67. Global Marketing - Mass or Localised
1. Delete as necessary:

Global media (notably the  telephone / internet, TV and movies), have tended to increase the  differences / similarities  between customers’ tastes throughout the world.  In some cases firms adapt their marketing to suit local conditions (often known as  globalization / glocalisation). For instance, in an example of what is known as ‘thinking globally, acting  globally / locally’, McChicken sandwiches sell alongside McAloo Tikka burgers in McDonalds India based restaurants. In other cases a more standardised, global approach is taken. The iconic car brand the MINI is marketed in a standard way in all the markets in which it is sold. 
2.  Give one reason why:
2.1 A multinational firm such as BMW might pursue a standard, global marketing strategy.

______________________________________________________________________________________

______________________________________________________________________________________
2.2 A multinational might prefer to pursue a localised marketing strategy. ________________________________ 

______________________________________________________________________________________
3.  Match the term to the explanation (write A-E in the space by the correct number):
	    Answer
	Term
	Explanation

	3.1
	Niche marketing
	A. Developing standardised products marketed worldwide with a standardised marketing mix.

	3.2
	Market development
	B. Global consumers sharing increasingly common tastes/views.

	3.3
	Mass Marketing
	C. Selling existing products to new (perhaps overseas) markets.

	3.4
	Glocalisation
	D. Focusing on a small, clearly define market segment.

	3.5
	Consumer Convergence
	E. Thinking globally; acting locally.


4.  Data response

[image: image1.wmf]Coca-Cola, re-entered India in 1993, after having withdrawn from the country in the late 1970s.  Global rival Pepsi had entered India in 1990 and by 1993 had captured a 25% market share – Coca-Cola had a challenge on its hands. Today Coca-Cola controls over 40% of the Indian market.  Pepsi, as it does in other markets, sits in second place.

Success in India has not been easy though.  To achieve this growth Coca-Cola, despite selling the same product worldwide, has had to adapt. Marketing messages such as “Eat Cricket, Sleep Cricket, Drink Only Coca-Cola” have helped connect Coca-Cola to local consumers.  An ‘affordability strategy’ resulted in Coca-Cola introducing smaller bottle sizes at prices as low as 5 rupees (about 6p). To reach its 300 million customers, Coke distributes its products in over 700,000 retail outlets. Rural sales have increased significantly, covering over 175,000 villages and accounting for more than 30% of sales.

4.1 Is Coca-Cola pursuing a standardised, mass-market approach or a localized one in India?

______________________________________________________________________________________

______________________________________________________________________________________
______________________________________________________________________________________

4.2 With reference to the marketing mix analyse Coca-Cola’s strategy in India.
______________________________________________________________________________________
______________________________________________________________________________________

4.3 Analyse two possible issues Coca-Cola might have had in securing success in India.

______________________________________________________________________________________

______________________________________________________________________________________
67. MARK SCHEME: Global Marketing - Mass or Localised
1. internet… similarity….glocalisation….locally

2.1 To benefit from marketing economies of scale; to build brand strength and imagery; to move into new markets quickly (first mover advantage).
2.2 Language/cultural differences make localisation essential; to exploit local sales opportunities (the McAloo Tikka burger); legal restrictions ‘force’ localisation (ie sales to EU countries)

3
	Answer

	3.1    D 

	3.2    C

	3.3    A

	3.4    E

	3.5    B


4.1 A localized strategy (based around the global Coca-Cola product and brand) – glocalisation.

4.2 Product - Case indicates that standard Coca-Cola is sold (although Coca-Cola has had significant success selling other soft drink products, such as juices, in India).

Price – Case indicates that pricing strategy was altered to reflect local purchasing power.

Promotion – Evidence that targeted promotion was adapted to appeal to local consumers (“Eat Cricket, Sleep Cricket, Drink Only Coca-Cola”).
Place – Broad, mass-market distribution strategy (adapted to local conditions).

4.3 Pepsi had first mover advantage (though superior marketing quickly overturned that advantage); the threat of local competition; language and cultural challenges (Coca-Cola had to learn what marketing message worked best in India); pricing challenges (Coca-Cola was initially priced out of reach for most consumers); the threat of ‘fake Coke’ (widely available in India).
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