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Starter – tick which definition is correct

	1. A niche is a shallow recess, especially one in a wall to display a statue or other ornament

	

	2. A niche is a comfortable or suitable position in life or employment

	

	3. A niche is the subset of the market on which a specific product is focused

	




Define a niche market here:
________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________
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International business communication
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Cultural differences
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Cultural diversity
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Features of global marketing
Define a global niche market here:
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Complete the diagram
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Selling in a global market niche
	Advantages
	Disadvantages
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@freeblackgirl

Vogue is "democratizing fashion" by not including a single
woman darker than a paper bag in an "inclusive" spread.
10:03 PM - Feb 8, 2017
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Evidence D
Beijing embraces McQueen designer brand

PPR owns a number of luxury designer brands that operate in global niche markets.
These include Alexander McQueen, Gucci, Stella McCartney and YSL. In late 2011 PPR
opened its first Alexander McQueen store in Beijing. It is the first British brand owned
by PPR to open a store in China. PPR plans to expand and open further stores — such as
Stella McCartney - elsewhere in China over the next few years.
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Explain two benefits for PPR of owning brands that operate in global niche markets.
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Explain two benefits for PPR of owning brands that operate in global niche markets.
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Because They're Worth it

LOréal, the world's largest cosmetics business, has transformed itselffrom a French
‘company focused on white women into a global giant whose skin, hair and cosmetic
products are targeted at consumers from Dallas to Delhi, with products ranging from
anti-ageing potions for older Americans to ipsticks for young Chinese.

‘Although LOreal takes a global approach, the company's marketing strategy and use of
brands s focused on market segmentation and the cultural differences of ts consumers.
In China, for example, LOréal reckons that f Miss Yu rides in a car,she's probably 2
Lancome consumer, but if she rides a bicycle, she's suited to the Maybelline brand.

LOréal tailors products to local markets. In India for example, the tendency of some
Indian skin to develop age spots and sun marks has helped sales of the anti-marks cream
‘Garnier Skin Natural Light. Also, LOreal takes potential water shortages in India into
‘account by making sure ts shower products generate less foam.

Inthe US, LOreéalis turning s attention to the rapidly expanding ethnic-beauty market,
projected to be worth up to $14.7 billion annually by 2008. LOréal bought two black-
centred companies, Softsheen and Carson, and integrated them into a single brand that
the company sees as a world-beater.

LOréal has also acquired Maybelline, the U.s. mass-market cosmetics business. It
revamped the brand and called it Maybelline New York. Sales of Maybelline outside the
US. grew rapidly and it is now the preferred cosmetics brand for 4% of Chinese women.
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Evaluate the liely merits of LOreals global marketing strategy of focusing on specific
market segments.
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