BA 366  - Introduction
Global Marketing

· Class overview

· Syllabus/policies

· Case study guidelines

· Why should we care?

· Javier’s Taco’s

· Macy’s

· GM

· Strategic Marketing Model

· “Marketing Mix”

· “Advertising Mix”

· Sales Funnel (qualification/process)

· “Segmentation”

· Continuum:  commodity ……………………………………………….. one-to-one

· Segmentation should lead to greater sales (or why bother)

· Segmentation/personalization can cost $$

· Find the point where incremental cost = incremental sales

· Some products inherently commodity (oil, paper pulp, …)

· Some products are local by nature (not all cases is 70% of the market outside US – page 15)
· Football tickets for the Ducks

· The burrito shop on 6th Avenue
· A Qwest DSL modem (specific to Qwest)

· Some large organizations MUST go global in order to grow (page 17)

· EPRG Framework

· Ethnocentric (we have all the answers – EuroDisney)

· Polycentric (opposite – every market is unique)

· Regiocentric (clump by region)

· Geocentric (globalization through localization – global strategy)

· Buying globally

· Selling globally

· Possibly both

· Forces affecting global expansion

· Trade agreements

· Access to information

· Transportation/Communication

· Need to spread costs over larger audience (semiconductors, drugs, …)

· Economic trends (growing economies globally; other trends such as fuel prices)

· Leverage (Key talent, economies of scale)

· Restraining forces

· Myopia/Inertia

· Domestic opposition

· Nationalism/protectionism

· Political risk

· Currency risk

· Commercial code

· Local laws


Chapter 2

Buying

Selling

Both

Factors of Production

· Land 

· Labor

· Capital

· Technology

Sales $$





Cost





One-to-one





Commodity





Orange juice for concentrate


$12 Peaches from Chile





Capitalism





Socialism





Communism





Private ownership


Market allocation








Public ownership


Equitable distribution








Government ownership


Government allocation
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