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Which of these products can be sold all over the world?
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Global brands
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Global marketing decisions
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Global marketing brand – Disney
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Global marketing advantages and disadvantages

	Advantages
	Disadvantages
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Glocalisation and the local market
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Application and adaptation of Ansoff’s matrix to global markets
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Case study continues with question on next page

































[6]






[image: ]
[image: ]






image3.png




image4.png




image5.png




image6.png




image7.png




image8.png




image9.png




image10.png




image11.png
Global Marketing

Glocalisation




image12.png
Microsoft' tl IJ
Office




image13.png




image14.png




image15.png
. »

WHOPPZR
"~ EXCHANGE





image16.png
Glocalisation




image17.png
2RmA%
TR{R-BER
Yy Tics At

B M. 2015/1/21-2015/8/28
S8H: 2015/8/29-2015/9/21

R Rk B S AR BRI
BAKREFRITIH N R 5 I R
U SRR R A




image18.png
LE PETIT
McBAGUETTE ™





image19.png




image20.png




image21.png
New Coke for Canada




image22.png
o e 08 591 N
St o om0 THE 08
o T s T 17

Yoo PAKE 1T ANy Benes
AN 1S AN 0
YOU Meeo 1m0 e
LLYOU W0 151007

YOUR Ermen e 7o En,
Your LEGrey 15 YOURS TO PIAXE
NOW 15 00R TImE,

=





image23.png
New Coke for Canada




image24.png




image25.png




image26.png




image27.png
itk ﬂﬂmm&ﬂ”Tglus

.200. .250.

Wi el

~300:

K57 111532532




image28.png




image29.png




image30.png
ethnocentric global identity

domestic geocentric
market
integrated
polycentric
platform
responsibility
globally foreign

consumer

strategies

standardised

brand




image31.png
'Yum Brands Bets on India’s Young for Growth

Yum Brands has more than 36000 restaurants in over 110 countries. It is planning a major
expansion in India early next year, hoping to position KFC (Kentucky Fried Chicken) and
Taco Bell as youthful, hip brands in a nation of young consumers. The chain s struggling
in the USA, where the market is saturated. Emerging markets are becoming more
important for global chains as the recession has taken its toll on restaurants elsewhere.

Yum currently operates 72 KFCs and has 158

Seeking Lift Pizza Huts in India. It plans a total of 1000
Yum Brands look to India to restaurants in India by 2015, generating
offset sagging US Sales. about $1 billion in annual revenue.
Change in sales at US stores . .
open at least a year Taco Bell will open in Bangalore by March
2010, then another four or five Indian test
. restaurants will open later in the year.

The menu will be similar to American
restaurants, although spicier and more
vegetarian. With the average age in India
just 25 years, versus 37 in the USA, Yum
a4 hopes to get teens and young adults
hooked on its inexpensive food. The
cheapest menu items will be tacos, priced
2008 09 at 20-30 Rupees (Rs).

0

This year the company opened 27 KFCs in India, double the number opened in 2008.
To appeal to young Indian adults, KFCs are decorated in bright colours; they offer big
flat-panel televisions and seating areas where groups can freely mix. Furthermore, the
emphasis on affordability is very high: a selection of sandwiches at Rs 25 (33p), a snack
box meal for Rs 50 (66p) and lunch for Rs 100-150 (£1.32-£1.96) per head. However, low
price is a double-edged sword; low-cost products may strike target users as low-quality
compromises and detract from the company’s brand appeal.
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Brand Magic in India

The best way to succeed in a new market is to study local tastes closely. Pizza Hut had
previously struggled in India, mainly because Italian toppings didn't suit Indian taste
buds. The launch of a Tandoori Pizza quadrupled sales. Pizza Hut has since launched
many more pizzas tuned to Indian tastes.

There are some parts of the global brand that Pizza Hut does not want to change, such
as air conditioning, quality ingredients, and customer service. There is a fine line between
making sure the brand doesn't lose its international identity and ensuring that it suits
local tastes.

McDonald’s dispensed with its most prominent ingredient in order to respect, and please,
its Indian customers. Many Indians eat no beef or pork, or any meat at all. The menu

now includes local creations like McAloo Tikki Burger and Curry Pans. Around 70% of the
menu is Indianised, and the McAloo Tikki Burger is the highest selling product. While the
menus differ, the McDonald’s experience around the world is consistent. Think global.

Be local.

(Source: http://www.businessweek. com/innovate/content/may2006/id20060508_952455.htm)
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Discuss the extent to which a global marketing strategy is possible or desirable for a
multinational company such as Yum Brands or McDonald’s.
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Discuss the extent to which a global marketing strategy is possible or desirable for a
multinational company such as Yum Brands or McDonald’s.
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Indian consumers

Chinese people are three times richer than Indians. The Chinese market for cars and
many other luxury consumer goods is ten times larger than India’s.

Yet in 10 to 15 years, India’'s economy could be as big as
China’s is today. India’s 1.2 billion people are getting richer
fast. Unlike China’s population, India’s will stay young and
energetic for years to come, so its growth rate could soon
outstrip that of rapidly ageing China.

With 1,500 dialects and a multitude of faiths, India is more
culturally diverse than China. India’s regions vary widely

too, from the richer, more literate areas around Mumbai and
Bangalore to the poorer, less well educated states in the east.

One big difference is that Indians do not have the same
preference for foreign brands that Chinese consumers show.
When Coca-Cola bought Thums Up, the leading Indian cola, it was planning to kill the
brand. But Coke's local managers soon realised Indians preferred Thums Up. The directors
at head office in Atlanta, USA, who prefer their products to be the same everywhere,
were horrified. But Coke now gives Thums Up plenty of shelf space next to its own
bottles and Thums Up is the biggest selling soft drink brand in the country.
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Analyse why Coca-Cola “prefer their products to be the same everywhere” (Evidence B,
line 16).
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Analyse why Coca-Cola “prefer their products to be the same everywhere” (Evidence B,
line 16).
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ExtractE
Jaguar Land Rover to create 1,300 UK jobs to build new car

Jaguar Land Rover plans to create 1,300 new jobs to build Jaguar’s first Sports Utility
Vehicle (SUV) at its Solihull plant in the West Midlands.

The firm has already started investing £1.5bn in the Solihull plant to allow it to increase
production, and it said its workforce there had almost doubled over the past three years
to 9,450. The current employee status of Jaguar Land Rover is 30,500 people in the UK.

The car is called the Jaguar F-PACE, will be based on its C-X17 concept car which was
first launched at the Frankfurt motor show in 2013. The new model is due to go on sale
in 2016. The UK executive director of Jaguar Land Rover, Mike Wright, told that the new
vehicle would not be efficient. He said,

“We spend about £3.5bn on our product investment each year and one thing that we
really focus on is making sure that our future cars are both economic in terms of fuel
economy, in terms of CO2 emissions.”

(Source: http://www.newsnish.com/business/jaguar-land-rover-for-
creating-1300-uk-jobs-in-order-to-build-suv/ 3 July 2015))
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Assess two possible advantages to Jaguar Land Rover of using motor shows as
part of its marketing strategy (See Extract E, line 7).
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