pane! that will select the best entriss. A sweepstake calls for
consumers to submit their names for a drew. For a Jottery, consamers buy tickets
which enter their names into a draw, A game presents conswners with some-
thing, such as bingo numbers or missing lettars, every time they buy, which may
or may not help them win a prize.
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A sruight vodoction in
wion on: prerchwees
during a stated paviod of
time.

reailary in return for un

¢ Sales Promotions in Europe
The gsales promotion industry ix significantly more developed in the United States
than in Europe, where the United Kingdom lsads other EUJ member states. In the
UX, sales promotion activities e relatively froe from lagal constusints, with sell-
polieing, in alignment with the industry's coxde of practice, being the norm
Supermarkst retailing in the United Kingdom is dominated by a few key players
and decigions regurding acceptance of mannfacturery’ sales promotion sclivities
are ceatratized. Cost-efioctivences i incrossed as the ssle promotion hendiing
house is able to uss the retailing groups’ own administrative processes. Crltural
difimences also affect consorpers’ acosptance of differant zales promotion tech.-
niques. Frrthenmors, the legal position of ssiss promotion techinigoas in diflerart
BU countries veriee {(see Table 19.6). In geoeral, grester frsadiom is found in the Usited
Kingdom, freland and Spain. Legsl controls are stricter in the Bensicx countries,
Germany and, notebly 30, in Norway, Owmtside the EU, countries like Polend
Hungary, Rossia and the Cxech Republic bave mlatively liberal policies on peo-
motions and incentives, whereas Switreriand appears 10 be the most restrictive.
The Emopean market fn ssles promotion remasins fragmented for the thae
being and, until trus harmonization is achioved, markstars Tt retain & senwi-
tivity to national constraints and adapt stetegies 1o fit individos] comtry
markets (960 Marketing Highiight 19.2).

= Trade Promotion Tools

Trade promotion can persusde mtaflers or whnlesslors to canry & beand, give & shall
space, promsate it in advertigsing and push & to consmmers. Shelf spece is 30 scuow
these days that maniacturers often heve to ofier peice discomnts, aiowenoes, bay-
haek gusrantees or free goods to retadiers snd wholsealer 1o get on the shelf e, ooce
thare, to sty onit.

Manofacturers vee several tade promotion tools. My of the tools veed
consumer promotions - contests, pramarma, displeys - cen sleo he ceed a8 teade
promotions. Alternatively, the marafscturer may offer a straight discount off the
list price ou each case purchased during s stated petiod of time {sleo celled a
prrice-off, off-invoice or off-list). The offer encoursges deslers to buy in quantity or
to cairy & pew item. Deslers can use the discount for irmediste peolit, for adves-
tiging ox fx price reductions to their customers.

Marufsctorers may aloo offer an allowance {oruslly so mach off par e} in
retum for the retailer’s agresment to featurs the manciacturer's prodacts in some
way. An advertiving alowsnce compensates retailers for advertisiog the pwmduct.
A dispiay allowsnos coupensates thes for usingspecisl displeys.

Mazsofacturers mey offer /e goods, which s wxtte comas of mewchwndies, o
tmmmediaries that buy & osrtain quantity or that festvos & csctain Sevour or sise.
They may offer push incwntives - cash or gifts 10 dealics or their sales foroe %0
‘push’ the meiachora’s goods. Manufecturets may give retuilers foes spacielcy
advertising items thet carry the compeny’s names, seh ax pens, pmcile, calen-
dars, paperweights, matehbooks, memo pads and ashtrsys.

* Business Promotion Tools

Copanios sieo promats to indusirial costomers. ‘ThHess hosinems promctions see
used to geoerste business Josds, stimalate parchases, reward customers sod motiv-
ste salogpeople. Business promotion inclndes many of the same tools used kx
consumer of trade promotions. Here, wes focus on two of the main bosiees
promotion tools - cobventions and trade shows, and sales contasts,

(1%



CONVENTIONS AND TRADE SHOWS. Many companies end tade associ-
ations organize conventions and trade shows to promote their products. Firms
selling to the industry show their products at the trade show. Vendors receive
many benefits, such as opportunities to find new salee lsads, contact customers,
introduce new products, meet new customers, seli more to present customers and
educate customers with publications and sudiovisual materials.

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

effoctively ¥

SALES CONTESTS. A Kales contest is a contest for salespeople or dealurs to
urge their sales force to increase their efforts over s given period. Galled ‘incen-
tive programmes, these contests motivate and recognize good company
performers, who may receive trips, cash prizes or other gifts. Sales contests work
best when they are tied to measurable and achievable ssles ohiectives (such as
finding new accounts, yeviving old accounts or increasing account profitability}
and when employees believe they heve an equal chance of winning. Otherwise,
employees who do not think the contest's goals are reasonable or equitable will
not teke up the challenge.

Developing the Sales Promotion Programme

The marketer must decide on the crestive idea and the mechanics of the pro-
motion. The creative idea concerny adding some kind of valus to the product. It is
often difficult to generate an innovative ides which sets a ssles promotion apart,
gince it is easy for comnpetitors to copy price reductions, free products or gifts, and
in-store demonstrations. The marketer must ensure the promotion genuinely
offers extra value and incentives to targets, that it is not misleading, and that the
firm has the ability to honowr redemptions. If not, the campeign could backfirs,
exposing the firm to bad 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
manager who studies past promotions and uses past expsrence to decide on
incentive levels to adopt. Many finms also use marketing companies and sgencies
toassist them in designing and implementing the sales promotion campaign.

The marketsr must also sel conditionsfor participetion. Incentives might be
offered to everyone or only to selest groups. For example, competitions may oot
be offered to families of company personnel of to people under a certain age.
Conditions, such as the proof of purchase or dosing date of die offer, must be
clearly stated. ’

The marketer mmust then decide how to promotie and distribute the pro-
motion programme itself. A money-off coupon could be given out in & package, at
the store, by mail or in an advertisermnent. Each distribution method involves a
different lewel of reach and cost. Incroasingly, marketers are blending several
media into 2 total campaign concept. They must also decide on the choice of
media used to announce the sales promotion programme:

Consider a food company which plens to launch a cempaign to promote e
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 TV and magszine advertising to coincide

Saies Promotion — 827
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motion was & ploy dreamed up 10 tempt people to
buy a oew appliance. It sewnsd to heve the
advantage of raising cash on extra salee, af & time
when the UX market dor bousebold appliances
was depressed, with coats thet did not have to be
incurred until later, in the fxm of heavily dis-
counted air tickets, when the sppliance market
would have improved. Hoover's mistake wes to
exXpect many consumess to be attracted by the
promise of free fights, but to be deterred from
rodeoming their air tickets by the ofir’s smal
print, which lays dowmn conditions sbout aveilalie
detes for flights and choice of hotel accommo-
dation, including one-applicetion-per-bousshwid
restrictions. Unfatunstely, the compeny had
miscaloaiated, aithough, according to & company
lswyer for Hoover Buropean Appiiance Group, no
fowex than three stles proxmotions agencies were
bvolved in originating end costing the pmo-
. motion. Each of them was sufficiently confident

te accept the risk on tske-up rates. As it hap-
panad, most congumers bought cheep vacimm
cleaners that cont as little as $120. The cheapest
pair of retarn alr tickets 1o New York cost about
mmmwwmsmu
mmm&mmmm
had only issuedt about 6000 tickets within that
same poriod. The trivel agents hired by Hoover
were alsc alleged to be unizirly dissuading con-
ware, nonetheleas, adamant and many were sl
waiting for their tickets. Aithough Hoover bad put
aside some money to cover the air fares, it was
nothing ke enough When the three agencies

oy
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difficulties, it dtﬂ npt act until the promotion got
sevious media ajtention. Subsequently, redemp-

Sales Promotion 824

with this period. Some of the magazine advertising is used to announce a
competition and free health booklst. It also plans a trade promotion to
sustain retailer awarensss and (o ensure they stock up for demand. Sales
force incentives arc also planned to bolster the effects of the trade

promotion.

The duraticn of the promotion i3 also important. ¥ the sales promotion
period is too short, many prespects {(who may not be buying during that time) will
misz it. I the promotion runs for too long, the deal will lose some of its ‘act now'
force.,

The marketer also rousy decide on the response mechanism: that is, the
yedemption vehicle to be used by the customer who takes part in the promotion.
The easier 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
recuires farther action to ba taken by the consumer - for instance, to maks
another purchase or to collect the required number of tokens in promotion packs
and then post these off to claim a gift or free product - the redemption rate can be
reduced.

Finally, the marketer must determine the sajes promotion budget, which can
be developed In one of two weys. The marketer may choose the promotions and
estimate their total cogt. However, the more common way is to use g percantage of
the total budget for sales promotion. One study found three sericus problemas in
the way companies budget for zales promotion, First, they do not consider cost
effoctiveniess. Second, instead of spending to achieve objectives, they simply
extend the previons year's spending, take a percentage of expecied sales or nse
the ‘affordable approach’. Finally, advertising and sales promotion budgets are tao

oftenpreparedseparately -
Pretesting and Implementing
Whenever possible, ssles promotion tocls should be pratested to find out ifthey

ars appropriate and ofthe right incentive size. Consumer sales promotions can bs
pretested quickly and inexpensively. For example, consumers can be asked to

1
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rute or rank different possible promotions, or promaticns can be tried on 8 Hmited

" basis in selscted geogeaphic smes.

Compenies should prepare implementstion plans fx esch promotion,
vovering sad time and sell-off time. Lasd tioe is the time necessmy to Drspem
the programne beicre lsonching it. Sell-off time begins wilh the lsanch mnd sads
whan the promotion snds.

EvaluatingtheResults

Evsluation is alsc very important. Masy companies fail to evaluets their sl
promotion programmes, whils othees svaluste them ooly sopseliciely.
Mawfactorers can use ope of many evalustion mwethods. The most common
method is to compars sales before, daring snd after 8 promotion. Sapposs o
company has a 6 per cent market share befors the proraction, which jamps to 10
per cent during the promotion, falle 10 § percent right after and zises 0 7 par cont
later on. The promotion ssems to heve sttracted new triers and more buying fiom
current customers. After the promotion, sales fiall as consumers vaed up thex
inventories. The long-ron rise to 7 per cent means thac the compary guioed some
nev users. I the brand's share had returned to the old Jowsl, then the promotion
wotld bave changed only the tiuing of demand rather than the total- demand.

Consurner tesserch would sieo show the Yinds of people who meponded o
the promotion and what they did sfter it ended. Srveyr con provide information
oti how many conmumers recall the promotion, whst they thongh of it, how sy
took advantage of it and how it effected their buying. Sales promotions can sivo be
evaluated through axpariments that vary iactors soch ss inosntive valos, timing,
duration and distribation method,

Clearly, sales promotion plays an important role in the total prosmotion mix.
To use it well, the mardketer st define the ssles presnotion objectives, select the
best tools, design the sales promotion programams, pretest and imgplesent the
programma, andevaluate the resuits.

Another important mass-prosotion technique is public mistions. This comcerme
building good relations with the compsny's verions poblcs by obtelning
favoarable publicity, building up a good ‘corporsts mage’ snd bandiing or heeding
off unfavourable romons, stories and svents. The old pame for marketing public
relations was publicity, which was seen simply as sctivities to peowote & compay
o its prodocts by planting pews about &t i media aot peid for by the spomecr,
Public relations (FR} is a nrach brosder concept that inclades publicity as well
many otheractivities. Public relations departments use many differsnt tools;

*  Prusy mvistions or presy ageacy. Creating and placing swesworthy
information in the news moadia to sttract atteation to & pecson, poodact o
SECVION,

*  Product poblicity. Pablicising specific products.

s Public affairs. Building and maintsining locel, natioos] s lotenational
relationx, .

* Lobbying. Buikiing and maintaining melstions with legisletrs snd
governmant officials to influence legisiation sod regulstion.
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*  Investor relations. Maintsining m!amasmps with .shamhaolders and others
in the financiai community.

+ Development. Public mlations with domms or members of non-profit
organizations to gain financial or volunteer support.

Public relations is used to promote products, people, places, ideas, activities,
organizations and even nations. Trade associations have used public relations to
rebuild interast in declining commodities such as eggs, apples, milk and potatoes.
Even nations have nsed public relations to attract more tourists, foreigm invest-
ment and international support. Companies can use PR to manage their way out
of crisis, as in the case of Johnson & Johngon's masterly use of public relations to
save Tylenol from extinction after its product-tamper ing scare.

Public relations can have a strong impact on public awarenees at 8 much
Lowex cost than advertising. The company does not pay for the space or time in
the media. Bather, it pays for a staff to develop and circulate information and to
manage svents. If the company develops an interesting story, it could be piciced
up by several different media, having the same affect as advertising that would
et a lot more money. And it would have more credibility than advertising.

Despite its potential strengihs, pubilic relations, liks sales promotions, is often
described as 2 marketing stepchild because of its limited and scattered use. The
public relstions department is ususlly located &t corporate headgquarters. Its staff
is 5o busy dealing with various publics - stockholders, employess, logislators, city
officials - that public relations programmes t¢ support product marketing cbjec-
tives may be ignored. Morsover, marketing managers and public relations prac-
titionars do not ahways talk the same language. Many public relations practitioners
see their job as simply communicating. In contrast, marksting managers tend to

he much more interested in how advertising and poblic relations affoct sales and

profiis.

This situation is changing, however. Many companies now want their public
relations departments to manage all their activities with a view o marketing the
company and improving the bottom line. Some companies are setting up special
units io support corporate and product promotion and image making directly.

Public Relations 831

Attractive, distinctive,
memaorable comparny logos
beormme strong corporate
conrmunications tonls,
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Many companies hire marketing public relations fions to handle their PR
programinés of to assist the company public relations tearn. Major corporssions
and multinational firme are aiso placing greater emphasiz on snalyzing snd
measuring the effectiveniess of their PR activities to provide s basis for forwand

pianning of communication strategies.

Important Public Relations Tools

There are 2 number of PH tocls. One essential tocl is newes. PR professionals find
or crsete favourable news sbout the compsny snd its products or people.
Sometimos news storiss occur naturally. At other times, the PR person can
saggest events or activitiss that would create news.

Spesches also croste prochact snd compenty poblicity. Increasingly, commpany
axocutives must field questions from the medis or give talks st trade sasociations
or sales moatings. ‘These events can dithar bulld or bart the company's image.

Another common PR tool i special svwets, renging from news oonforences,
prass toxns, grand openings and firowork displays to laser shows, bot-sir balloog
releases, multimedia presentations and star-studded spectaculsrs designed to
reach and intevest target publics. Richerd Brasinon, the chiel esscutive of Virgin
Group, offers & good example of ;i practitioner who hax perfected the art of

Public relations poople alao prepare wyittm: matwrialy to reach and influence
their terget markets. These materials includes snnual reports, brochame, sxticles
snd company newsletters and magexines.

Auiovisual materialz, soch as flms, sbide-snd-sound progranuses s video
and sudic cassettes, are being used increesingly sy communication tools,

Corporate-identity matarisle siso wip create a coeporste idectity that the
public inmedistely recognizes. Logos, stationery, beociures, signs, bosiness fovmm,
business cards, buildings, uniforms and evan compeny cms and tracks wele
effective marketing tools when they are sttyactive, distinctive snd mesmorable.

Compemies might improwvs public goodwill by contributing monwy snd time to
public sorvice asctivities: campaigns to raise funds for worthy ceowes - fix
sxample, to fight illiteracy, suppoet the work of a charity, or assist the sged mad
handicappsd - haip to raise public recogmition.

Sphorssorahip is myy vehicle through which corporations gein pablic relations
axposure. I Barope, the sponsorship industyy is growing, with meny frms conewnit-
ting huge sums of monay arcund the wozld to the sponsorship of sport and the arts
becsuse it makes good sexise as » marketing tool (ses Marksting Highlighe 18.4).

A company's Wab gite can also be & good public relsticns vehicle. Consamners
snd memberg of ather publics can vint the sits for information snd entestain-
ment.

Main Public Relations Decisions

n considering when and how to use product pubiic relstions, managesvent should
sot PR objoctives; chiooms the PR messages snd vehicles; implsment the PR plex
and ovaluste the resuks.

The first task is to set objectives for public relations. Thaee are aeoally defined in
ralation to the types of news staory to be conmmonicsted, the commxmicstion



abjectives to be achieved {for instance, awareness creation, knowledyge dissemi-
nation, generation of specific publicity for target groups) and the specific target
gudiences.

¢ Choosing Public Relations Messages and Vshicles

The organization next selects its major public relations mesgage themes and the
PR to0ls it will use, Meggags themes should be guided by the organization's overall
marketing and communications strategics. PR is an important part of the organ-
ization's overall integrated marketing communications programms, so the public
relations messages should be carefully integrated with the organization's adver-
tising, persone! selling, direct marketing and other communications,

In some cases the choice of PR messages and tools will be clear-cut. In others,
the organization will have to create the news rather than find it. The company
could sponsor newsworthy events. Idsas might include hosting major conven-
tions, inviting well-known celebrities and holding press conferences. Creating

' events is especially important in publicizing hd-reising drives for non-profit
organizations. Fund-raisers have developed a large set of special svents such ag
art exhibits, auctions, henefit evenings, book sales, contests, dances, dinners,
fairs, fazhion shows, marathons and walkathons, No sooner is one type of event
created - like walkathons - than competitors cresie new versions, such as
readathons, bikeathons and swimathons. Whateves next?

» Impiementing the Public Helations Plan

Implementing public reiations requiras care. Take, for example, the placing" of
stories in the media. A great story is easy to place, bhut, unfortunsiely, most
stories are not earth shattering and would not get past busy editors. Thus one of
the main assets of public relations people is their personal relationships with
media editors. In fact, PR professionals arve often former journalists who lmow
many media editors and know what they want. They view media editors as a
market to be satisfied 50 that editors will continue to use their stories.

Evaluating Public Relations Resulls

Public relations results are difficult to measure because PR is usad with other
promotion tools and its impact is often indirect. If PR is used before other tocks
Fcome into play, its contribution is sasier to evaluate,
The eusiest measure of publicity effactiveness is the number of exposures in
the media. Public relations people give the client 8 *clippings book' showing ali the
media that carried news about the product and a summary such as the following:

Media coverage included 3,500 colump inches of news and photographs
in 350 publications with & combined circulation of 79.4 million; 2500
minutes of air time on 290 radio stations and an sstimated sudience of 8B
million: and 660 minutes of air time on 160 relovigion stations with an
estimated andience of 81 million.

The summary would also give an indicetion of the cost of the time and space had
they been purchaced at current advertising ratas,

Thig exposure messuye is not very sstisfying, however. It does not tall how
many pecple sctuaily read or beard the message, or what they thought afterwerds.
In addition, because of the media overlap in readership and viewership, it docs
not give information oo the net audience reached.

Public Relations
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hospitality - hos been ona of the fagtest and most
sophigticated growth amees in the industry in
recent years. Tn the United Kingdomn particularly,
companies have been establishing partnerships
with the arts a8 & way of reaching specific target
markets, Allied-Lyons, one of the world's largest
drinks companies, boasted e £3.3 million sponsor-
ship of the Royal Shelospeare Compeny, Rt used
the prestigious allisnce to promote its corporate
identity and, ultimataly, to increase sales of indi-
vidual beands. Marks & Spencer spent close
£50000 a yoar on the London Phiharmonic
Orchestra's Concests #or Children, bald three
times a year st the London Festivel Halil M & 5
claims that it bholped the company to gain access
to inner city areas, to schoolchildren, their par-
euts aod their teechers. Ice-cream manufactarey
Heagon-Dazs sponsored an art exhibition called
‘Some Went Mad, Sane Ran Away' at London's
Sapentine Gellay, a5 pat of the compenys
Dadicatod to Pleasure, Dedicated to the Arts’ pro-
gramme. The German Beck's Bier was launched
as & promium lager on the British market using
srts sponsorship.

Common tronds sre emerging in almost ofl
Buropean countries, accanding t Anne Vanhon-
varbeke of the Comite Europeen pour lo Rap-

{Garec). There me profiogsional sponsorship aseo-
cistions in most countries in Europe, and Cerec
foaters cloger ties between business and the arta
and oowrdinstes the network of sponsceship
associations and its own business members. in
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mwam-daymnuﬁbulmlm
ball clob. The package includes a hospitality box,
twelve seats in the main stand, & buliet and a e
ber. The firm gets free advertising in the match
progragune, banners in the car-park ares, the
right to present tho Man-of-the-Match sward, sl
tickets to join players in the bar after the match.
At undor £100 per head, this is aot bad for a dey's
antertainmant for key costomers - &3 long s the
game is good! Purthermove, & ofers a selon
opportunity end rewards the firma's hest sales
stadf.

Sponsoeship abould not be uead aa & subeti-
tute for advertizing, however. The two shoold go
hand in hand. ‘Integrated commumnications’ yield
more effactive; rosults. Sponsorship is » deed.
Adventiging tells the pohlic about it. Seles peo-
motion end direct marketing are integral, too. For
axample, a Dist Coke campaign used
of u Londeon marathon as a vehicle for a sports T-
ghirt offer, Promotional vouchers that wese
returned had the name and address of the mcip-
oot fillad in. This provided a uselcl basis for
foture communication betwoen the company sad
customer,

A fastgrowing swea of sponsocddp s coe with
an savironmental focus. In the sarly 1990, Valwo
& £250,000 per anmun two-year sponsorship
programume in the Unived Kingdom to strass the
fact that Volvo is Swedish and ‘greesy’. The peo-
gramume wos a0 o two fonts. One, a resesch
prodect into ground-level ozons, inwolving chil-

me“
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dren growing and monitoring plants in their own
gardens, was carried out in conjunctien with the
Society for Nature Conservancy Council (SNCC).
The other concemed tie-ups ameng its dealer dis-
tribution points and the iocal SNCC office, which
involved building an owl sanctuary and protect-
ing a bluebell wood. Such PR activities have served
to reinforce the company’s corporate identity.

To be a successful sponsor, the firm must
meet certain requirements:

* There are clear marketing objectives.

* The objectives can be fulfilled by sponsorship.

* Legally, the contract is watertight, and has
been vetted by a lawyer or a specialist in the
field.

* The staff are prepared to work hard to make
it a success - the launch of the campaign is
the easy part, the hard grind comes later.

Public Relations
+ Internally, staff have fuily acoepted the idea
and various departinents agree about its
relevance.
The firm should deside its spossarship target: for

example, sports, the arts, a national event. It
would do well to seek the advice of cohsiltants or
specialist hodies in order to decide the best spon-
sorship area that matehes its objectives.
Importantly, sponsorship can bring good resuits if
used in conjunction with other elements of the
communication mix. '

Sources: Lonolla Miles, ‘Get noticed, Mizrketing Dusiness
{March 19%2), pp. 30-3; Turry Eccles, "Why %9 billion ts put
on board the spunsorship bicyele’, The Burnpenn (6-12 May
1994}, p. 24

A better measure is the change in product awareness, knowledge and attitude
resulting from the publicity campaign. Assessing the change requires measuring
the bcfore-and-after-the-eampaign levels of these measures. Finally, sales and
profit impact, if obtainable, is the best measure of public relations effort. If adver-
tising and sales promotion were also stepped up during the period of the PR
campaign, their contribution has to be considered.

Increasingly, companies - high-media-profile organizations such as banks,
food, chemicals and pharmaceutical firms - are investing in longer-term media
tracking to help public relations managers to design and implement mere sffec-
tive PR programmes. They employ specialist media analysis and evaluation agen-

ies or PR consultants to conduct in-depth media analyses that go a long way from
P counting or press cuttings and measuring column inches. Instead, the
analyses, which include coverage in both electronic and print media, identify
issues and public perceptions about the organization's reputation, products and
services and those of their competitors, as well as tracking legislative initiatives.
They generate 'management intelligence' to determine the effectiveness of an
organization’s PR activities and to help forward planning of communications and
customer/public relationship building, including how management should react
in a crisis management situation. For example, the charity organization Barnado's
conducted media content analyses throughout its 150th anniversary year to iden-
tify if the public's perception of Barnado's was consistent with the modern aspects
of Barnado's work. The charity was concemed that people still thought of
Bamado's as an outfit that runs orphans' homes, whereas the last one closed in
the early 1980s, and they are now tackling modern childcare issues. By systemati-
cally tracking all reference to Barnado's 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

83s
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provids in-depth analyses of media coverage and public opinion. The infornaation
" helped the company deliver a strategic countar-attack once management voder-
stood the issues embedded in the crisiz: who the oppesition wes and the osture of

its agende 39

Companies mnst do more than deliver good products and secvices - they have o
inform customers shout product benefits and carefully position these in
customess' minds. They do this by skilfully employing mass promotions to terget

- and publicrelationx.

Advertising is the use of paid media by a sefler io inform, persusds and
remind terget sudiences about s products or organizetion. It is & powwfol
promotion tool. Advertisements take many forms aod have many vees
Advertising decision meking is a five-step process consisting of decisions about
the objectives, the badget, the messnge, ths media and, finally, the svelcation of
resuits. Advertisers shookl set cleer objectiver as to whether the adwtising is
supposed to inform, persuade or remsind buysrs. The advertising buddget om be
based on what is affordable, on a parcentage of sales, an competitors” spending, of
on the objectives and tasks to be sccomplished. Messugs decisions involve plan-
ning the misssge sitategy - designing messages, svalusating s selecting them -
and executing them effectively. The media decision calis for a definition of reach,
snd deciding on medis timing. Finally, evalustion calls for evalusting the con-
munication and sales effacts of advertising before, during and after the advertising
iz placed. Companias that sdvertise their products in diffevent country mmiosts
cam apply the basic principles relating to domestic advertising, but they st take
into account the complexities involved in international advertising. They mast
a9 well as cultural, sociocconomic, political and regulatory snviromments scxes
country markets, which will affect the dacizion to stendardize o ditfeestiate

sdvertising strategios and exescutiong.

Salex promotion covers s wids varisty of purchssing inosatives - conpons,
premiums, contests, baying sllowances - designed to stimulate consuners, the
trade and the company's own sales force. In general, sales prosaotions should be
sbout consumer relationship building. In meny countries, weles promotion
spending has been growing fastar than advertising spending in recent yesrs. Sules
promotion calls for setiing sales promotion objectives; selacting tocls; deweloping,
pretasting and implementing the saiss promotioe programme; snd svalastiog the
resukts.

Organizations ues public ralations to obtain favourable poblicity, to bulld sp
a good "coporsty image’ axd to handle or ead off nafuvoursbie roswmrs, swxies
and events. Public relstions involves setting PR objectives, choosing PR mosseges
and vehicles, implementing the FE pian and eveluating PR meuits. To socomyplish
these gosls, PR professionals use & variety of tools, such as news, spesches snd
special events. Or they commuminate with various publics throngh writtan, sodio-
visual and corporate identity materials, and contribute money snd time to poablic

13



Applying the Cocepts = 53

Key Terms

Allowance 126 ) Informative advertising 704 Reach

CGash rafund offers {rebates) 822 Madia, fmpact 84 Reminder advertising 795

Comparison advertising (knocking Media vehicles B Ssles force promotion 818
copy} 794 Patrmage rewards 823 Sades promockion 818

Consumar promotion 818 Persuasive advertising 794 Samplos 822

Consumers ralationshin-building Poimt-ot-purchase (POP) prometions Trade (or reteiles) promotion
promctions 823 823 810

Contimsity 508 Premiums #22

Copy testing 808 Price packs 822

Discussing the Issues

. Comparissn advertieing is not permitted in somwe ever tasted, aside from home-made bMscuits, You
cowntiies. What are sonke of the henefits and bappen to prefer another brand of biscuits that you
drawbacks of comparinon advertising? Which has think is molater or chewior than Brand ¥, Is the Brand
more 1o gai from usiny comparison advertising - the Y ¢laim false? Should this type of claim be regulsted?
Jeading brand in a matket or alesser brand? Why? Why or why not?

Surveys show that many people are sceptical of Companies often nun advertising, sales promotion and
sdvertizing claims. Do you mistrest sdvertising? Why public relstions efforts at the seme time. Can their
or why not? What showld advertisers do to increass efforts be separsted? [iscuss how a company might
crodibility? evaluate the effectivensse of sach slement in this mis.

. What factors call for moreyj-equaney in an advertising Many companios are spending more on trade
media schedule? What, factors call for more resch? promotions and consumer promotions than on
Bow cam you increase one without sacrificing the advertising. Why do you think this is s0? Is beavy
other o increasing the advertising Inuiget? spording on sales promotions a good saategy for long-

An ad statos that Brand ¥'s biscuits are the moistost, teum profits? Why or why not?

chewinst, most perfectly baked hiscuits the world has

Applying the Concepts

Bay & Sunday peper and sort thoough the coloar Leck out for two current telovigion ads that you think

catehing advertising, sales promotion and/ox public ineffective,

reiations, ¥or instance, & mansfactmer may nin & full- *+  Describe procisely why you foel the better ads sre

page ad that aleo inchudes a coupan and informaticn effective and explain why the ineffective ones fall

on its sponsceship of a charity event, shoxt,

* Do you think these approackes using multiple »  How would you improve the less efisctive ade? if
tools are more of less effective than a single you think they are oo poor to he improved, write
approach? Why? an altemative ad for each, describing why these

* Ty to Snd ads from two direct competitons. Are wonikl he more effective.
these brands using similer promotional tools in
similar wavs?

1A
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Case 19

Diesel Jeans & Workwear: "We're All Difforent. But
Aren't We All Different in the Same Way?V
Malin Nilsson, Anki Siistriom, Anneli Zell
and Thomas Helgesson®

DURING TUB oil. CRISIS IN 1578, the idea of » trademerk called Diesel came
to Ranzo Roeso, the son of an Halisn farmer. To him Diesel represented
something that everybody needs and always will need. Tie kept this in mind
until 1985, when the real Diesel story began. In that year he dacided to
produce and sell clothes that he himself Hked to wear; clothes that repre-
sented his lifestyle. His wild and masculine 'Renzo Rosso style' iz what
Diesel Jeans & Workwear is all about. It is 8 way of living ..,

Gut Your Blue Jeans On

Blue jeans sre the most muccessful slothes ever invented and the worids
Iargest clothing companies depend on them, Why hay this ‘all American'
workwoar become the global uniform? Sociclogist John Fiske tries 1o
explain. He onee asked & class to write down what jeans meant fo sach of
them. He got back a set of staggeringly uniform resulis. Jeans were
American, informai, classless, unisex and appropriate in town or coundry.
Wearing them was & sign of freedom flom constraints on behaviour and of
class membership. Free was the word most commonly used, ususlly
expressing ‘freedom to be oneself By wearing jeans, Fisko's class were
expressing their 'freedom to be themselves', yet 118 out of 125 students
ware ‘being themselves' by wearing the same clothes, jeans. With everyone
wearing the same clothes, peoples who e reallyfnx go one step further to

© Halmatad University, Sweden.

yrie



» Chapter 1-> Mass Compoumictionn Advertiving, Saies Prosotion and Public Relations

expross themselves. Bockers wore greasy ones, mods smaart ones, hippdes dd
ones, skinheads pew ones, punks demaged ones, indies torm ooes sod
grunge shabby ones - hut they all wore jesns.

Fashion Bubbles Up

Joans sre no longer as uniform, o cheap, as they used o be. The genetic
joars, foundation of the Lovi Strauss and Wranglor ompires, mean clmsloss,
country, comnmnal, unisex, work, traditionsl, vochanging and American
But not so Jdesigner jeans. These reachad thair 2zenith when Pekistu-bom
Shami Ahrosd exhibited his Matchestar-made, disnond.studded, Joe Bloggs
jeans costing £150,000 & pair. In contrast to generic jeans, desiguer josns
mean up-market, city, socislly distinctive, (usuvally} feminine, ledwoare,
contemporary, trausiont and not American. So transient and non-Americen
are Jog Blogess jesns that the mnge changes twelve times » year and West
Indian crickster Buan Lara promotes their 375 and 501 mange. The ranges
oro named after Lara's record-breaking batting scoves, although Lawiy is not
happy about the Joe Bloggs 501 name.

Joans are now not only high fashion, but'the foundation jor meny new
fashions. Jeans are the upiform of the street cultume, and Janding designem,
such ag Versace, Westwood, Gaultier and Lagerh'sld, concede that there is
nowr a vary strong tubble up' effect where the streots lead fashion. Top jasna
companies Bubble up in the same way as street fashions do. Shami Ahmed
snd Ronao Rosso are typical of the clothing entreprensurs who are leading
the way in Ewope's dynamic and varied fashion market, and foremont
amonyg these busineszes is Rosso'y Diesal Jeans & Wodkvvear, 3 Eoropeen fiom
that aims to overtake Lavis and become the workls oo, 1jesns company.

Digsels Comcept

To work for Roeso, you have to understand the Disesl concept. You hawe to
lows Diesel and devete your life to the company. Thiy compeny spirit imboss
the whole orgenization and is presumahly the reason for Diesells soccess,
For example, Diegel iz probably the cnly company whete all smpioyees,
oven the mansgement temm, wear Disse! clothas.

Rosso has mansged to create & multinationsl concem out of Dissel. The
tumover is approximately L8.000006 million and rising. The profit margin
of between 10 and 15 per cent is aimost all reinvested in the company. This
makes Diesel very strong financially. Todey, Dissel is no. 2 in Eumope after
the American jeans-giant Lovis. e goal is to bocome no. 1.

Diasel is today represented in 69 countries woddwide. Of Diseelx 3000
amployses, 150 work at s hesdquarters & Moldews, Raly. Small family-
owned companies in northern ftaly canry out about 70 por cent of produc-
tion, and the rest iz spread around kw-cost countries soch s Hong Eong.
Thailand and Korea.
and belts for both men snd women, These sccount for 80 per cent of Dismis
products. The remainder inclodes sportswear, kids' wesr snd pexfione for
men. Dissels prodhxts we sold through hand-picked agects, liconsess snd
subsidisrios. Franchising is not popular g there is a risk of losing control of the
cornpany paofile. Edocetion and training of the inbemational network is inten-
sive. The meellons have a lot to live up 0. They have o understand the Dissel
concept and sell clothes thatgo weil with Diesel.

Disset has only two shops of its own, opa in Berdin and the other in
Stockbolm. New stores in Paris, Rome and New York will open soon. There
were strategic ressons for opening the Hirst two fagship stores in Stockholm
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and Berlin. Germany is Diesels largest markst: 25 per cent of production is
sold there. Sweden is seon as receptive 1o new fashions and useful for test
marketing. Alsc, Diesels vice-president and bead of international
marketing, Johan Lindeberg, is Swedish. Together with local advertising
agency Paradiset, he directs all Diesels marketing activities from his
Swadish headquarters.

Diesels

Lindeherg and Paradiset elaim that much of their marketing success detives
frora their lack of respect for marketing strategies and their trend-setting
advertizing. Adverts arc sent by courier-post from Paradiset to distributors
in other countrias which decide the local marketing arrangements them-
selves. Local distributors spend 5§ per cent of their tumover on national
marketing, while Dissel spends 7 per cent of its total turnover on inter-
nationals such as MTV and Sky Sport.

Paradiset has two ideas in mind when cresting sn advert; The ad should
he conspicuous and also contzin an ironic message. Diegel's advertising is
targeted et modem intelligent people. Diess! often makee fun of current
myths, as, for example, in ¥s HBow to ... campaign. In this campaign, one
advert showed the cranium of a girl sucking on a cigaretts. The test read
‘How to smoke 145 a day and Man, who nesds two Jongs anyway? This
message caused much controversy in the United States, where Diesel was
criticized for encouraging young peopie 1o smoke.

Rosso has his own way of running a company, He follows his own path,
igooring conventional marketing approaches - and it certainly works! Diesel
has great growth potential, Rogso believes that, in the long run, a good orga-
nization structure is much more important than good advertising. According
to Rosso, a strong company is one 'with strong collaborstors’. This requires
wuork that employees enjoy and, above all, work that they find interesting.
'When you trust your own and your collaborators' intuitions, feelings and
judgements, and not only text-book theories,' says Rosso, 'then you have
reachied the Diesel feeling.’ Since Rosso owns 100 per cent of Dissel, he has
his hands free to do whatever he wants. To buy other companies or to be
listed on the stock exchange is not the Renzo Rosso style’ and neither would
he leave Moldava. The company's vision is expressed in its slogan: you need
Diessel 'for successful living'

QUESTIONS

1. How does the advertising for genetic and designer jeans differ? Can
one brand and advertising campaign Mab&kM?

2. Esplain Joe Blogge' choles of Lara and the £150,000 joens as a way of
promoting the brand. Are twelve ranges @ year really necessary?

3. What is the controversial style of Diesel's advertising trving to schieve?
Do you think it is effective? Ethical? Appropriate for all markets?

4. How does the centralized naturs of Diesel's advertising fit the
entreprensurial style of the company? How can the advertizing be
linked in with the rest of the marketing mix in the many markets and
distributors thai Diesel sarves?

5. What explains Rosso's choice of Sweden, rather than Italy, as the base
tor his internstional marketing activity? Why choose an agency and
Incation outside the London and New York hieartlands of modern global
edvertising?

JAL
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{>. Can the Renzo Rosw; style' he separatad from the brand ideatity and
the advertising nsed? How well doss the Renso Roseo style’ Bt thwe
noods of the jeans market and why?

“Tha LjowiLin & copy bow . W0 Teele s

SOUNCES: Jobn Fislls, Undwslawdlig Fopuler Oultwy {(Loswion: Bouttivige, 1990%; Bester
Daving, Tk soy okl Jos Bogge', xdepancne {15 Novesiber 1994), p- 23 Rephanie
Thechal!, Rurcypemn streal style'. The European e {1117 NovenbartOBL), pxx. £3-16.

RKE swENREDW
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Speciad dvmnks s the Foren for Enternaionsl Trade Training
“Temn Canade Inc would sl Bie w theak the following

decame
Asse Bervon, Predidens, ABCowmn Lad

Jemmy Singer, FCI Fakes Cango Inc

Baery Siskind, Intcrmationsl Tisining snd Management G

Bruce E. Smith, Eshibiz Project Maoager snd Designer
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FORWARD

Congranilations on entering the intemacional
arena. Up undl now, it has been casy to sctup a
booth at one of many excellent Bacilities in
Canada where you can promote your product
and services in a language and culture you

into the world of international exhibiting,
where a show is a fair and a booth is a stand.

they can be clusive. Exhibiting internationally is
not a onc-time thing. Many companies try it
once and come home disappointed. They throw
their hands in the air and say, “This is not for
me.” And perhaps it isn't.

However, for the company thar approaches new
markers intedligently, has s plan, and has taken
the time to learn the subde differences between
doing business in Canada and doing business

For years, [ have been helping exhibitors

- l # % - l ia"' &IE‘
and I know how difficuk it can be. Thats why [
am pleased chat the developers of this program
asked me to introduce it o you.

This guide was designed as 2 primer for your
helpfiul hints and stravegies thae you will find
invalushle whea you s working =

These is 2 Jot of maverial w digest, so ook i
slowly, make notes and use the checkdines. You
will kzve Gaken the first imporeant sep wwands
improving your performance st your sexx

Barry Sivkind, Aushar
The Power of Exhibis Markering



SECTION 1}

An introduction to international trade fairs

General

Trade fairs are organized gatherings of buyers
and sellers established precisely to create an
environment where the two sides can meetand
esnablith communication. From the perspective
of the buyer, 4 trade fait presentsan
opportunity to meet with many vendos ata
single location. For the seller, it is an
opportunity to introduce a service or product o
a new market. Companies generally participate
in international trade fairs for onc or more of
the following reasons.

* They attend as visitors to view the
competition, assess the market and develop 2
list of contacts for later follow-up.

¢ They participate as exhibitors to raise
awareness, develop contacts, take orders,
mainiain 2 market presence, and introduce
their products or company to the market.

* They attend 1o find an agent or distributor or
support existing agents or distributors.

& They participate in panel discussions, make
presentations or give one of the many
workshops that arc part of any trade fair's
agenda. {By securing a speaking invitation,
companies can increase their profile in 2 new
market.}

Trade fairs can be classified in various ways.
Some trade fairs are narrowly focused on a
specific industrial sector or type of product,
while others will address virtually any type of
business. Seme trade fairs are exhibitons at
which participants display what they have to

offer. Others are real markets at which those
actending are expected to make purchases from
participants. Most trade fairs fall under one of
the following headings: major general trade fair,
major specialized trade fair, secondary trade fair
or consurmner trade fair. However, it net
uncommon to find a show thar is a hybrid of
two or more of these classifications. It's always
best to check with show management to geta
clear understanding of the fair's environment.

Major general trade fairs: All kinds of
consumer and industrial goods are exhibited at
general trade fairs. They are open to the public,
but businesspeople also artend. The audience
may be international, national, regional ot even
provincial in scope. In many forcign markets,
this is the only type of trade fair available.

Major specialized trade fairs: Designed

primarily for business visitors, trade fairs of this

kind may also 2dmit the generl public, usually

for only part of the time. They are specialized

by industry or trade sector {e.g. food or leadher), i
or sometimes by marker (e.g. health care or ‘
educarion). The sudience can be cither

international or national in scope, and tends to

include people from various levels of trade and

industry. If a firm s trying v enter 2 market,

these trade fairs offer an excellent opportunicy

to find an agent, importer or distributor. Firms

established in the market can often use these

trade fairs to support representatives by giving

them the opportunity to make contacts with

industrial buyers and retailers. COMDEX
{htrp://wrorw.comdex.com) is a good example

of a major specialized trade fair.

13



Secondary trade fairss Most trade fairs fall
under this category. Although they do not rank
with the major trade fairs, chey can be very
important in their spective fiddds. They inchude
even intermational in scope, as well as many
They are usually restricted to business visitors,
and many of the regional or provincial
exhibitions are aimed specifically at retailers,
Softworld (hitpe/fwww.softworld.org) is a
good example of & secondary trade fair

Consumer teade fairst These cvents are

from the immediate area or from various parts
of the country. With respect 1o the producrs
shown, these trade fairs may be general or may
carer wo specific areas of audience interest. You
may be familiar with local "home shows,”
home repovation steategics targeted to
ndividual

In this guide, we will focus on the process you
should follow if your firm intends to participate
in any type of tade fair. However, we will

fair in an invernationad secting (ourside of
North America}. These “internarional trade
fairs” can be very larpe gatherings that draw
many countrics. A rruly international orade fair
can represent 3 tremendous opportunity for a
firm ro develop business outside North
Americs.

In genenl, internarional trade firs are
inherently more cosdy than domesxic
exhibiitions, so the advantapes and
disadvantages of arendance must be weighed
carefully in advance. In fact, you should hold
off exhibiting at an international trade fair until
you are ready o haunch a dedicared exporn

business development program (to determine if
you are ready 0o expost visit
hap//expectsourcecoldisguestic and

You may want to begin by acending 2 regional
or national trade fair; these shows are less
expensive than international trade fairs, and
they give you an opportuaity & gear up before
exhibiting your company’s products or services
in an international sexting.

Why trade kairs are valuable

In many foreign countries, the aade fair is the
traditional method of conducting business.
Many of dwse fairs have long historics and
steeace ateendees from around the globe. In
matsy industries, these are “must atend” eveats.

The Center for Exhibition Industry Research
(CEIR) reports that upwards of 90% of

trade fuirs 33 dicir aumber ome source of
information (CEIR Report #PE11, 2000). The
CEIR abo reports that an exhibition lead s
569 less costly o close than 2 fickd sales ol
(CEIR Report #5M17, 1999).

For firms thar have decided 1o begin »

reason o participste in s insernsrionsl trade
fair is w incresse product exposure and,
ultimacely, vo make sales in new markers. These
fairs arc 2 highly efficient way w find .
sppropriave channels of distribution, find our
what is happeniog in the industry and

entry optioas.

fairs, making dhese cvents 2 good way w build
exposure to potential castomers. You will



minimize the time and effort you spend o
attract each new contact. Trade fairs offer an
important venue for introducing new products;
they are alse an ideal opportunicy o publicize
product advances and new services, and to show
how your company can solwe your potential
clients’ problems.

Trade fairs provide customers with an
opportunity 1o touch your product and see it in
action. You usually have a chance o ask o
answer questions, and to determine the extent to
which potential customers are interested in 2
product or service. If someone expresses interest,
you can follow up with a meeting or visit the
poteatial customer’s premises.

Trade fairs also give you, as a prospective
exporter, an opportunity to check out the
comperition. A major general or specialized
trade fair will likely attract other companies
involved in the sector, so you can see what they
are offering and also observe reactions w it.

International trade fairs help companies reach
new prospects whom the sales force may not
have approached. In addition, existing clients
whom salespeople have not visited in the past
year may come to the stand, providing an ideal
opportunity to re-cstablish a relationship with
these clients.

Trade fairs typically account for 22 o 25 per
cent of the business market’s prometional
budget, second only o personal sclling, and
ahead of print advertising and direct mail. For
example, U5, businesses spend approximately
US$9 billion annually on exhibitors’ travel and
direct Iabour costs, and a further US$12 billion
on actual exhibit costs.

In summary, the major objectives for
participating in an interational trade fair
include meeting new customers; selling your
company'’s product or service; testing the
market’s reaction to the quality, design and price
of your product or service; and gleaning market
intelligence. It’s your company’s chance w0 mect
decision-makers in a well-established business
forum. The major benefits of international trade
fairs are furcher summarized below.

¢ Potential customers can get hands-on
experience with your product in a one-on-one
situation.

* You can assess your competitors’ new products

ar services, and observe the public’s interest in
or response to them.

# Internarional trade fairs are a good place to

meet potential distributors and representatives.

These events offer an opportunity to measure
the performance and product knowledge of
existing or prospective agents.

* You can gencrate goodwill and free publicity
through an international trade fair. Trade fairs
can also enhance your corporate image.

* Your presence at an international trade fair
reassures existing clients who attend. It
confirms your company’s presence in the
marketplace and presents an ideal
oppornunity w sell new or improved
products to commitred clients.

132



SECTION 2
Choosing an international trade fair

General

Tens of thousands of commercial events are held
around the world and virually every counary
hosts at least 2 fow of them. Finding the right
exhibition oppormunity the first time can be a
sightmare. 50 you must analyze the possibilities
and choose a fair carefully to avoid costly
mistakes.

Maid\ ihefo{s tial to your

Ultimately, attendance at a trade fair is an
extension of your firm’s markering cffores.
Therefore, you shoukd assess a trade fair based
on the cxtent to which it will complement your
firm's marketing plan. You have to assess your
your firm in the right venues for new business
development. In the previous chapter, you
learned how w ser realistic goals. Now your job
is to ensure that you have 2 good chance of
realizing these objectives ax the fair you have
chosen.

Assessing audience quality

The main problem in exhibiting ar 3 major
Maﬂ&nuhdﬁa&qd’ma
worthwhile number of "target”™ business visicors
to your booth or stand. Although the audience
may be huge, only a small percenage of these
visitors may be interested in any specific
product.

are usually the most valusble fuirs becase they

mmthnumbmefhuawpmpkﬁmdx

businessprople they would waat w coneact in
the country will be at the iz, along with many

busincsspeople from other countrics.

Secondary tade fairs, bodh natioaal and
regional, can be an importans way w reach a
sector at all levels. They offer an opportanicy w
strengthen distribution or to increase marker
penerration. They are often the main channeds
through which w introduce 2 new line of
products.

Consumer wrade fains are open w the genenl
public and can steract barge sadicnces. Unless
you are planning v sell divecdy to the end wwer
{which is rare in invcrostional markecs), duwse
However, in some muriots, there oy not be
other choioes. Altcrnatively, you may exhibie at 2
consumer show to support the marketing cfforts
of your local desler, represcutative, re-sclier or
diswribatoc

The relationship of dhe reade fhair ® your
business and the quality of the audience are the
most importsns faceors 1o consider when
assessing any twade fair. The purpose of
participation is to promose your products or
scrvices 1o visizors. It is therefore essential o
ensure that visitors 1o the wade fair arc the types
of customers your firm wishes to meet. This
out about the characteristics of visitors whe

y!



eypically attended the fair in the past, and
assessing the extent vo which the rarget
sudience and actual visitors coincide.

Some trade fair orgrnizers can break down
visitors by trade or indusiry, job function and
nationality. This is important because, when
deciding to enter a fair, you will find thart the
"quality” or nature of the audience—in terms
of its business interests and decision-making
authority—means far more than the size of che
total audience. You're not looking simply for
numbers of people, but for numbers of people
who fit your target profile. You can identify
tradde fairs that attract an important
representation from your target market, and
assign them priority in conjunction with other
corporate objectives.

Trade fair organizers should also be able o
provide = list of exhibitors. If your company’s
principal competitors are not on the list, this
may indicate that the fair is not artracting the
right kind of buyer. However, this may also
show that the competition hasn’t learned about
this fair yet, and dherefore it has porential.

You should also be aware of the mix of
exhibitors. Obtain 3s much information as
possible abour the exhibirors, and about the
kinds of products and services they end w
promote. If other exhibitors do not provide the
right contexr, you should think carefully before
attending. Aim for 2 trade fair thar focuses on
products and services similar to your own or
that provides the right demographic mix of
attendees.

Considering location and frequency

Location Is one of the most critical factors to
consider when deciding which trade fairs to
attend. Is the fair located in the target markers

region, of in a region to which the target l

marlcer will travel? How often does the fair take
place? Is it annual or bi-annual? If the fair is
held in different locations each year, consider
which location is most suitable for your
company.

Checking out o fair

Before deciding which fair or faits to attend,
consult specific people for valuable input and
ask potential clients whether they will be
artending that fair. You should approach the
Canadian Trade Commissioner Service in the
foreign country that interests you, as well as
colleagues, agents and distributors, and trade
officers ar the International Trade Centre JTC)

in your home province,

In al likelihood, a few of these people will have
atrended the fair in the past and will be able o
give you valuable feedback on the following:

* previous Canadian exhibitors’ reactions to the ‘
fair;

* arrendance figures for past years and mends
in this regard;

* the types of cxhibitors at the fair;

® the cost of exhibiting ar a parvicular fair
versus the alternatives;

s the types of exhibit and common
promotional tools used at the fairy

3¢
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* the quality of the service that the company
running the mrade fair provides o exhibitors;

* problems encountered; and
* other useful tips for new exhibiors.

Compare all of this information to your
company’s objcctives. This process will help you
determine which fairs should be priorities.

Sourcing kair information

“There is no substituwe for doing your ewn
primary show research. 'Web sives and exhibitor
are optimistic, at best.” Anne Berron, CME.
CTG, Presidems, ABComm® Lod.

There are & number of sources of information
on international trade fairs. These sources can
provide data on the various tade firs
applicsble o the targes sector, as well as data on
the quality of the trade fair, the type of arendes
and the relative cost of the opeions.

In peneral, the Inrernet is the best resource for
fast access to targeved informarion on upcoming
trade fairs. Most wrade fairs, exhibitions and
conferences have essshliished a presence on the
Interner. Trade fair Wb sites usually provide
detailed mfonmation on events, exhibitors,
atrendees, hotels and transportation, as well as
oy exthibivors’ Web sites.

The following short fist of directocics will allow
you to get preliminary information on just
about any fair in the wodd. Ouce you hawe
identified a specific fair, the fair's Web sie b
For a more excensive Bst of trade show links,
visit the “Trade Shows/Erents™ section of the
Team Canada Inc’s “Exportsource” web sive o
hatpod/exporteonros.onf

Expo Central
etrpe/ fwrerer cxpucentesl.com
conferences held around the workd, as well x
virtual orade Faics in different induscries. The
site provides fast access and is well organized.
Its hierarchical structure inchades 10 wop-level
mege&sbyhuﬁmudzsw
categories by vervical industries, as well a5 more
than 600 sub-catepocies.

Exhibitions "Round the Wedd
httped Forwrwr cxhibitions workd com
of the world’s major crade fiss and exhibicion-
related services. Sice registration is required but

acoess i fiee,

sround de wodd. TSC cannects people who
aroend snd exhibic o dhan,




Fairs are also publicizd in trade pedodicals. If
you subseribe to trade periodicals focused on
specific industry sectots, you will be generally
aware of the major faits in your field of
interest. You should also study peripheral areas,
ot sectors that represent crossovers.

Additional information on trade fairs is
available through the Internarional Exhibitors’
Association’s Web site at hups//www.tsen.org,
This organization promotes the progress and
development of trade fair exhibiring and
disseminates trade fair information. Ir also
conducts studies and surveys on trade fair
issues. A membership-based organization, it has
been providing information on trade fairs since
1966.

In addition, provincial ministries will have
Iistings and information on trade fairs for the
major industrial sectors. Canadian trade and
industry associations, and the chambers of
commerce located in many cities across the
country, arc also aware of most major
inteenational rade fairs.

When you combine this information with a
careful assessment of fair visitor demographics,
you can detcrmine whether a particular crade
fair will allow you to accomplish your
objectives.

Finding government support

Canadian companies participating in an
invemmational trade show with 2 government-
sponsored booth will benefit from experienced
coaching by DFAIT and from a cost-sharing
formula that enables a small firm o participate
in the show ar a reduced cost while benefitting
from the prestigious connection to the
Government or Canada.

If you are a qualified, first-time exhibitor
deemed "expors ready,” DFAIT will cover
approximately 50 per cent of your travel and
exhibition costs via the Program for Export
Market Development (PEMD). Through this
program, the government shares your costs
through a Joan that you repay only if you make
sales to the targeted market. These repayable
contributions are very useful because one of the
easiest and most effective ways to enter
international trade is to participate in a trade
mission or in an international trade fair.
Activities eligible for funding include the
following:

» participation in recognized trade fairs ourside
Canada;

= visits outside Canada to identify markets;
and '

o vizits by foreign buyers and forcign sales
agents to Canada,

You can find specific details on the PEMD
program on the DFAIT Web site at

hetp:/ worw.infoexport.ge.cal/pemd/menn-
e.asp. Applications for this program arc
availabie online and at the Internations] Trade
Centre in your province,

Trade missions

A trade mission consists of a group of
businesspeople travelling abroad cogether to
facilitate trade by meeting forcign companies or
foreign government officials. The stravegy of
the mission might be to establish personal
contacts with key decision-makers in the target
country; to gather information and market
intelligence on opportunities and prospects; or
to promote the companies represented in the
mission and vonvince the mission’s hosts to do
business with those companies. For more
information on trade missions visit

heepe/ o tom-mec.ge.calteworld b html
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Typically, Canadian government officials
cwordinate and sct up a themed, mult-unit
exhibit space for Canadian companies calied a
Canadian Pavilion. When a large group of
companies joins a orade fair using this themed
approach, the result s a very powerful presence
ar the fair. Corollary cvents around the
Government of Canada officials w allow
companics 1o meet new and existing clients.
Some of these corollary svens include
matchmaking events and receprions. As well,
mexting space is offered on site to allow you o
do business in private. You should therefore
look for opportunitics o get involved in
Canadian Pavilions at international trade fins.

10

New cxposters programs

One way to prepare for such a mission is ©
organized in Canada. Some programe—such as
DFAIT's New Exporters oo Border Seates
{NEBS) and New Exporters Ovesseas
(NEXOS), and New Exporrers Program
(NEXPRO), offered by the Business
Development Bank of Canads (BDC)-
combine instruction in Canads wish 2 visk w
the tarper marieet. You can find informasion oo
DFAIT programs st
hugeliworw.disit.neci.gecn

and information about BDXC's prograses a1
hetpe/fwrerwr bec.ca.



Choosing a trade fair: Summary Sheet ]
Before registering for a trade fair a5 a visitor, exhibitor or participant, use the following chart to
event.

75

Daves

When is the next event? mﬁ
How often does it take place (annually, bi-annually)?

Is the trade fair appropriate for your business?

Is the fair intended for a gencral or 2 sector-specific audience?
Is ie for exhibivors only?
k the general public permitted to attend?

is attendance by invitation or pre-registration?

Will there be a Government of Canada sponsored "Canadian Pavilion" at the fair?

Artendance

What were attendance figures like for the past fow events?

How is the fair promoted? %
How many attendees are expectes] at the event?

How many countries are represented?
Who are the exhibirors?

Whe are the visitors?

What is the dominanr language spoken?

11
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Choosing a trade foir: Summary
Continwed

Locstion

In what country or region is the fair locaved?

Is it close to key markens?

Are other #xhibit or business opportunities available in conjunction with the fair?

Is it accessible o my company (is it easy w0 travel w and communicare with the sitc)?

History

‘When was the cvent founded and by whom?

W’lntkiump:mrionnmdisitamdnﬁ

Who are the organizers? (include contact names}

Facilities

How large an area does the fair cover?

Whar kind of buildings house the fair?

1s it Jocaved in: a vown or city?

How big are the stands and other spaces?

Whas other facilities are on the fairgrounds (i.c. meeting or demonstration rooms)?

Are hotels and orher accommodarions nearby?

What are the move-in and move-out arrangements?

What storage facilities are available?

Wha is the quality of the facility?

12
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Choosing a trade fair: Summary 2
Continued

Fees

What ate the fees for participation? I
What ate the fees for renting a stand?

What are the fees for attending as a visitor?

Are chere additional fees for attending workshops? ~ w

What services are incloded in the cost of renting s stand?
What is the cost of dlearing stand materials through customs?

What is the cost of services not supplied by organizers?

What is the cost of an interpreter, if needed?

Trnvel ‘
‘Whar modes of ransporation serve the centre?
What connections exist between Canada and the location (for instance, flights)?

Logistics

What is the best way of getting products and samples to che fair? ‘
What are the customs and import regulations for the products being exhibited?

Will it be easy to bring the goods back to Canada?

Applications
What are the lead times for applying as a visitor, exhibitor or participant?

What procedures, restrictions or documents are involved?

What is the space reservation deadline?

13
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SECTION 3
Planning for an international trade fair

Setting realistic trade fair goals
Clearly identifying the benefits of wade fuins is
the first step in focusing on their imporance
your company's overall promotion straregy.
Consequcadly, it is the first qep in planning for
a trade fair.

Successful participation in a fair, like any well-
executed marketing exercise, depends on a
carefully considered plan of action. A pln
focuses the whole effort; it scts goals and
provides benchunarks againw which w measure
resubts. A natural beginning is 2 ask, “"Why
should the firm exhibir? And whar does the
compasy stand to gain?” Perhaps equally
important is the question, "What criteria can
We use to meAsure succeRs?”

The following is a list of possible objectives for
areending 2 fair, with some examples of ways
that your firrn can measure the extent to which

Objectives: Measure of success

Raise swareness of firm

Sell products ar take arders

The number and value of orders taken

Meet with esisting costoumers

The number of existing customers met

Comducy mnrker rosenrch (For cxample,
solicic feedback on new produces or services)

The amount and quality of information
gathered

Canduct competiser rascarch

The number of iwoes stadied

Secure contraces

The value of contrace(s) iniriaved

Find foccign oc local partaces

The number of leads v povential partoers,
the pumber of x cundidaves sod vhe

pumber of intexviewed

Leary. abow prodincts, processes
ndmhnh;s:

Secure leads and contacts

The pumber of visiting the booth
and the sumber of lead cards complered
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The quality of information gathered

mm'nmu

The aumber and quality of leads and contaces




List ali possible objectives you may wish to
achieve ar a fair, then review the fist and rank
each obiective by priority. High-priority
objectives might include making sales or
gencrating sales leads, promoting your producr
and company, analyzing competitive products
or getting 2 general introduction to the marker.

Establishing a budget Business to Business
Markesers: Keep in mind a
Although trade fairs can be very e of thumb determined
successful rools for reaching &y +he CEIR: Business-to-
potential clients, they are business marketers spend
expensive and have many cost ay mwch as 35% of their
clements. Without a fixed annual marketing budget

Uhtimately, one or two objectives will stand out
as being of primary importance. Therefore, you
should channel most of your fair-related efforts
into mecting these objectives, because it is casy
to lose focus at a trade fair. There are many
types of visitors, many activities and many
opportunities to explore. It is therefore crucial
to focus on your top-priority objectives 1o
ensure that you succeed at the fair.

You need a list of reaiistic objectives in order to
determine which trade faits your company will
artend, what importance the trade fair budge:
should assume in cerms of the overall marketing
budget, and what image your company wants
to create at trade fairs. The list will also dictate
the way you will measure the resuks of the fair
and how you will pursue your follow-up
strategy after the trade fair.

In addition to the overall corporate objectives
and realistic targets you set for the fir, you
need o set out individual responsibiliies and
goals for the people working at your stand.
These should include the number of hours they
spend ar the stand, the number of hours they
spend working the floor outside the stand, the
number of product demonstrations they give
per hour and the number of leads they generate

per day.

budgetary target, it is casy o on trade fuirs
overspend. So you must be well

prepared for a trade fair to

SRSUIC YOUT company maximizes

the benefits of it. Treat 2 trade

fair as a profit centre, like any

other marketing expenditure.

At the outset, establish a global budget for trade
fairs, using as a starting point the total number
of annual trade fairs you are considering. If you
are new to the trade fair world, spesk to the fair
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 exhibiss,
managing pre-fair promotion, training trade fair
personnel and administering trade fair budgers.
These professionals are good sources of
informarion for budget estimates.

To participate in a trade fair, your company will
incur costs for the following kinds of items:

* exhibit space, which typically accounts for 15
to 25 per cent of 2 company's total trade fair
budget (basic costs for exhibit space are most
often quoted on a "square metre” basis);

® show services, mchascicmkitymdhbm;n
* purchase or rentzl of the exhibit, including

any design or local construction services
needed;
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¢ shipping of the exhibit, including transporr,
set-up, dismanding and retum
eransportation;

» marerial handling (also known as drayage icis
20 on-site cost to move your exhibit and
products from the loading dock w your sand
area. Material handling is usually billed for
“in and owt”. I you are not sending back the
can be Jowered at the time you pay your bill)

* special equipment for demonstrations or
presentations (display screens, VCRs,
computers, slide projectors, overbead
projectors);

*» brochures and other printed marerials,

h ' “" iting, desion, tation and
prioung;

* registration fees;

* travel documents (foes for passports, visas);

® special permits and cxmess for samples

¢ trave] to and from destination;

» incidental travel (taxis, parking, car rentals);

* accommodation (hovel, meals, per diem,
incidentals);

» hospirality (for clients, contacus);

» fair services, inchuding fumniture renaals,
compaiter peptals, elecerical hook-ups,
janitorial services, security, wiephone services
and insursace;

» business cards (translated into the Jocal
language and reprinted, if necessary);
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* production of sssples o software for
demonstrations;

s additional staff, i necesswry, o saintain the
saand and demonstrate products;

* staff waining: snd

* pre-fair promocion, including pre-fale relesses
sent w trade and business pesiodicals,
advertising in the fair guide, local eadio

Estimste all of these comx in advance whea
planning the anoual marketing budger. A
budger for each teade frir will help you focus
your trade fair program. Tv will introdhsce an
element of control 2nd encourage you to avoid
cost overnns, 1he trade fir coordinaor, the
trade fair effort should be acutely sware of the
overall budgers and dhe spending constraints
eitablished for each of the cost ivems.

; ina shiooi
Carefully read all thw documentacion the trade

arrangements may be required for goods you
are sending to the fair. If such arrsagemenn are
needed, you should be familiar with them at
the outser of the plmning process and be
prepared to meet all related deadiines.

If you have w naake your own shipping
arrangements, check st with the fair
organizers @ verify when they can receive goods
and how you must pack and label themn. Make
alt arrangements with the shipper as carly »
possible t0 benefit from the least expeasive



shipping modes and rates. Shipping as early as
pussible also ensures that customs problems
{should they arise) are dealt with carly and the
goods arrive in time for the fair, According to
Jenny Singer of FCI Fisker Cargo Inc., when
selecting a shipping company, make sure you
select someone with exhibit forwarding
experience, "shipping to Germany and shipping
to an international trade show in Germaay are
like night and day; you have o know the rules
and regulations when shipping exhibits and
products to trade shows”. Ask che trade fair
organizers whether there is an official show
logistics company, While these services are not
always the least expensive, using an official

- supplier can guarantee on-time delivery and
saves countless lase-minure hassles.

Tip: If you are parriciparing in a Canadian
LPavilion find our if other exhibitors want to
consolidare their shipping and then share the costi.

Travelling with samples and
display products

You will find it easier to clear customs in the
destination country with samples and display
products if you have an ATA camer. The carnet
acts a5 2 merchandise passport that makes it
simpler to take temporary imports such a5
samples and equipment into more than 50
countries, and to leave with them later.
Cuseoms authorities in most developed
countries accept camets. The document is their
guarantee that all duties and excise taxes will be
paid if any of the items listed are not raken out
of the country within a year.

Carnets can be particulary useful when you are
coping with a language barrier as well as the
usual bureaucratic hurdles. Carners also cut
costs—without one, you may have to buy a

temporary import bond or pay all tariffs and
excise taxes when you enter each country and
claim a refund when you leave,

You can ger an ATA carnet from the Canadian
Chamber of Commerce at
http:/lwww.chamber.ca. Carner fees currently
range from $85 to $395 for chamber members
and from $120 to $435 for non-members,
depending on the value of the goods. Normally,
a carnet is valid for one year and can be used 2
number of times.

Conducting a pre-fair market visit

The international trade fair you plan o attend
may areeace 2 lot of local companies. As a resulr,
it is often worthwhile to plan a pre-fair market
visit to familiarize yourself with the loca
culture, market dynamics and businesses,

The Canadian Trade e -
Comsmissioner Service in the Puut m ‘W‘”@W “
destination country can help FONMUBILILLON DRjctines,
you develop an appropriate including concept, sheme
itinerary. Depending on the and ideas on how your
nature of your business, you products or m may be
may want to visit potential Mmmm
customers, visit retail or specific details W
wholesale operations, or talk 1o~ ™ e progrom,

industry experss. You can find Brace £. Smidh, Exhibic
contact information for the Manager and Dusigner

Canadian Trade Commissioner

Service in the InfoExport Trade Commissioner
directory (htep://infoexport.ge.ca). In
addition, a Team Canada Inc online guide
called Planning a Business Trip Abroad provides
planning advice for international trips. It is
available at httpi//exportsource.ca/trip.

’



Assigning responsibility

At the outset, you should choose 2 person
within your company to assume responsibility
for all aspects of trade fairs. Since participating
in a trade fiir involves numerous casks and
companies should choose someone for this role.
In a small or medinm-sized company, this
person should be a scnior manager. A middle
manager would assume this role in larger
companies. In all probability, this individual
will delegate various logistical aspecrs of the
fairs but will remain the central point of
command.

As soon as your company identifics its trade fair
objectives for the year, the person responsible
should immediately build an in-house team. If
your company plans to ateend trade shows
reguladly, the same person should be responsible
for trade show logistics on an ongoing basis, so
thar the company can draw on his or her
expesience.

Designing the trade foir siond

The CEIR estimates that 85 per cent of the
people who artend wade fairs hedp their
visitors are potential clients, 50 you must ensire
that your company's stand is impressive and
reflects positively on your company’s image.

Ask the show organizers o send you

from the previous year's show, if
possible. Often, a visual of the event Jocation
will give you a clear sense of the venue and how
your stand will fir invo it
The main purposes of pour stand are 1o

differentiate yous firm from it competitors and
to attrace attention quickly. This does not mean
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that vhe stand must be luge and imposing. In
fact, quite the conteary; 2 well-designed small
stand may be vinully sppesling sod

When choosing 2 stand, focus on praceicality
and creative design. With one glance a the
stand, visitors should be shie vo grasp

*® the company’s name;
» the company’s product o sexvice; and
* how the company can solve their problem.

A trade fair stand should be infoemation driven.
It muse also have the right combination of
lighting, open space and geaphic prescatazion o
help visitons focus and separase themselves from
the noise level of the crade fair.

A stand that uses new, hghtweight mescriaks,
which reduce shipping snd set-up tiee as well
ax crate, labour and wonge costs, offers many
advanuages. To same exment, your company's fair
invessment you will make in the sand If your
company has 2 busy fair schedule, 2 brger
investment in 2 sophisticated stand may be
moncy well spesit.

1€ you are new o trade fuirs, consider renting 2
stand for your fir effort. Find out what works
well and what should be modificd, then e this
experience ket if you buy a stad. i you do
buy a seand, makoe sure participants do » dry
run by setting up the stand st home before
heading to the first event.You can buy oade
stands as off-the-shelf, modular ieaxs &
nceds and dwn work within your budget
cuviom design a sand. When dwosing a stand
 buy or rent, bear the following things in
mind.



* Befors deciding how your company will
mount its stand, obtain 2 floor plan of the
hall where the trade fair will be held.
Whether the stand is rented or purchased, it
should be versatife and adaptable to changing

environments.

® Despite the variety and increasing quality of
modulsr stand systems, they are recognizable
as pre-fab systems when sitring next o
specially designed stands. Therefore, carefully
consider whether you need something
unique. Make sure the stand includes
adequare space for demonstrations if those
are a fearure of your company’s plan for the
trade fair.

* Consider the boath’s comfort and traffic
patterns, and the ease of working within it
Fot example, 2 table or counter of some kind
shounld be available to hold marerials.
Cushion flooring may case wear and tear on
the feet of personnel who will be standing at
the booth for hours on end.

« Seudy crade fair regulations. Some limic the
width and height of stands, and limitations
may also apply to side panels that can
obstruct aisle views. There may also be
regulations regarding music, lights,
demonstrations and other factors that may
distupt traffic flow.

* The booth must appeal to the target market.
For example, a target market of computer
technicians will expect a booth to have
operational computers running interactive
programs. Firms should not pinch pennies on
the fina creative touches: the finer details of
a hooth are importaat.

* Certain techniques will attract people to your
stand. For example, movement created by
items like revolving picrures or running signs
repeating the company’s message, grabs
attention.

o If you are part of 2 larger, Government of
‘Canada sponsored Canadian Pavilion ar an
international trade show, you may be one of
many exhibitors sharing 2 multi-unit display
with 2 Canadian theme. However, while your
stand hardware is pre-determined, you still
need to find ways to create your space within
the Canadian Pavilion so that you will stand
out and attract the right atendon.

e Finally, stand portability and versatility are

_ important features, especially if you expect
your staff to put up and ke down the stand

ar each site,
Choosing ¢ location
ng Locating close to
When you are reserving space, 7 ‘:jﬂ”g S
present you with a floor plan compliment yours can

and ask you to select a preferred POV opportuities for

{ocation in the exhibir area for MM refervals and
your stand. In some popular serease é’ mumber of ‘

shows, space selection is !

minimal, particularly fornew M8 by you space.
exhibitars. As you establish your

seniority, you will have the option of changing

space year after year. You should not take this

selection lightly. Generally, it is best to find a

location in the heart of the trade fair exhibit

area where visitors ate likely to be fully focused

on the fair exhibits. Consider the following

additional factors when selecting your location.
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» Moat people walk 1o the right when cntering
an exhibit hall and skip the front exhibits.

& Comer locations draw traffic from two
directions. As a resuks, dey tend w creare
betrer cxposure and generate greater levels of
inrerest.

® Visitors often skip dead-end aisles.

o Spaces near exits, restrooms and food areas
tend o be high-traffic areas, bur the people
exiting are often focused on leaving (making
scand stops less likely), while the people
entering are not always focused when they

« Spaces near freight doors are often congessed
with late arrival (set-up) eraffic and early
departure {rear-down) maffic.

» Building columns or obstnactions visually
block some spaces.

« Locating closc to your competivors are pot
favourable, a5 you will not want your
competition constantly sceing who is visiting
your stuad.

» Locating close to companies thar scll
refrrrals and increase the pumber of well-
qualified customess walking by your space.
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personndd who are good at these functions.
Teade fairs are very demanding snd you cannot
affoed to pur people s de stand who cannot
cope. There is nothing » povential client will
remember more than visiing 2 stand whene
staffers were openly tired or bored.

Ahthough companics vend w seoff their cxhibies
primarily with sales persoand, dhere is 2
growing trend wward bringing in knowledge
experts. You should have 2 key pesson whose
msin contriburion is to peovide in-depeh
knowledge of the product or sexvice. Such
individuals Sl & vital role. They st
resource people for the sales seaff snd anvwer
The presence of senior officisls who can alk
directly w decision-makees alvo enhances the
credibility of your company.

Nocr: See thhe noct chapeer, “Succenful Trde Faiz
Strwsegier, ” for seeve informacion sn bovth



Checklist and timetable for
exhibiting overseas

The following checklist and timetable can help
you develop a critical path for participating in a

trade fair. It identifies the key milestones

involved in preparing for 2 fair. You should set
these against daves by which certain tasks must
be completed. The exact order of tasks will vary

from one event m another.

These are recommended minimum timelines.

Depending on the complexity of your program

additional time may be required

12 months before

O3 List key steps.
{] Define goals and objectives.

[] Set a budget.

12 months before
Do rescsrch

[ Find out about the fair: attenders, costs,
potential benefits, etc.
Tulk to

[ event organizers;
L] experienced Canadian firms;

L} Canadian officials at DFAIT,
International Trade Centres, industry
associations and other organizations;

] members of bilateral business councils;
and Canadian trade commissioners in
the host country.

6 months before
Register for the fair

[ Register as an exhibitor or a visitor.

[) Mail contracts for the fair and sead
reservation deposits.

& months befors
Event specific

{_] Complete applications

Apply for

[} the Program for Expert Market
Development (FEMD), if relevant;

3 a carnet for samples;

[ special permits, such as those related to
safety and health;

(] updated passports, if necessary, for all
attendees;

(1 visas, if necessary, for all attendees; and
[ health and immunization documentation.

& months before
Define strategy

{.] Brainstorm to define your approach, main
messages and differentiation strategy.

[ Plan your exhibit and booth space.

[ Decide whether you will design, construct
of set up your own exhibir, or employ

consultants. Finalize arrangements for this.

[J Decide what samples you will need and
ensure they will be available.
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4 months belfore

Buy, rent or prepare display equipment
and stand

[} Define requiremenss.
] Source options.
3 Test assembly and disassembly.

4 months befors
Produce promotional materisls

[0 Determine and arrange for pre-hait
publicity, public relations, show hterature
whe will produce and transdae it, and
finalize arrangements.

[] Deveop any demoustrations, presentations,
sofeware, videos, brochares, business cards
and so forth that you might need for the
wanshating, laying out, pmofing and
producing the materials.

3 months before
’ Mivpi

(3 Determine whar you need 1o ship
(sumples, stand, display equipment
and 3o forth) and whar can accompany
the team.

(1] Arrange for shipping so that goods arrive
in time for the fair.

£ Make sure all marerials to be shipped are
available on time.
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[ your markering spproach.

2 months before
Make truvel sevangessansy

[.] Finalize the ceam chae will go overseas.
[ Reserve fiights oc odher transportation.

D) Reserve hotel accommadations (up %0 one
year in advance, depending on the veue).

) Esrablich depurtore sad asival procedures.
[ Learn about castomns procedures for

1 month befere

Pro-fair propacation

[ Test equipmen.
[1Do 2 dry run of the stand setup.

£ Plan for contingencies.



Using successful exhibit sirategies

There are many strategies you can use to ensure
a successful exhibit experience. The following
tips will help you attain a professional trade
show image. :

Employee identification

Each person staffing the booth should have
clear identification badges, Not all trade show
organizers provide exhibitor badges, cherefore,
you should always bring your own company
badges. :

Business cards

A very important wool for personal contact at a
wade fair is 2 business card. Business cards
should be printed on both sides, with one side
carrying a transladion in the language of the
target market. [n some countries, there is an
elaborate etiquette involved in presenting
business cards. You should research this
‘etiquerte and understand it well before having
the cards printed.

Litcrature

Literature is useful for reinforcing product or
service knowledge and retaining attention after
the trade fair. It is also 2 terrific method of
giving prospective customers information about
your company and its principals. Amendees at
international shows avoid excess paper.
Experienced travellers take only what they really
want and need. Ofren, they appreciate an offer
o have literature sent o their workplace,

As a result, many companies prefer to get the
names of visitors interested in the exhibited
products or services, and then send corporate
information to them as part of the follow-up
the fair. Another approach is 10 make cotporate
materials available on request only, after 2
person has been idencified as a good potendal
lead. S1ill other companics advise that materials

sh;mk% bc t;mzlabl; t;)foacamiali . ot shosld
who visit the stand. If you chose be paid 16 the hey

to bring literarure for everyone, . spoken in the

consider producing a one-page country or region you are
summary with a request form for axbibirh ::,x(}e::m&{y
additional information. e .
the local language is
Lo ‘ primary, follcwed by the
Medi .1 languages spoked by seaff.
Regardless of what other material There are many creative

you develop for a trade fir, you wiays of communicasing

should prepare a basic printed .
media kit with a cheme forall T A ithos

media. This is integral to the « lot of et
muarketing process. The kit m,_ Mﬁ’fﬁ?ﬁg )

should conain background

information on your company, a product
catalogue or service descriptions with
illustrations, photographs, testimonials, and
compelling exaraples of how the product or
service has helped clients, Print price lists,
delivery schedules and terms of payment
separately ro accommodare constant changes in
these areas.

Send this medis kit ahead to any known media
prospects. It builds credibility and can bring
highly motivated media representatives to your
stand. Again, print the kit in the local linguage
as well as English and/or French. Translations
are best done by a firm from that marker (the
Canadian Trade Commissioner Service in that
market can make recommendations). Special
ateention is needed to aveid embarrassing and
costly mistakes. Poor translations, especially of
technical and semi-technical instructional
material, will not only confuse the reader; they
can also lead to legal problems.

Design and write your copy with translation in
mind. Avoid slang and unususl expressions. In
non-English- and non-Freach-speaking
countrizs, examine the meaning and
acceptability of brand names and logos used in
Canada. Make sure that no negative or
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inappropriate connotations are conveyed. Make
sure that colour symboels used in promotional
material are sensitive o local tastes and
consumer preferences. Also, bear in mind that
languages spoken in more than one country can
vaty greatly, both nationally and regionally

Many fairs have & media room thae will display
news releases from exhibivors. If you have news
to announce, a large, focused trade fair is often
3 good venue w do so. Media tend 1o cover
these events and journalists look for nuggets of
newsworthy maverial. Furthermore, the fair
often has its own internal methods for
distributing fair news cach day. If you use chis
have simply repackaged into 2 news release
formar will generally be ignored. Finally, if you
have never written a news release before, do
some homework on this ropic before the fair.
Many worials on the Interner will help you
develop an cffective news release. Search for
“how to write an cffective news release” using
any good search engine and you will quickly
find assistance.

Ocher marketing sids

A host of other marerials could be useful in
promoting a producy or service. These include
videotapes, sudiocassertes, CI-ROMs and
disieties. Be sure v check the formaming of
these wols in advance 1 be sure you comply
with local standards. In addition, a considerable
amount of marketing is now done online. A
corporate Web sive with a fair-specific link can
powerfully complement your participation in 2
wrade fair,
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Dioplay iseus

I your company sells producs, disphey oaly
core products and new products. Prosenting the
and may oot conttibute w the overall image of
your company. By displaying oaly core
products and new prodacts, you focus visitors”
acention on whax your company does and on

Trade fair expere Barry Siskind suggests that a
Eve demonsteation is a key dement of 2
successful trade fair sand. If your company i
going 1o do demonstrations on site, you must
prepare well in advance and make sure the
demonstration is informative, concise 2ad
polished. Use demonstrstions char spply
directly o the product or service, delivered by a
person whe i comfortable performing i public
and ralking o crowds. Choose demonstrators
based on their skills, not their seniocity in the
company. These skills should inchade product
or service knowledge; comdort in public
sectings: the sbilicy o articulste the advantages
of the compary’s products or services; the
ahility o project 2 frvourable image; and the
ahility v speak the kocal laaguage.

Signege

An exhibic should be 2 three-dimensional,
informative selling vool. However, visitoes will
not spend & loc of time reading leagdhy signs.
Signs should be bricf, bold and displayed st eye
Jevel or above for the highest possible visibilicy.

Frometional pewducts
Promotionsl peoducts, or preaiams, are seall
but imporeant tools st a trade fair. These
“branded” iwms, which help you leave 2
angible impression of the firm with visimes,
might include pens, lerter openers, laminaved
business cards oc key chains. In sonw markers,



visitors appreciate receiving something
"Canadian.” There are as many possibilities as
there are exhibitors at a fair. Premiums 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 onc o foster

personal interaction. They can be a great way of

thanking someone for visiting your stand.

Videos

Some products, such as construction equipment
or in-ground swimming pools, are too large to
display. Services are often difficult w physically
portray or demonstrate on the spot. In such
cases, videos serve a very useful purpose because
they captitre visitors” attention. If you are
planning to use a video, keep the following
suggestions in mind.

* The video should be short and snappy,
getting right to the point. Two to five
minutes is the maximum time for 2 trade fair

_

* The motwo "a picture is worth a thousand
words” applies particularly well to the trade
fair environment, whete many noises vie for
visitors’ attention.

¢ The colour and sound transmission should be
flawless. There is nothing worse than leaving
visitors with the impression that the
company’s product or service comes in faded
colours with saowy delivery.

¢ The video should be on 2 continuous viewing
loop.

® The video should also include pictures of
your facilities and staff,

¢ A well-made video can serve many putposes
beyond the trade fair. For example, it can be
used on sales calls or in your company’s
reception arca.

Examples of things that can {and wil) go wrong
include the following:

* your stand doesn’t show up or your products
don't show up;

e an international power supply output and

recepracle are not compatible with North
American equipment
{take a universal power converterl);

» the power goes out at your stand;

* demo equipment gets damaged in

transit; or

¢ a key technical person gets sick.

In fact, the more rechaical your

exhibit is, the more you should mm

consider having at least one ¥ g g

technical support person wrong, i will

available. Be prepared for & worsr-
case senario and have

Bring all documents {re: orders, v mqf ]

involoes, etc) with you to the g your objectives.

show in the event something

gocs wrong and you need a copy

of the paperwork. ‘

Conducting Iraining

A crucisl item to consider in advance is the
training of stand personnel. All staff should
attend a pre-show bricfing, regardless of their
experience. At a minimum, staff should spend
some time with the person in charge of the
trade fair effort to dearly understand the
following:

* their responsibilities before the fair;

» the company’s objectives for its participation
in the fir;
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* the role of each person at the stand and
during the fair;

* the rechniques for promating the company's
product;
¢ how w approach visitors, gather information,

* how to differentisce berween the signaly given
by real porential clients and those given by
browsers;

* how to recogaize and deal with competitors
secking confidential information;

* how to record details of discussions effectively
while working at the stand;

* how to deal with both disacisfied customens
and former clients; and

* how w follow up after the fair.

Choosing appropriate atfire

Dress should be consistent with the fair
stmosphere. Many fairs have a "foel” all dheir
own, relared o the nanure of the indusery or 1o
the venue in gencral. Anviciparing the
atmosphere ar 2 fair you're sreending for the
first time in another country can be neady
impossible. At many intemational firs, formal
business arcire is the norm. Some wade faics are
more reaxed, but it is better for your staff 1o be
"overdressed” than 1o be 100 casual while
meeting customers who are in business atrire.
Staff should be able to assess chis aspect of the
In any event, company representatives must

look profreesonal ar afl times. This is especially
important in the intrrmational setring, where
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saff at your stand may be the only image o
visivor has of your firm. Fine impressions ase
extrenely important, and your soff will be the
front fine of your customer redstions.
responsibilitics st dhe trade fair, and on trade
stand etiquetee. The following tips axe key wo
enhancing your company’s image a a crade faix,
90 you should be suse your representazives
understand them.

* Seaff must not sit at a trade fair. Sixxing gives
an impression of disinterest or boredom.

* Key staff muest always be present s the sand.
Clients who have been invited ® dwe orade
fair may visit and will expect © see specific
people.

* Staff should not et &t the stand. Schedule
breaks o give staff ample opporsiy w ex
in assigned aress.

* Exhibitons should refrain froen ssoking
except in designaved areas.

* Scaff muw always show keen interent o
..

 They must never betray the fact that the houss

arc long, the room stuffy or the questions
rpetitive. When a colleagir looks tred,
ensuret he or she geos 2 ew minwes off w
Ereshen up. Potential clients will sce many
competing products or services ar the fair and
you want them 0 remember your compasy.
Putting a positive face on their first encounver
with you is the best way w do dhis.



Promoting your exhibit

Before the trade fair, your firm'’s objective is to
inform as many people in your rarget audience
as possible that your company will be
participating. By promoting new products or
services that you will announce at the fair, you
can generate interest and enthusiasm. You can
reach your target market before the fair through
direct mail to spexific individuals; telemarketing
to specific people; radio spots in the city where
the fair is being held; business periodicals; and
news releases for selected 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 contacts you
make at the fair. Don't leave the popularity of
your stand to chance.

Some trade fairs issue guest passes to exhibitors
in advance. If the fair has an entry fee, you may
have to pay for these passes. Obtain 2 number
of these advance passes so that you can send
them to existing and prospective clients.
Individuals who receive these passes directly
from your firm will often acknowledge this
invitation by visiting your stand at the fair. If
passes aren’t available, send invitations from
your firm.

Other forms of direct contact before the fair
can also be effective. You can use direct mail,
teiemarketing, 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 preciscly to each
individual. It cannot be stressed enough that
highty targeted, direct pre-show approaches
tend to yield the best resuits. Here are a fow
suggestions to guide your direct mail efforts.

Use a list of key prospects and customers who
are likely to attend the fair.

® Send special invitations to the fair, a
hospitality event, a conference or other event.
These will have the best response.

¢ Create urgency by using an RSVP with
comments such as, "Artendance is limited.
Reserve your seat today.”

* Entice prospects to visit your stand with a
promise such as, "Bring this invitation to the
stand to redeem a special gift.”

® A series of mailings will generate a better
response than just one. Start with an
announcement and follow with specific
details.

Sefting up meetings in advance

If you are travelling a great distance to exhibit

at an international trade fair and you have

identified important customers in advance,

move beyond a simpie 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 unlikely that he or she will turn down ﬁ
your request for a meeting.

If a prospect accepts your request for a mesting,
you can use your booth as a rendezvous point.
However, you should hold the meeting itself at
a nearby location away from 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 dient. If you
are participating in a Canadian Pavilion on-site
meceting space will be provided.

You should also look at the benefits of holding

meetings with representatives of firms that sell
products and services that complement your
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opportunities for one another ar the show—can
be 3 powerful wol.

Checklists for
successhul
m&mmw@m
to follow when you are planaiag your
partkipation in a trade fair.

managerial responsibility

:ng and execuling

a) Assign 2 point of cenal command for your
company's trade fair activities. Have a key
person calist the human resouress needed for
the wade fair.

b) Brainsmorm possible objectives and goals for
participating in a trade fair. Involve affeceed
departments in this process.

) Assign a priority to your trade show
biccti

d) List che two most impormant objectives and
mmﬁmns&»ﬁ:mlmrfmm

a} How will your company artract ateention at
the fair?
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Think abous

[ display vechaiques:

O3 givesways or premiums;
L] demoasations; and

{J videos.

b} Which corpocate msaserials work best?

[} Ansess the information aeeds of visieors to

€) Does your company have 2 trade fair stand,
and does it enhance the image your
COMPany WaOts 1 projece?

3 Is it new or is i tired-Jooking?

] Does it socommodaee the mends of this
teade faie?

[ Does ix project dhe right image?

d} Does your company have all the necessary
information to make decisions relaeed w0 die
stand?

Have you considered

[ dhe trade fair floor phan snd all regulstions
regarding stand sine?



[ the “standard” being set by the trade fir
and the competition?

{ lthe need for adequate space for
demonstrations?

3 whether your budget allows you to
purchase a modular system, rent a system
or design a system for a specific trade fair?

¢} What logistical questions need to be
addressed?

Remember that you will need to

[ pack and label products, materials and the
stand itself for transport to the trade fir
site, including spare parts and repair kits;

[ book a freight forwarder to move producis,
materials and the stand’s components o the
trade fair site wich sufficient lead time;

] understand the customs clearance
procedures for the stand, sample products
and materials;

{1 obtain and complete an ATA carnet;

[J obtain sufficient and appropriate insurance
for the produces and materials in wansit

and on site;

[J understand the requirements for taking
delivery at the site;

[J arrange for warchousing at the site, i
necessary;

(] plan for the time between the arrival of the
goods on site and opening day; and

[ construct the stand on site.

Establishing contacts before the fair and
planning follow-up

a2) Who should be aware of your company’s
participation at the fair?

Think abous

[ existing clients;

{0 potential clients;

[J new leads;

L] suppliers;

{J potential agents or distributors;
0 medis;

[J companies with complementary products;
and

[ Canadian government officials ar the local
embassy, consulate or high commission

b} How should you reach them?

Comsider

(2] personal telephone calls;

0 special invitations;

Daspﬁcixlmmatdteua&c&ixfmmﬁng
yout company;

[ e-mails;
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W

<) What information should your company
plan 1o gather at the trade fair ro be used for
follow-up?

[ Determine what information would be
useful and to whom,

{7 Identify wols you will use to gather the
 formats

[ Determine the process for incesnal

[ Decide how you will respond to interested
visitors after the trade fair.

{J Train stand personnel in techniques for
m‘"ﬂ m&. m’ n-

Design # response shoet to collect

information with space for the following

derails:

[ name, address, phoae, fax and e-mail
address of the respondent;

LT funcrion of the respondent or the
respoadent’s company;

Gpm«mvimoﬁlmm

L cype of follow.up recommended (mail,
meeting, sunples); and

[ other comments.
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Sciting a budger

Conts

Annual bodget

Specific fair

) Exhibit costs at the tede fair
[ the minimum footage allowed
£ extoa space

[ show sesvices (such as furniture renuls,
computer rentals, electrical hook-ups,
janitorial services, security, velephone
servioes, insurance and bdbour)

L] special equipment for demonscrasions o
presentations (display screens, VORs,
compurers, slide projecaoes, overbead
projectors)

[ registration fee

b} Costs associaved with buying or reating »
saand

[ purchase price

(3 design or local construction services nocded
© moust the sand

(3 rentad foes



<) Prometienal costs related to the trade fair

and training by professional trade fair experts

U] company literature {such as brochures,
business cards and other printed marerials,
including writing, design, translation and
printing services)

[J pre-fair promotion, including pre-fair
releases sent to trade and business
periodicals, advertising in the fair guide,
local radio promotions, direct mail
materials and special invitations for selected
guests

(1 staff eraining
[] special demonstration products for the stand
L] demonstration supplies

{1 services of a specialized demonseration
expezt

[ promotional products
[ videos
C3 TV monitor(s) for videos

[] professional fees for the trainer

d) Costs to transport personnel and materials

{[] door-to-door return transit for personnel
and stand

{1 travel to and from the destination

[ accommodation (hotel, meals, per diems,
incidentals)

{7 hospitality (for clients and contacts)

L] travel documents (passports, visas)

[ incidental travel {taxis, packing, car rentals)
(O set-up and dismantling

U return transit for products and materials

[ loading and unloading at the trade fuir site
[ JATA camers

[T customs fees.

[] freight forwarding

¢} Personned costs

[ transportation

[J accommaodation

(] meals and ground transportation
[ extras

[ Nong-distance relephone and fax

[ cellular phone

f) Fair services

[J electrical

L] plumbing

(] janitorial

[ carpentry

L signage

L urilicies

(1 furniture rental
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O phosography
[ welephane hook-ups
{] extra reception staff

[] ser-up crews

2 Pre-fair promotion costs
(] advertising in trade fair publication{s)
[J advertising in local media

[} advertising in trade publications

[ direct mail related o the trade fair

h) Entertainment costs

3 reception fees

L} dinners

[ extras

D Misceflaneous
[ insurance

L) parking st the trade fair
[ speakers

32

Selecting and preparing the perssased for the
trade fair

) Which staffers chould you sdlect o work in
the stand and atvend the oade fuic?

£ the president

[ senior management

[ salespeople from head office

{1 salespeople from the region

a l - -

b} Do they mwed professionsl training o sy of

the following arcas to ensure effecdive crade fuir

pesformance?

{7 understanding stand etiquene

] comprebending the roles of ench person at
the stand .

[J opening lines of communication w
encourage visitors to cater the sund

[ selfing eechuiques tha work a« tade Birs
[ dealing with difficulk people at the stand
[) doing demonscrations

O3 parcicipsting in wchaical seminass

{1 recognizing snd desling with the
-

(] “working”™ the aisles

-



SECTION 4

Successtul trade fair strategies

Managing the stand

Fairs arc stressful; you will suffer from the
physical exertion of standing, ralking and
pedforming from morning through early
evening. To ensure maximum cfficiency in a
high-stress environment, try a few different
techniques.

* Develop and mainnin a realistic staffing
schedule that includes breaks {svery three
hours is preferable). The work schedule
should allow everyone time off to walk
around the fair,

» Conduce daily reviews. You and the other

staff should spend time at the end of each day -

reviewing and clarifying information you have
gathered during the day. This is easier to do
when the information is fresh than it will be
when you return o tegular workloads at the
office 2 week laver. Ensure that each person
knows that this task is a key clernent of being
part of the trade fair team, because it means
the company will be able to follow up the
new leads effectively after the fair. You can
coordinate these review sessions with fun
activities such as dinners, cultural events or
sighseeing,

Working the stond

Before the fair, you will need v hone your skills
to work efficienty in this unique envisonment.
Any pre-fair briefing should include the
following information.

Approaching visitors

The key to an effective approach is a question
that enpapes the visitor in conversstion. The
tradivional line, "Can I help you?" often leads
1o the retort, "No thanks, just browsing.”
Similarly, the question, "Nice day, isrlt i?" may
generate a simple "Yes,” and a vacant look.

Before going to the fair, role play with
colleagues to develop new and more direct lines
that can elicit useful information about a
visitor. For example, introducing yourself to
visitors and asking for their name and the name
of their company can be an effective way w
begin a conversation. Basically, questions should
be open ended and related to the person’s
business. This approach will open up the
discussion and create opportunities to leamn
about the visitor’s business needs.

An in-stand demonstration is 2 natura
icebreaker. Once the demonstration is over,
approach attendees who have participated and
ask them how they view the new information
they have just received,
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The nexr job you need to tackle is information:
afver the trade fair. But before the Rir, you need
o decide

* whether you plan e use the information w
sacisfy che firm’s internal reporting purposes,
o build your sales base or for both purposes;

* what type of information you need w collect
to saxisfy these objectives;

* the methods you will use w gather the
in;&mma »

» which stand staffers will gather the
inf .

+ how you will compile the information; and

* which company enployees will receive the
information for use after the fair.

In his book The Pewer of Exhibic Marketing,
ACTION a5 a guide 1o creating the questions
that will help you decide how & best spend
your time with visitors at the fair and bow o
follow up effectively after the fair. While the
order in which you ask the questions is
irrelevant, a stracture such ss ACTION gives
everyone in the stand a foous to ensure they
collect consiseent informarion from each visitor

A = Avthority

You need to know whether the visitor is a
decision-makey or influencer. In internstional
markers, you can usually devermine this from
the peoson’s tide.
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€ = Capablily

Find oux whether dhe visitor and his or hex
company can use your products or services and
vo what extent. Develop 2 “saapshot” of the
visitor with questions such as:

e "Can you well me s bir sbout your corapany®”

* “How do you bandle your production
overruns now?”

» "Where are you locased?™

* "How are you solving this challenge now?*

T = Tine

While you want o follow up with cveryone xs
quickly a3 poasible aftey the fir, you need w
decide whom vo contact first. Generally, make
visitors with an immediase need your fest
priority. Questions such as, “When will the
need.

) = identity

To follow up correctly, you oeed 2 nvediod of
recording e information you are gathering. A
pre-made lead sheer is the answer. Complese
this lead sheet in front of each visitor. This
gives visitors » seuse of knaportance, as woll &
confidence that you will atrend w0 their
requests.

© = Obatudles

A common trade fair picfall is spending time
responsibility to uncover dicse. Questions such
a3, "It there any reason you can't consider a
Canadian sapplice?™ will do the trick.

I ——




N = Need

This is actually che first question you should
ask. Find out why the visitor needs to be at the
show, by asking questions such as, "Are you
finding the solutions you were looking for?”

Once you learn these ACTION questions, you
can qualify 2 visitor in two to three minutes.

Closing a sale

Depending on the nature of your product or
service, it may be difficult ro actuslly make sales
during the fair. This is especially the case when
you are focusing on generating leads, because
the time you spend with each prospective
customer will be relatively short.

To intensify a relationship with a prospective
customer who has the authority to make buying
decisions, you may want to meet the customer
several times during the same fair. This stravegy
sometimes makes it possible to compress what
would otherwise be a longer sales cycle into 2
few days. It gives both buyer and selier the
opportunity to consult with their offices
between meetings and w develop a relationship
in a reladvely short time.

Each industry is different, so it is difficult to say
whether you can close a deal within the time
frame of any given trade fair. However, the &ir
creates a unique environment that often
eliminates normal hurdies. For instance, the
president or general manager of a firm often
attends major trade fairs. If executives from 2
prospective client firm are also on site, putting
the senior people together—on their own or
with salespeople—-can often accelerate the sales
eycle. This allows you to secure a commitment
without werrying that your proposal will be
quashed when your buyer takes it home for
higher levels of approval.

Participoting in seminars

" Many trade fairs have separate facilities in

which companies can give technical seminars
during exhibit hours. This is an ideal way o
explain your product or service to a jarge
audience. Videos can be useful here. You should
promote technical seminars well in advance of
the trade fair. With a database of potential
clients, you could do this through direct mail.
A press release in the local newspaper can be a
cost-cffective means of attracting people who
may attend the fair specifically for the seminar.

Participating in sponsored events

Participating in corollaty events organized by
Government of Canada officials around the
Canadian Pavilion are a good way for
companies to meet new clients. Some of these
corollary events include matchmaking events
and receptions. As well host organizers may
organize additional events such as luncheons
and dinners,

Holding meefings at the fair
If you have enough staffers at the made fair,

someone should always be free ro conduct
meetings with existing or prospective clients

away from the stand. This is not always possible

but, as noted above, such meetings can create
oppoirtunities t compress normal sales cycles.
You can also use meetings to initiate detailed
discussions with potential distribuvoss or
representatives, and ro discuss strategic alliances
project-based initiatives or other business
propositions with other firms.
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Regardiess of the venue, remember that
"breaking bread” is 2 universal ritual that you
can use 5 deepen and extend 2 business
relationship. The wade fair is the ideal place 1o
suggest a business mesting over a meal-—
breakfast, lunch or dinner.

Olwiously, you need to pay special aention v
cultural norms. If you arc visiting a foreign
country to atrexxl the rade fair, do some
advance rescarch on cultural norms o ensure
that you do not offend your guest during the
meal. In some cultures, it may not be
considered appropriate to discuss basiness
during the meal itself, but the ritual of eating
together can be a powerful business
development wol nonetheless.

Networking at the foir
Networking ar 2 major trade fir is 2 double-
edged sword. On dhe one hand, you will meet
with opportunitics or connections. Thisisa
natural resale of effective networking and so
you should exploit it. On the other hand, rade
fairs can create fatigoe and boredom, and
colleagucs may artempt o pass the dme with
you by wandering into your booth, then

g and sustaining an ongoing dish

The larser situation is common at fains, yet it is
not really networking. It can distract you and

your staff from your main gk of greeting and
your staff in advance on ways to quickly

and hotels are just a few places where you can
nerwork at 2 fir.
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SECTION & _ _
Posttrade fair activities

market visits and meetings

m&zz‘r

As noted previously, the international trade fair
you actend pay artract a lot of local companies.
As a result, it is often worthwhile to extend
your visit beyond the trade fair dates. Then, if
you run into prospective clients with significant
business 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 details and can provide other
guidance. You can find contact information for
the Canadian Trade Commissioner Setvice in
the Infoexport Trade Commissioner directory at

httpi/finfociport.ge.ca

Debriefing staff

After the trade faic, your company will face two
principal tasks:

* following up potential leads; and

*# evaluating the fair to determine its true
benefits, ideas that worked and areas that
could be improved.

To make this easier, you should immediacely
and theroughly debrief all staff involved in the
trade fair. It is important to review all lead cards
while the information is still fresh in the minds
of those who collected ic.

This debriefing gives everyone an opportunity
to discuss the business leads they collected. In
some cases, visitors will have had discussions

* with more than one person at the sand; in

other cases, booth swaff will have talked with
more than one person from a prospective client
company. [t is important o reveal these
relationships and related details to ensure that
your firm has a complete picture of each of the
feads identified.

During the debricfing, solicit comments about
the fair, competition, visitors and logistics, and
record them for future consideration.

Following up leads

Trade fair experts recommend that you contact
clients and potential clienss as quickly as
possible after the fair. The quality of the
information gathered at the trade fair comes
into focus during this step. If you gathered data
consistently, you can undertake a very fruidful
follow-up campaign.

The success of any follow-up campaign starts
long before the fair. You need a clear
understanding of how you will do business in
this pew market. It is crucial to know whether
you will make contact with each prospective
customer using local representation or internal
staff,

You should give salespeople responsible for
specific products, services or geographic regions
all the relevant information abour leads
generated at the trade fair. These should be the
same salespeople who before the fir, planned
the fetter and telephone contact. They should
be prepared to follow up within: a week of the
fair's closing.
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If you are new to the region and do not have 2
sakes force to follow up on your behalf, you
should have a pro-forma letrer ready w0 mail
when you return o the office. Each letrer
should be personalized, based on the
information gathered at the fuir. In the letrer,
you shounld indicate when a company
representative will be in the region and ask ™
meet with the contact at that time.

Although it usually takes a2 while to do demailed
up by using customized direct mail Ara
minimum, an initial follow-up can be a form
lecter that contains a formal "thank you™ and 2
promise of more direct contact in the near
futare {you can specify a time frame). Alchough
highly tailored responses are preferable, if you
have many Jeads, this approach may allow you
to sustain contact while working through the
denailed responses.

Depending where your market is, you may send
this correspondence by mail, courier, fax or
e-mail. The best method of making contact is
something you need to determine before the
faic

You should abso follow up with the Canadian
trade commissioners in that orger marker.
Trade commissioners are frequendy in contact
with poteatial sabes leads and may also be sbie
to qualify 2 specific leud for you.
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Measuring resuls

To measure the payoff of the uade fir, the dara
gahered at the fair should be colieced in 2
central location and amalyzed in accordance

the planning sages. If you agreed on a time line
for reporting imeermally, uphold i, sad i you
promised w deliver specific informarioa, do so.
Before che fiiz, decide who should receive the
trade faic daca and report.

If you are writing the report, muake mee you
understand how it will contribuae direcaly w0
each person involved. Recognize the key

the benefits w the cons of participating in the

* Did we meet the objectiver?
+ Whaz problems did we encouneer?
& Whaz could we do betrer o forare fairs?

To build internal support for your company’s
ing, trade fair acxivities, your marketi
and salespeople have w prove the benefis. You
need internal support w obain & sufficient

budget sxwd resources for fature trade fair

> - - mn - - ‘I km
what to measure and how to devermine explicit
benefirs.

Tally the sumber of leads generaved and sort
them by region or oype of dient, depending on
your Girm's priovitics. Record the acoual sales
generated by leads from the trade fair wikhin 30
days of the wade fair, within six months, within
one yeur or within a Jonger period, depending
on your sales cydle. Calculate the cost per lead
by dividing the cost of the trade fair by the
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number of qualified leads. Then compare this
figure 1o the cost of generaring the same
number and quality of leads through personal
sales calls or other key means of generating new
leads.

Finally, do the finai analysis of the objectives.
Did you accomplish what you set out to do?
For example, did you succeed in gathering
information on client responise to new
products?

Worksheet: Follow-up after the trade fuir
a) Gather, sots and assess all data coliected.
during the fair from all sources. Enrer lead
information into databases.
b) Carry out the activities outlined in the
follow-up plan established before the fair.
» Channel required information to the vations
“follow-up responsibility centres.”
* Within one week, respond to all visitors who
asked for specific information.
» Send out a form letter, personalized wherever
possible, to all new leads,

* Within two wecks, respond to internad needs
for the trade fair summary and assessment of
the benefits of the fair
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Pediedicals

Pesiodicals chat frequently report on the subjece
of trade fairs include the following:

* Advertising Age (US.);

* Indusrial Marketing Managesaeat (U.S.);

* Macketing (Canada);

* Marketing and Modia Decisions (U.S.);

® Sales and Macketing Management (US.);

» Exhibieor Magazine (U.S.); and

* Expotencial (U.S.).

Koy Web sines
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Note:

This printable version of Team Canads inc's
onfine quide “Business Trip Planning”

hes been made avallable 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 onfine use and that
its format doesnt transfer particularly well to
print format. Specifically, the quide refers
readers to numerous Web resources which
online readers can easily access by clicking on
the links provided: on paper, these referrals
appear as long Web asddresses which make
reading difficult. YOU SHOULD aiso NOTE
THAT, due to space constraints, some long
Weh addresses in this document had to be
divided into two or more lines; it should be
noted that the compilete addresses nust be
entered as one fine in your Web browser.

iIF 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 guides,

please visit ExportSource st expertscarce.ca
or contact us toll-free at 1-888-811-1119.



BUSINESS TRIP PLANNING

Task List

This toal will help small and medium-sized
companies to!

® define thelr business trave! objectives;

& expiore sources of financial assistance for
international business travel]

& rnake alf preparations necessary for a
succassful trip;

« follow up on a business trip abroad.

Using this guide shoufd help to make
international business travel more cost-effoctive,
productive and resuits oriented. it shouid reduce
some of the uncertainties and help anticipate
sorne of the risks associated with international
business trips. Finalty, it will help smatt and
medium-sized enterprises (SMEs) make better
use of the services of Canadian Trade '
Commissioners (www.infoexport.ge.ca/
eservices-e.asp) in the field. if you don't Have
a specific country In mind for your businegss trip,
the following websites may help you determine
an sppropriate international market to visiy

Department of Foreign Affairs and International
Trade - Market information
www.infoexport.ge.ca/main-e.asplace= 2

Industry Canade: Country Specific Market
Ressarch Reports
strategis.ic.ge.cafsc_mrkti/ibinddcfengdoc/
lal.htmd

Canadian Internationat Development Agency:
Country Protiles
w3.acdicida.ge.ca/cidaind.nsffad0ece3490082
b748525633c00539444?0penView

Statistics Caresda - Trade Data e
www statcan.ca/trade/scripts/irade_search.cgi hﬁ

Trave! Information & Advisory Reports
wwe.dfaltmaeci ge.ca/graphics/cosmos/
entry, e.han

The following are the most important tasks
invelved In preparing for an imternational
business trip:

Task 1: Detine objectives: what is it that you
hope to achleve by traveiling to the target
country?

Task Z: ldentify sources of financial assistance;
there are several organizations that can provide
financial support for your business trave! abroad.

Task 3: Pre-travel consultations: there are many
sourcas of experthse, information and advice thet ‘
can heip you pian your trip.

Task 4: Prepare for trip; this step-by-step guide
can help ensure that you do not overiook
anything important in making your travet

preparations.

Task 5: Specific tasks to be completed during
visit! devetop & clear {ist of objectives and tasks

for your trip before you jeave.

Task 6: Review items that may need foliow-up
after trip. the success of a trip depends on the
follow-up that ocours after it is completed.
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Objectives

To ensure that the significant amounts of time
and money involved in your internationa!
business trip are well spent, it's 8 good idea to
define your travel objectives. Be absolutely clear
ns to Wi your expect from: the trip snd maske
sure you have s way of messuring the trip’s
success. The following are some of the most
important ressons for travelling 1o forelgn
maricet. Which of them spply t0 your company?

ASSESSING MARKET

Many business travellars go to » foreign market
o confirm that there are resl opportunities for
them in that market. They want to get » sense
of how big the market is for their product or
servics. |s it growing, and if 50, how fast? Who
are the custornars? How can they be reached?

ASSESSING BUSINESS CONDITIONS

Even though a market may be attractive in
terrres of size and dermand, there may be
difficuities in getting access to it. Travelfing
to & country can teip get 8 sense of the political
aewvironrant st how the goverrment. views
foreign business people.

& What is the social and sconomic ciimate
in the country?

» Can you do business given the country's
reguistory framework (nudes on foreign
exchange, repetciation of profits, taxes,
tariffs, standards, inspections etc.)?

» How wili the country’s infrastracture

{transportstion, telecormerunications.,
irstitustions stc.) affect your business?

o What logisticsl arrangements would you
have 10 ke to deliver your prodocts
or servioms?

DeTerMINING PRODUCT / SERVICE
SUImTABILITY

Irs msany cases, procucts or servioes have to be
adapted to sult focsl conditions. This may be
something as simple a3 putting tabets In the
local ianguage on a prodct. Or it can be as
complicated as redesigning s produrt 1 metch
jocal technical requirements. You may want
(i tha trip to the target ket as 8 wary of
checking on the suitability of sy of the
foltowing:

® prociact or secvice e - doss it trsstats

appropristety?
* sppescance, shaps, colaur?
s marketing approsch, siogens, rneterisis?

® approsch 1o distribution, sales, delivery
sftar-sales sorvice?

& functionality - does it corforrs: to focel
nesds and expectations?

& tachnical standards - do they conlform
o ool standands?
EVALUATING COMPETITION

Foreign trips can be used to aasess
the compeatition,

e What similer products or services sre
sirendly available in the target markot?

o Who provides tham: dormestic firms
or foreign suppliers?

o Whet share of the market doss sech
compatitor corkrol!

» s compaetition intense?

» What are the capsbilities, sssets snc
strangths of the competing firms?

» Can your fiern match them?

11+



DEVELOPING LEADS

Visiting a target market can be useful in
developing valuable contacts and lesds,
Which of the following would be most
helpful to your firm's export strategy:

& brokers and intermediaries
« agents

& distributors

® Suppliers

& partners

» potential clients

ASSESSING RiSKS

A trip can provide insight into the various
risks associated with 8 business venture.
- The foliowing are some of the types of
risks you might want to investigate:

» political. this includes dangers such as
seizure of assets, changes in the sw, changes
in government, and political pressure;

# business risks such as defauits by clients
and customers, partners, suppliers;
non-performmance;

& illegal activity by associates;

» exchange rate fluctuations can heve wn
impact on the profitabiiity of a transaction;

DEVELOPING STRATEGY

Companies may wish to visit & target market

as part of the process of developing a rmarket sritry
stratagy. and choosing the bast mix of policies
refating w product, price, promotion, distribution
and service. [n light of the informstion gathered
during the visit, which of the following strategies
seems most appropriste.

# indirect exporting through a trading house;
® exporting through agents on commission;

& enter into agreernents with locsl distributors
. axport through a consortium of sssociated
firms engage an export management

company hire aciditional staff to manage
the export effort establish 3 branch office
in the target market;

« rely on vcceslonal sales trips to the
forelgn market;

& enter into a joint-venture with a local
partner purchase a local firm;

¢ sell a licanse or franchise

Financial Assistance

Financial assistance is avaliable to companies
that are using international business trips as part
of foreign market deveiopment. The foliowing

Is a list of sources outlining the most important
federal andfor provincial sources of financial
assistanics that are available to existing and
potential exporters. For additional information
about the type of assistance available, eligibility
criterta, and application procedures visit the
following sites:

FeDERAL (GOVERNMENT

Canadian Trade Commissioner Service
www.infoexport.gc.ca’help_e.asp

Program for Export Market Developrment
{PEMD) www.infoexport.ge.ca/pemd_e.asp

Canadian Commerciat Corporation
www.cce.cafenglish/services expfinance.cfm

Canadian Internationat Devetopment Agency:

industriat Cooperation Program
wd.acdiclda.ge.ca/cida_ind. nsF85256 290006

554928525625100813677/dc54003c6e12ba4
c852566f20051 2Zecb?OpenDocument

Business Devetopment Bank of Canada
www.bdc.ca/bdefhomedindex. html

Agricutture and Agri-Food Canada Export
Development Programs
ats-sea.agr.ca/public/programs-e.htm

C e
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PROVINCIAL GOVERNMENTS

B.C. Trade Devetopment Corporation
www.solutionsdu.com/pg/pgbus/
pgbscat/beZ htm

Asberta Opportunity Company
www.aoc.gov.ab.ca

Seskatchewan

www._gov.sk ca/govt/econdev/
Manitobs Trace
www.govmb.ca/itt/trade/index. htmi

Orgario
www.govon.ca/MBVenglish/business/
index.htmi

Gouvernment of Quebec
www.gouv.ge.ca/XmiDev/Site/Dtemi/
Anglais/IndexA. htmt

Ministice de I'fncstrie, dki commerce, de ta
Science ot de la Technologie - Quebec

Governmant of New Brunswick
www.gov.nb.cafindex].htm

Governmant of Nowvs Scotis
www.gov.ns.ca/

Nova Scotie Open to the Worid
cxp!are.goum.af

Government of Nunaws
www.gov.nu. ca/engfindex. iomt

Prince Ecwerd Istand
www.govpe.cal

Department of Industry, Trade and Technology -
Newtoundiand and Labrador
www.comnpusult.nf.ca/ditt/dite himl

Nortrweest Territories
www.govnt.ca/

Yiskon Territories
www.govyk.ca/depts/finance/

REGIONAL AGENCY SUPPORT

Astarntic Carada Opportunities Agency (ACOA)
www.acoa calenglishiindex_frame. htmi

Canads Economic Development

for Qusbec Ragions
www.dec-ced.ge.ca’en/menuhtm

Federat Economic Dewsloprment initiative for
strategis.ic. ge.caf SSGANO0300e. bam]

Wastarn Economic Diversification

Before You Leave...

Thers are muny different inciividaasls who con
help you pian your buniness trip sbroad. See If
you can identity other Canecdian firs that hews
done Dusiness in the target ket and talk to
tham about thelr experiences. A good source of
information about such firms are the biltatarst
businass courncils st Up o promobs trede
betwesn Canade and various countries or
regions. Find out if such s councll exists for
the courdry n which you ars intrested.

You might start your search at & trads support
orgenization In your ame.

{see: www.infoexport.ge calhelp-essp)

A tocst Chamber of Conwreres or board of tree
can help you maks contact with a bilstersl
business council. Sectoral business sssocletions
con 8iso e helpial in Identifying companies
active in foreign merkats,

A ssparats smse to consider s whether or not
thure ace trade missions being organized from
Canucts irsto the target market. If 30, you rmuy
wish to perticipsts in such & mission. Simileriy,
trade shows, convwvercial fairs or sshibitions
offer & good way of making contact, svalusting
a markat. or getting known. You mey wish to
time your visk to coincide with such an svent.
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Once you have done sufficlent preliminary
research to know what you are looking for, you
may wish to contact geographic desk officers
at the Department of Foreign Affairs and
internationst Trade or the Canadian Trade
Commissioner and commercial staff at

the post in the target country.

Thea foliowing is a list of sources that can
provide useful advice and assistance during
preparations for a trip abroad,

Departrnent of Foreign Arfairs and
International Trade - Market Reports

andt Contacts in Your Sector
www.infoexport.ge.ca/main-e.aspfact= 2

Industry Canada: Market Resaarct Reports
strategis.ic.gc.ca/sc.mrkii/ibinddc/
engdoc/l1al.heml

Her Own Way Advice for the Woman

Travetter 1993
www.dfait-maeci.ge.calteaveliconsular/

16009-e.htm

Statistics Canada - Trade Data
www.statcan.caftrade/scripts/tradesearch.cgl

Bon Voyage, But...Information for the
Canadian Travetier
www.dfaltmaeci.ge.ca/travel/consular/bvb 200

J-e.bitm

Trade Commissioner Service Abrosd
www.infoexport.gc.caleservices-e.asp

World Chambers Network

www.worldchambers.com/

Preparing to Leave

Careful preparation is needed to ensure the
success of a foreign business trip. The following
is a checlkdist that can be used to guide travel

preparations,

CHECK TRAVEL CONDITIONS IN
TARGET COUNTRY

Trave!l Information & Advisory Reports
www.dfaitmaeci.gc.ca/graphics/cosmos/

entry_ehtm

SELECT ITINERARY

Decide on where you want 1o go? Which cities
do you want to visit and in what order? You

may want to examine maps of countries at
cliffe.nosc.mil/” NATLAS/index.html.

BOOK TRAVEL RESERVATIONS

What connections are available batween Canada
and your intended destinatiors? When do you
want to travel ! Are discounts or seat sales
avalisble? Visit Airiines of the Web at flyaow.com/

MAKE HOTEL RESERVATIONS

Make sure that appropriate accormmodation wili
be svallable. Remember too that you may have

1o set up meetings with clients at your hotal so

choose one sultable for that purpose.

PREPARE TRAVEL DOCUMENTS

You wiil need a vatid Canadian passport

{see: www.dfalt-maeci.ge.ca/ passport/
passport.htin} to travel to all countries except
the United States. in many cases, you will aiso
need & visa Issued by the courstries you intend to
visit. For cortain countries, you will atso need
evidence of immunization (see! www.hcsc.ge,
ca/hpb/lcdc/ash/travel/immpro_e. htmi)

ar a hasith certificate.

PREPARE BUSINESS CARDS, MARKETING
MATERIALS

Make sure to take suitable promotionat
miaterials with you. At 8 mintmum you wili
need business cards and brochures describing
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your company snd its products or services. You
may also wish to bring stong diskettes, CD-
ROM:s, videotapes or samples. If you are taking
samples or squipment, you will noed a carmet

* (www.icc-itiec.orgl atcarnet.himi) that will

alfow you to take the tams through foreign
customns withowt being cherged duties.

CONTACT CANADIAN POSTS ABROAD

Once your truvel plans are advanced, you
should contact the Canadisn representatives
{www.infoexport.gc.caleservices-e.asp)

in the countries you intirsd to visit, to inform
them of your trip, what you hope to schieve,
and when you intand to srrive. [n many cases,
the posts tan help to arrange wrxd condirm
sppoimmernts with potential buywrs,
procurernent authorities, sgents, distributors,
Joint venture partyes, appropeiste government
dapertments, industry assoclations. siwd others,

ARRANGE MEETINGS

Contact the ieads you have ressarched or that
rve beeny suggested 10 you and arrange for
meetings. Maks sure that the time, place snd
purpose of the meeting i clesr to boths sides.
And be sure that both sides Know how to get
in vouch with sech other if thee s 8 change

in plans.

STUDY RELEVANT CULTURAL ISSUES

Prapare for your mestings by studying business
practicss {see; strategis.ic.gec.ca/SSG/bi1835
de.luml) In the trget countries. Oftan there
are certain do’s and don'ts you should be swars
of that will maks cortact sssier. for mors
information visit the following sites:

MARKET RESEARCH:
strategls.ic.go.cafse_mrkeVibindddengdoc/]a
1.htmi

Embessies in Ottaws www.docuweb.ca/
EmbassiesOttawa/tridex.html

Country Seudies - Library of Congress
lewebi?.loc.govifrd/cs/cshome. st}

ARRANGE FOR ANY GIFTS

In many countries, it Is anstomery to present
small gifts o oontacts a5 » token of apprecistion.
Maics siww, however, that thase gifts ars sultable
10 the accasion and that your intentiors ars not
misunderstood. Selected ke for Internationsl
Business Exscutives and Sophisticated Shoppers
are listed st www.internationalist com
/INTRNTNL/store.bawd

EXAMINE TRAVEL CONDITIONS

Find out as much e you can sbout trevel
conditions in the tanget country. Visit the whbalte
www.intermationalist.com/INTRNTNL/
travel. htral

The following are some topics you might want
to investigete:

& climate arvd Dusines sttire

& local Trarsportation

& dorrwstic alrfines

» intarpreters

» foreign sxchangs rate snd focel currency
& alrport custorms snd forrneiities

& prascription and preventive medications
& out of counry toadical Inmarance

& food

» phone, fax, Ioernet, compite

& nutionst holideys

& businees hours

& srrwrgency irformetion, jocst hoapitel,
& locel criene rate,

& sefety requiremants

& GeparTrs regulations

& how to network in the country
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& stritude towards forelgners in the courttry
o social customs, bahavior, greetings,
gestures, conversation

» hisiness negotistion procedures
» invitation to social functions

» background information on the country
» strugturs srxd outline for data collection
and marketing

& strategy reports

CURRENCY AND EXCHANGE RATE
CONVERTOR

Make sure that you have enough local currency
(see; www.xe.netfict/) 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 vou Ins the form of
US currency or travellers cheques.

WEIGHTS AND MEASURES CONVERTER:
A weights and measures converter is avatlable
at: www.geocities.com/Athens/Parthenon/
8107/ convert. htmi

Checklist

The toliowing checklist summarizes the various
tasks that may be performed during an
internationat busirkss trip. You can use it to
organize your own activities abroad,

* Moeset potential customers and determine
product/service sultability for market

o Confirm market size and growth potential

» Determine an appropriate price level for
yOour product or service

» Obtain data on the competition

e ldentify potential agents and distributors
arxd verify their financial arxl business

strengths/weaknesses

» Locate storage and distribution facilities
» ldentify local resource people

8

e Locate legal and accounting services

& Obtain information about local regulations
and requirements relating to patents, R&D,
technology licorsing and inteliectual
property rights

o Confirm information on regulations
affecting business, shipping, marking,
labelling, documentation, tariffs and
passible norr-tarily barriers

» Obtain information that wiil assist in
preparing a marketing strategy {customer
profiies, income levels, tastes and
preferences, how purchasing decisions
are made, how sales are made)

Follow-up ftems

To get the most out of your trip abroad, be sure
to follow-up after you get home. Your overall
obiective should be to develop and maintain
contact with those you met wha seem to offer
the best prospects for an ongoing business
relationship. The following are some of the tasks
yois may need 1o address Upon Your return!

o Send letters of thanks to those who took
the time to meot with yous.

o Raisa any additional Issues that you may
feel are relevant to the discussion. mi

o Satisty any requests for additiona!
inforrnation from those with whom you met,

o |nform the trade commissioners, or other
Canadian officials who helped you, about
the trip's outcoma. They may have ideas

- about useful next steps to take.

» Prepare any market reports or other studies
that may be reqguired as an outcome of
the trip.

& Raview sction items arising from the trip

and set up a process for implamentation.

1
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Note:

This printable version of Team Canada Inc's
online guide "Responding to Unsolicited Orders”
has been made available FOR YOUR
CONVENIENCE, SO YOU CAN PRINT

THE GUIDE AND READ IT without

connecting to the Intemet.

However, it shouid be noted that the quide was

ORIGINALLY designed for online use and that

its format doesn't transfer particulariy weii to

print format. Specifically, the guide refers

readers to numerous Web resources which

online readers can easily access by clicking on

the links provided; on paper, these referrals

appear as long Web addresses which make

reading difficuit. YOU SHOULD also NOTE

THAT, due to space constraints, some long

Web addresses in this document had to be . L
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 WALL FIND T MUCH

EASIER TO USE THE ONLINE VERSION

AND SIMPLY CLICK ON THE HOT LINKS.

Tao obtain further information on this guide’s
topic or on other Team Canada Inc guides,
please visit ExportSource at exportsoarce.ca
or contact us toll-free at 1-888-811-1119,
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Responding to Unsolicited Orders

This tool will heip the managers of small and
rraciioen-slzed compeanies respond to unexpected
inquiries from abroad., It is primerily itended
for companies that aiready have some
krepwiodge of internations! trade or

WY Just starting Out in exportirig.

Many of the companies axporting today got
started In internationsl trade by resporsding to
an ursolicited inguiry from a potential foreign
beuyer. Typiceity the response takes the form of
a quetation which praovides detalls of whist the
selier Is prepared to offer, st what price, and on
what terms. The potantial buyer can accept the
quotation, negotiate to rodify it, or waik awey
from tw transaction.

Before drawing up a quotstion, the selier must
determine if the finm can Tulfill the order,
sxxarmine all of the factors involved In sending
goods from Caneda to the target coumry,
estimats the costs invoived and decide whather
or pot the proposed transaction is worth thw
sitory. All of this hes to be done soon after
recaiving the raquest, otherwise the potential
buysr may lose intarest. It a compeny has never
exportad, gathering al! of this information
rapessants & significant challenge.

it is siso important to recognize thet & quotstion
represents 8 Jogal commitment thst should not
be takan lightly. Companies that repudiste
undertakings rmade in 8 guotstion coulkd

find themsaives Hable for damages.

Thet is why firms preparing & quotstion will
wark to develop a reasonably accurate estimete

2

of costs, reguiations, logistical requirerments, g
anything sise thet witl heve a besring on the
terms of the transaction. This tarnplets offers

& fraevwork. 1o guide them In thet process.

It witi heip them to:

« understand the process volved in
fsponding 1o an waolicikted order
from sbroad;

« develop an astimate of what price and terms
they nead from the foreign buywr in order
o maks & desl worthwhile:

& DrEpans 2 quotation tht cor: Swrve & the
basls of negotistion with a potentisl
foreign buyw;

& Oraw up the twrms of & cortract with
the forelgn Duyer;

The tool will atso identify end acoess souNCs
of information that uwrs will nesd in order
to perform twas tasks quickly and effectively.

Ganerally, the following staps are involcd
in resporviing to s unsolicioed order.
Task I: irternal Researcti

Task 2 External (Meriat) Rasearch

Task 3: Landed Cost Calculation
Tousk: 4: Quotaion

Task 5: Feastbohicy Test (Dingrostic)

Task & Negotimtion

Task 7: T Contract

Task & Order Fuitiment
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- Internal Research

Unsolicited requests from abroad can come as
letters, faxes or telephone calls. If the request Is
verbal, the call should be logged and the catier
asked for writtens confirmation of the request.
Correspondence should be stamped with the
date on which it is received. Special care shouwid
be taken with requests in a foreign language:
they shouid be transiated professionatly to
ensure they are properly understood.

The first task in developing a response to the
recuest Is to gather information from other parts
of the company. | he objective is to determine
whether or not the firm s able to fuifiil the
order, and If so, at what time, at what price,
and ont what terms. Individuals responsible for
different aspects of the company's operations
have to be consulted to get a picture of how
ready the firm is to proceed ard what impact
the order may have on other operations.

Below are a series of questions to determine
the information you may need and the kKinds
of demands you may require from others in
Your company o structure Your response

16 the unsotlicited order.

AVAILABILITY

Inventory
® |s the item already in inventory?
I s0, how many units?

Marudacturing
s When can the product be produced?

o Would additional inputs be required
to satisfy the order?

# Are product modifications needed?

o What would be the impact on ether
parts of the operation?

& What would be the financiat impact?

www.statcan.caenglish/reserchfother 10.htm

PricinG

Marketing
o What pricing strategy shoufd be adopted?
s |3 this a market in which the company may
want to do repeat business?

DELIVERY

Packaging and Transportation
» Has shipping any experience in preparing
ordars for this market?

» Can it handle any special labeliing or
packaging requirements?

» When can the ftem be prepared
ard shipped?

exportsource.ca/nonframe/engdoc/fie.htmi

TeRMS OF PAYMENT

Financing Exports
s What financial instrumants should be used?

» When shioutd payment be made?
exportsource.ca/nonframe/engdoc/5.huml

Canadian Commercial Corporstion

» Are there any spacial conlitions required?
www.cce.calenglish/services_expfinance.cfin

Export Dovetopment Corporation
- Firancing Services

www.edcsee ca/prodservifinancingfindex_e.hm



External Research

In responding to arn unsoiicited request, it is a
good ides to estabiish ewrly on just how complex
the transaction is likely to be. Intarnationst
trade represerts a higher lowsl of complexity
than does domastic commercs. In some cases,
thet complexity imnposes the kind of additionat
tiorm arxd costs thet could turn a promising deal
into & money-fosar. Companies are well advised
to know exactly what they are getting into
before they commit time and resources to 8
transaction.

Above ali, potentiat exporters need to
understand the reguistory regime both n
Canads sed in the target market and how it
affects thelr products or services. Ragulstions
invariably bring with them a requirement for
paper-work: applications, parmits, approvats,
certifications. Potential exporters will want to
Krow just what documentation will be recquired
and how much timne its preperation will sbsorb.

Beyond rules and raguiations, there are the
logistics of physically moving goods (or people)
from Canada into the target market. How can
this bs accomplished? What costs are or could
be invoived? Wi will be responsible for
making and monitoring these arvangements?
Inciuded in these estimaetes are the costs of
insarance and sny specisl risks thee migit

be incurred in the target markat.

Balow s a tisting that can heip guide you to the
information you will nesd in order to struchure
the dual, calcutats crats and fili oo s guotation.

MARKET INFORMATION

Click hare exportsource.cal £0 acoess various
sources of inforrmation sbaut the market in

cuastion.

EXPORT REGULATIONS

In cortain cases, Canads raguistes the expart of
goods. Some countries are under embargo and
Canadians cannot axport thers. Diargerous and
hazerdous substances are carsfully regulated in
torns of packing arxd transportation.

For more information on export regulstions visk:

Canadian Aucomated Export Oectarstion
www.statcan.cafenglish/exportsfindex xm

Export/imnport Cortrols Bures
www.dfaitmaect.gc.cal~ eichbiepd_home.htm

IMPORT REGULATIONS

Some countries keep out certain products

or impose quotss. Marry meintain tachnicel
stancards, sevvironmnentsl ragulstions, or otfwe
tegal recpiremonts that could seclude 3 product
that Is not approved, deisy s entry or impose
additional costs for apactions and certification.

PACKAGING, LABELLING OR
PACKING REQUIREMENTS

Many countries have reguiations governing how
products s U0 be paciascaics, wiat inforrrastion
should be included on the label s well &5 the
fsnguage on the tabai, and how shipments of
the product are to be pecked.

EXPORT LICENSES

Thers is 2 smell group of products thet recirs
export permits. These include armaments snd

stwirorsnentally sndetgered species.

IMPORT LICENSES

Many countries rquire parmits for the import
of dengerotss or controtied substances, or urs
that might poss & competitive threst to local
PrOAUCrS.
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TRANSPORT AVAILABLE

Four modes of transport are available! air, rall,
truck and ship. Shipments combining two or
more of these modes are called inter-modal,

It is important to determine which made or
cornbination of rmodes represents the most
cost-effective means of physically moving
the product from its Canadian origin to

#ts destination.

SHIPPING SCHEDULES

Once a transport mode has been determined,
it Is important to get some idea of shipping
schedules since this will have an impact on
defivery times. For example, seasonal variations

will affect the availability of ocean-golng

transport.

INSURANCE REQUIREMENTS

Many buyers will require that goods are insured
against loss or damage. Sellers wiil also want to
insure & transaction against default by the buyer.
Fina more information on insurance

requirernents by visiting: -
Export Development Corporation

www.edc-see.ca/index_e.htm

CREDIT CHECK OF CLIENT

If possible, It is a good idea to get seme ides
about the reflability of the potential buyer.
Many developed countries have the equivalent
of a better business bureau, ad craidit bureau
or a charnber of cornmerce that can provide
business references.

Risk FACTORS

Ase there specis! risks (political instability,
economic conditions, climate, etc.) that
need to be factored into the deat?

Landed Cost Calculation

A critical step in responding to an unsoilcited
ordefr i to prepare a reasonable estimate of the
costs your firm will incur In fulfilling the order.
Obviously, quoting too low runs the risk of
losting money on the transaction while quoting
high risks losing the buyer's interest. Preparing
an accurats estimate, however, requires juagling
many additionat factors above and beyond thouse
invoived In domestic production. The most
important of thase are the cogts associated with,!

» preparing the many documeants required
in an internationa! transaction;

» labeling, packaging and packing the
shipment for transport;

» moving the shipment from the polnt
of origin to the destinstion;

& payment of any duties levied by the foreign
government; and

# financing charges, insurance and the
costs of ssuing payment rstruments,

Even famiiiar business cost ftems such as
promation and marketing take on additional
complexity in the International srena since they
right irvolve travel, transietion, and fong
distance telscommunications.

The foltowing is a worksheat that can help you
inciude all of the relevant costs involved in
completing the transaction you have in mind.

Use the spreadsheets betow as a tool to help you

keep track of, and add up the relevant costs.
{Note: Definitions of terminology used within
the tables are given on the foliowing



(#

Foreign agent’s commissions and (888 (r sppioni)

Product Cost Port and lading chwrges
Materials $ Demesrage or storage $
Labour $ Wharface $
Prartt overtuad s Specisl charges S
Procuct modification ] Marking $
Administration $ Lading charges : 3
Domestic financing ke maces |3 Totat, Fres on Bawe” FOB 1§
Totst Domestic Cost [$
Foreign marketing and costs of sale
;Tmu%mdmm $
| Promotions] svents fag. tra tend 3
Cormmunications jag. sephonsit, s} S
Transistions $
Negotistions, lagei fees $
$
$

Torat “Ex Works” (EXW)

Physical prepesation of shipment Cost Internations! carvier
Labeiling $ Freigre $
Packaging $ Cargo iomurance 3
Marking $ [ I PgT— 1
Strapping $ Tarvding chars _
Domestic fWancing b wxeesd |$ U ,s
Other costs of preparation for transport
Special charges 3
Documentation sy we | $ 5 3
Fraight forwarder's fass 3 -
f Total, Dusewas Oucy Ungeta” DO | $
Total, prens mty s wapune | $
Inland Comt
freight : Foreign duties $
1l:o.dkigm - Brokar's fess $
ransport 3 Dettvery to customer s
T Loading charges $
0L, pevenact rendty tor shipmare | 3
Trarsportation 3
$

Tota! “Dvsveras Ducy Pud” ODP




Internationat financing charges Cost
Costs of financial instruments {s.g. istters o cracii) $
Export credit insurance premium $
Discounts on recelvables $
Costs associated with currercy conversions $
Total cost of transaction before profit | $
Margin {in %)|$
Export price| $

DeriNITIONS OF LANDED COST
CALCULATOR TERMS

Produsct cost: This section summarizes the costs
of the physical inputs and administrative
expanses involved in physically producing

the goods.

Materials. What are the costs of the matarial
inputs required to fulfill the order?

Labour: All costs related to the tabour
{direct and indirect) required.

Plant overhead. All costs related to the plant
overhiead. This should Include uttlities, rent,
taxes ete.

Product modification. Any costs required to
modify the product for the new market,
Administration. Any additionst costs incurred
i administering the transaction. 1his may
inchude special charges such as the costs of
hirityg researchers or perforrming credit

checks on the praspective customer

costs required to finance additional production
to fulfill the order,

Totat domestic cost: The totsl of a4 costs
of production incurred in Canada,

Foreign marketing and costs of sales: This
section summarizes ali costs related to
protmoting, advertising and setiing the product
in the foreign market.

Travel and accommodations: Includes alf travel
expenses incurred by your company in visiting
the target market for research, & mission or a
tracie show, and & may inciude the costs of
bringing forelgn partners {agents, distributors,
stc.) from the target country back to Canada,

Promotional events {e.g. trade fairs): Include ali
costs associated with the event (promotionat
materials, reqistration fees, booths and displays,
etc.) except those alresdy counted as travel

EXDONSES,

Communications (e.g. telepbone/fax, courler:
Include aft communication costs (telephone,
couriers, faxes, e-mall stc.) incurred in
complieting the deal or likely to be

incurred in fulfilting the order.

Transiatioms: Costs of transiating promotionst
materials, prochact spacs, labels, correspondence,
ste. into and from the language of the target

country.

Negotiations, legal foes: Include all lawyer's and
legal fees incurred in drawing up the contract.

Foreign agent's comnrissions and fees (if
applicable): Are commissions, finder's fees,
distribution fees etc. owed on the transaction?
These shouid be converted from foreign Into
Canadian currency before being entered

on thisworksheet.




Tocal Ex Works (EXW)*: Tre toxat of ait
production and marksting costs before
shipment. Ex Works is one of the INCOrerms
used to define thie terrms of an Intarnstional
transaction. An Ex Works price inciudes all costs
invobved in producing something to the “factory
gate.” It a transaction were specified as “Ex
Works™, the buyer would assums responsibility
for all costs incurred in moving the goods from
the point of origin to the final destination.

Phiysical preparation for shipment: These are
the costs incurred in labefiing, peckaging snd
packing goods tn a suitable way for tranmsport to
the target market.

Labelling: Produxt. isbels ususity must be in or
at least inclucie the official languagefs) of the
target markat. Thers may also ba specific
roguiations governing the contert of the labais
{e.g. coutrwyh of origine, name arwd sddress of
the manufacturer/producer, a description of the
contants or ingredients, weight, confarmity with
rochnicsl standards o Inspection reguirements
stc. } Faiturs to provice the proper labeiling
could result in goods being stopped at the
border of the target market. Usuaitythe buyer
will speci'y the type of iabeliing or marks
reguined for the destinstion country but a
freigiht forwardar can give you the seme
information, Customs brokersin the foreign
courtry will slso be famillar with the specific
labeliing reguiations recuired by customs
lrspactors.

Packnging: Distinguish between packaging
{which pertains to individual producty) and
packing fwhich covers the way In which an
erties shipment is assambied as cargo. Be
careful to familiarize yourseif with packaging
requirements for your product in the target
country. Reguistions may cali for 8 prochuct type
to be individusily packaged, or packaged in
specific quantities {e.g. by the dogen). Certain
types of packaging (e.g. plastic bubble wrap)
may be required. Other types of packaging my

be prohibitad (s.g. packaging thst does not
show the contants of the product).

FPacking: Individusl packeges have to be
assambied Into boxes, crates, onto skids, or nko
cortainers. The goods must be packed in such s
way a5 to reduce the possibitity of demags, thaft
or spoliage and the buyer may specify how Uwy
expect this to ba done. The packing meterists
you sslact will depend on the size, shepes,
welght, fragility, snd contents of the product;
whathar the product will ship by air or see

snd the time, climate, conditions, s inland
transportation i the destinetion country. Follow
thass guidelires Tor packing your prodauct”

Pack the shipment in 2 strong container. Fill the
containers to capecity. Distribute weight svenly
within the container

Quotation

A quotation 15 5 legeily binding docurment by
which your firm: can respond to an unsolicited
ovder from » potantial foreign buyer. it
represants your commitment te deliveriong »
particular product or service st s particular
price and tims, on the terms specified in the
quotation. Going beck on thet commitrent
Could GNTIge YOUr comparTy s reputation srd
#t could involve you in other difficuities. That
is why it Is important to be careftl In how
YOU DORpMre YO Guintation.

By common agresment smong internatiors!
traders, there are certaln types of information
that should go into » quotation. Thess inciude:
& dwscription of the godds or servioss belng
offersd the price {snd detalls of how it is
calcutated] detaits of how the offerings i to
be packeged whit insurance coverage witl be
provided how it will be shipped and by whom
whatt and wiws will delivery be roede wihnt
documants and inwoices will be tssoed who with
decide thut the order s bess Tulfiiled correctly
how payment should be macs.

(314



A quotation that does not contain il of this
information in sufficient derall will raise a fot of
questiors about the transaction and couid delay
the time it takes to come to an agreernent. [f
certain issues are not spelled out clearty at the
outset, there is a possibility that differing

interpretations can cause disagreements later o,

That, in turn, can delay payments or harm
reputations.

Once you have fiiled out a quotation, take tire
to think about the deal you are proposing, Ask
yourself the kinds of questions listed in Task 5
before you actually send the document o the
prospective buyer.

Below is & ternpiate that can heip you through
the process of preparing a comprahensive
resporse to the unsolicited order.

DESCRIPTION OF GOOD OR SERVICES

The description of the goods must be clear and
specify the type of goods, make, quantity and
how that quantity Is expressed {i.e as units, by
weight, by number, by set etc.). Specify if there
is a spweific quality standard such as an
inspection grade, or product type {deluxe,

regular, economy #tc.). .If the product contains
third-party components they should be
specifiad,

Internationally sccepted nomenclature should be
used wherever passible and Jocal jargon avoided.

Detalls

Terms Offered

Name of Product

Make Idontifier (e.g. serial numbars)

Quantity (and unit of measurement)

Quaiity (grade, type)

Components {if any)

Price

The sulter should specity how a price s
calculated {je. by unit, by weight, by grade,
etc.}), This should then be combined with the
amount to yield a price for the goods.
Additional charges should be broken out and
detailed. These can Include costs associsted

with special packaging, shipping, insurance,
payment of custorns, or any special fees for
which the seller may be responsibie. This should
all be added together to yield the total cost for
the order. The currency of the payment should
be specified,

Details

Tmm

Rate (price per unit)

No. of units

Price of units

Additional charges (packing. shipping, insurance, custorms, or fess, s}

Totat cost

Currency

197



PACKING

If the goods carry labels, wiat language will the o How will the goods be packed for shiping
tabeis be in. What information Is contained on {crates, petexs, containers ec.J?
the labwls. » Are tha goods fragiie?
» How will the goods be packaged (Type of o Do they nesd refrigeration, low humidity etc?

wrapping: boxes, shrink wrap, exc?

e Do they requins special handting (.

» Packaged by wieght, by single units, by expiosives, chemicaty)?

rwsttiples?

Details Terens Offored

Language of labets
Contems of tabels

How will goods be packaged

How wili goods be packed for Shipping ipeets, containes ec)?

Special handiing iraga cimes control, e}

INSURANCE

o Wha witl be responsible for Insuring the
shipment? {Can specify here what insurer Is
to be usad and from which country),

» What type of inmurance is raquired o cover

accidents, spoliage, confiscation, sit perils st}

o How much insurance will be taloen out?

{How muxh of the trarsaction will be covered).

Detatts Terms Otfered
Whie will smange for insurance?
Type of inuxance?
Amount of insurance?

How witi goods be packed for Shipping ipatets, cavainers ex?

Specisl handiing SugMy clnte cnru, st}

10



SHIPPING

& How will the goods be shipped {ocean, air,
rail, truck) and by what route?

» Whe will choose the carrier? {Some
governments will spacify that their nationai
carriers be used).

e Who will make arrangements for shipping
{buyer or selier)?

o Where are the goods to be shipped from?
To what destination (city) are they to be

shipped.

Deatails

Termsﬁ&m&

Maode of transport

Carrier

Shipping arrangeiments

Wi will cover shipping costs?

Piace from which shipment will be made?

Destination of shipment?

DeLivery

On what date wiil the setter ship the goods? On
what date are they 1o be detivered to the
intended destination. If the shiprment iy to be
madie in instalirments, the amounts in each

instaliment and the dates for sach should be
specified. To what piace {(sddress, name, other
coordinates) are the goods to be delivered?

Detalls

Terms Offered

Date goods shipped (secty tf partisl shipmants snc dete)

Date to be detiversd {(psciry if partisl sipmess sna dates)

Place of detivery

INVOICING

o When wiil the setler’s invoice be sent (prior
to shipment, with shipment, after}?

« How will it be sent (separately by air, cable,
mail, fax, etc?

o Wih it be sent with the shipment?

& Wit other docurnent be required (consutar
involcs, inspection: certificates, other Hoerses or
permits?) and If so, will the seller providethem?

Details

Terms Offered

Date of invoice

How invoice is to be sent

Other documentation

1
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ACCEPTANCE AND VALIDATION

» Who accapts the order whan it is delivered
{the buyer, a customs broker {specify rame),
the selier’s agent {specify name)?

» How witl the arder bs irapected and varified?

® Who wilt decide that it the tarms of thw
transaction heve bean Rulfitied?

Details

Torms Offered

Wine will receive the order?

How wii quality be verified?

How will other terms of the order be validated?

PAYMENT

& What finencisl instrument to ba used by
selfer {letter of credit, bill of sxchenge, etc.).

& When is payment to be made {upon detivery

» |s peyrment to be mads In 8 kump sum or in
tnstaliments?

o If In irstaliments, when ars they ow? To
what institution (Lsusily the sstier’s bank) is

o the destinstion, upon scceptance, or st
ime)? payrnant to be mede. Specify nama, addrss
' and scoount ramber.
Details Terms Offered
Finmncial instrument to be used.

When Is payrmant to be made? (e ¥ i ket

To wivich Bank? fseits of sier’s bank, sconun rmper]

12




Feasibility Test

Onea you have comipleted the quotation, and
before you send it, you should look closaly at
the deal yout sre proposing before you send the
quote to the prospective buyer. Even though

it may be profitable, it may stiff not make
serse In termis of the time and effort involved
it achigving that profit, or In terms of

opportunities you may have to forge in order
to pursue this deal. Before you commit to the

negotiation, ask yourself the following questions

in order to evaiuate the feasibility of the
proposed transaction and get & sense of
the terms you shouid be asking for.

o How much time will the deal take?

» Do you have the internal staff to
take on this project?

» Wouid you have 1o get additionat
hetp to carry it out?

» What wouid be the impact of fulfilling the
order on the firm's other operations?

» How much will the deal cost {in terms of
stalf time, material costs, financing, and
other charges)?

& How much does the company stand to
make on the transaction?

» Wbuld the deal require financing,
and if s, can the company get it?

« What would be the impact on other

operations of securing additionsal
financing for this deal?

o Wbuid it preciude getting other types of
financing that the company might need
for other operations?

o What are the other potentisi benefits to
your firm such a3 using up spare capacity,
developing a foreign partnership, testing
a market etc.?

» Are thers significant Impediments 1o the
deal In the form of focal trade barrlers,
distances, regulatory restrictions, logistics
and the like?

o How risky is the deat? Do you have any
information about the Toreign buyer? What
happens to the deal if thers are fluctuations
In exchange rates between Canada and the
target country? How Hikely are such
fluctuations?

e Are there any political risks invotved?

o Are special inputs (materials, components,
ste.} required for the deal?

o Are special skills required {language.,
cultural famitiarity, expertise in logistics,
etc.} to perform the transaction? [This can

serve as a point to where to get these skilis],

If the answers to these questions suggest that
the desl is more complicated than et first
thought, you may wish to adjust the price
upward. If the denl looks extremely complex
and time consuming, you may wish to cut your
iosses now andd abandon the project sitogether,

It, on the other hand, the potential benefits in
terms of revenues, market position, use of spare
capacity or other factors, tend to exceed the
probabia costs, then send your completed
guotation form to the prospective buyer and
move on to the next step in the process.

13




Negotiations

Do not assume thwt your initial quotation will be
accopted in its sntirety Whth 3o many different.
factors affecting the shape of s dest, It is to be
wxpacted that the prospective buyor may wish

to alter your terms. They may need the product
delivered more quickly then you suggest. They
may Uy to talk down the price. They may require
a specific type of packing for the shipment, the
use of a pertictiar mode of transportation or a
specific carrier. When you prepars » quotation,
you are pulting averything on the tabie for reviow
and negaotiation.

If the prospective buyer siters sny of the terms
of the proposal, think about what that doss to

profits, costs and oversll feesibiity. Alw, bulore
agrosing tc any changes, meks sure you gt the
agresnert of the divisiors within your
organization [menufacturing, inventory shipping,
finance atc.) thet may be sifected by the new
tarms. You mey heve to go thwough seversé
farations balfore both sides are stified with

#ii of the tarrre of the proposed treremction.

You can use & negotistion templste to help you
in your disamsions with the forsign buyer. The
following ts ar sxasmple of how the negotistion
tampists can be ussd to keep track of how
various tarrrts ars changed as the quotation
pesses back and forth betwr the perties.

Our Tst Thaie Our 2ng
Frem IF 0 Trwir Response Fiomt Dant
Price | 100 50 %0 75 80
W ship to Ve We ship to custorns | We ship to customs
Shipping | Trey ship final mﬁ shed. They ship to | shed, they ship to finel
aestination fiesal cestination. destinetion.
Trey | Trey spprove, | We arrange, | Wh arrangs, they We srrange, they
srange. | weaTange. | they spprove approve Spprove
This negatiation worksheet is based on the progress of the negotistion. This tamplate

quotation termnplists you filled out to prepare
your first offer to the foreign buyer. The first
colurrn of this templats contains the tarms

specified in your quotation. Columns will then
be added to this Inltisl offer to chart the

14
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De Usact as the besis for drawing up & contract.




DESCRIFTION OF GOOD OR SERVICES

Ttem

Terms Offered / Counter Offer/ Acceptance

Name of Product

Make

ldentifier (sg. seiat munbery)

Q!m‘l‘ltfty (anvd unit of rasurement)

Quality forsm, typet

Components (r )

PRICE

Item

Terms Offered / Counter Offer/ Acceptance

Rate (wice per ut)

No. of units

Price of units

Aaditional charges

{pecking. shipping, insumncs, customs, or fems, w6}

Totas cost

Currency

PACKING

Item

Terms Offered / Counter Offer/ Acceptance

Language of iabels

Contents of 1abels

How wilt goods be packaged

How wilt goods be packed for shipping

Special handling iragiicy cimate control, eec)

INSURANCE

Ttem

Terms Offared / Counter Offer/ Acceptanice

Who wiil armange for insuranca?

Type of insurance?

Amount of insurance?

15
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Ttem

Modie of transport

|Carrier

Shipping arrangements

Who will cover shipping costs?

Specisl handling fragey, clene conrot, we.)

Prace from which shipment will be rade?

Destination of shipmeont?

Ttem

Terms Offered / Counter Offer! Accsptance

Date goods shippec! ipaiy ¥ pese susvaes st}

Date to be deliversd jpesy ¥ pase sipmes wd aowd

Pimdchlhuy

INVOICING

Itern Terms Offered / Counter Offer/ Acceptance
Date of invoice '
How invoice Is to be sent?
Oxtwr documentation
ACCEPTANCE AND VALIDATION
Itern Termm Offered / Counter Offer/ Acosptance
Wi will receive thearder?

How witl quality be verinea?

How will other terms of the order be vatidsted?

PaymENT

Item

Tﬁm%ﬁfﬂmﬂuwm

Finencial Instrument to be used.

Whhart I peyront t5 be Imiie ey in o)

To wihich Dank {dssin of ssite’s back, accsunt rumber)

16

N



The Contract

Orice both skdes have agreed to all of the terms of
the transaction, you are ready 1o proceed with
drawing up a formal contract. The contract witi
recuire some additional pieces of information that
were not part of the original quotation but that
are necessary to provide an appropriete legal
framework that protects both partles,
international trade transactions differ widely, so it
is not possible to design one standard contract to

cover ail cases. [t is advisable to get jegal advice
to raaia sure that the finst agreement is

both comprehensive and fegaliy binding. It is
aiso important to specify what mechanisim will be
used to resoive any disputes between the parties,
should these occur,

Below is a contract framework for your
transaction, which you can use in your discussions
with your legal advisor. The framework witi
Include a racord of the terms to which both sides
agreed diring the negotiations and it can be used
to guide your lawyer in drawing up 3 legally
binding agreement between your company

and the foreign purchaser,

DESCRIPTION OF GOOD OR SERVICES

Detalls

Terms

Name of Proguet

Matce

[dentifier (r.g. sisi numbers)

Wwﬂdmﬁ

Quality race, ypa)

Components fram}

PAfTIES TO THE AGREEMENT

Details

Terms

Seliers

Price

Rate tprics par unn)

No. of units

Price of units

Additional charges
fomking, shipping, Iokrance, s, or e, s

Totatl cost

17
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PACKING

Detadls

Langusge of isbets

Cortents of iabeis

How wit! goads be packaged?

How will goods be packad for shipping
fpathars, cormurars wel?

Special handiing fragitcy. clrmmts cweret, wec)

Detaits

Wiss will arvangs for insurance?

Type of insurance?

Amount. of insurance?

SHIPPING

Detsils

Mode of tronsportation

Carrier

Shipping srrangements

Who witi cover shipping costs?

Prace frorm which shipment will be rade?

Destination of shipment?

DELIVERY

Detadis

Date goods Shippad ity 7 et s s dumd

Date to be deliverect paty ¥ peesot s e soan

Piace of detivery

Date of rwolkcs

Mmsmmm?

Other documentation

18
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ACCEPTANCE AND VALIDATION
Details Terms
Who wilt receive the order? '
How will quality be verified?
How wili other terms of the order be validated?

PAYMENT

Details Terms
Financial instrument to be used.
When is payment to be made? (pecity innatimers)
To which bank (e of seiier's bank, sccount sumbe]

REGULATORY COMPLIANCE

Details Terms
inspections
Standards
Cocles

Licenses and permits

LEGAL FRAMEWORK
Detalls Terms
Which country's laws govern the transaction?

ARBITRATION
Details Terms

What institution or individuat wiil arbitrate
any dispute? %
Arbitration procedures?

19
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Order Fulfillment

Once an agreement has been reached, your next
task is to alert those in your firm whao have

a role to play in implementing it. Generally
this will invoive the same divisions that were
contactad in Task 1 {Internal Research) o
provide Input in the preparstion of the
caotation.

Az this point, you should go beck to the same
divisions 1o inform them thet 5 des! has been
reachad, provide them with the terms of the
agresment, ahvd maks ware that they understand
and agres to the role that they are to play in
implementation. Below Is 2 list of items you
may wish to inciude in your agreerment

with the forsign purchaser.

INVENTORY

o How many units are expectad from
irventory?

* When?

MANUFACTURING
» How many units are to be produced?
o When?

Specity any additional inputs required to satisty
the order. Specify sny product modifications.

MARKETING

inform merketing of the corntract, size of order
and pricing. Give tham detaily sbout the buyer
for totlowp.

SHIPPING

o How meny unks are to be shipped?
On what date. To whet destination.

& Whaet modes of transport are t be used?

o What labeting and packaging requinments
are there?

» Arvy special requirements (.9, refrigarstion,
fragite pecking, ete.}?

o Who is providing documentation?

o What kind of Insurancos |s to be purchesed?
o For how rmucn?

o Who will provide &7

FinaNnCE

Instrurnents being desen up {Invoicss, bills of
axchange, letters of cradit, etc-). Detaits of
purchaser's bank.
# s any specisi finencing rmeded {s.g. to cover
selier’s operstions until peyrment: is received)?
& It 30, who Is providing &7
o Whet needs to be done to ssaure &7

» Any other specisl srrangernents?

1
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introduction: What's the fuss? A

Claire Mida,

avmarketing Strategist, £2 Nedwork g

f ) everything essential .
Tre "Kilier App” for Consumers
How offan g0 you
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2’ N ERENET
How does email marketing
fit into my marksting mix?

Hevin Waish, Media Director, NetX .

Types of email marketing Sabibomtomodo
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Lwareness] Scguisition
Emazil Marketing
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3.
The five essential tools
for email marketing

Egin Townsend,
Director - Technical and Consulting
Barvices APAC, Doubiellick inc,

Click

DoubleClick

1. List management
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Exsential tips for creating
effective emails

Raui Warboys,
Manasging Director, TeguilaiSygney
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Unsubscribe*

To manuasily remove your name and
e-mail sddress from 8 maiting tist,

LISTSERY, or discussion group . tis
different from opting-out.

Viral marketing®

snd encourages peeple to pass along »
marketing message. Viral marketing
depends on a high pass-along rats from
person to person. if 3 karge percantage
of recipients forward somsthing to »
large number of friends, the overatl
growth snowbails very quickly. i the
pass-slong numbers gat too low, the
overall growth quickly fizzles.

Pest Click Tracking®

The process of tracking users actions
beyord clicktirough and on 1o key

areas of the advertiser’s site to
determine whether the clickthrough
resulted in an event such 3s purchasing
s product.
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