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Session 5:  International Product Marketing


A product is a   bundle of utilities, a cluster  of value satisfactions. Products can be classified as either goods (physical) or services (intangible).  A customer attaches value to a product in proportion to its perceived ability to help solve problems (resolve wants or meet needs). A product has 3 major elements: the core product, the physical entity; the tangible product (packaging, brand name, features, quality, and styling); and the augmented product (installation, delivery and credit, training, after sale service, warranty).  Other lectures will discuss the aspects of the augmented product.





PRODUCT

 •   The core product:the physical entity; 


 •   The tangible product (packaging, brand name, features, quality, and styling); 


 •   Augmented product (installation, delivery and credit, training, after sale service, warranty).


The importance of the entire product (all 3 elements) can not be overstated. Coca-Cola or Pepsi-Cola is selling more than a carbonated water when either sells a can of cola.  Sold with the can are the aspects of refreshment, enjoyment, entertainment as well as thirst quenching (even status and social acceptability). For Coca-Cola and Pepsi-Cola, the tangible product takes on more importance than the core product.  The customer buys the total product, the combination of the three elements; each individually would not succeed on its own. Different colas have different attributes and each brand is intended to meet the demands of a particular set of target customers. The customer is buying satisfaction, which is derived from a product’s attributes, various features, and characteristics.


As another example, Gillette often has to sell the idea of shaving before it can sell its blades.  In some countries, facial hair is removed with a machete or a sharp edge of glass.  To persuade these men that shaving can be easier and more comfortable (without losing its macho qualities), Gillette sends a van from village to village carrying its salesmen and equipped with all the essentials.  (Free razors are given; however in classic Gillette fashion, blades must be purchased.) In those cases where shaving is common, other factors (primarily economic) take precedence. To counter the discovery that few Mexican men who shave used shaving cream, Gillette introduced plastic tubes of shaving cream that sold for half the price of its aerosol. The product Prestobarba (Spanish for quick shave) was an instant success.


The effect of culture upon a product can be directly tied to the total product concept.  As cultures vary, these differences are noted in tastes.  The core product is often the same (It is the tangible product and augmented product set that typically differ).   Any product has a bundle of psychological features just as important as its physical features.  These psychological features are instrumental in providing customer satisfaction.  Different cultures provide different values to different psychological features. Adoption and potential adaptation of products can be affected as much by how the product concept conflicts with the norms and mores  of the culture as  much as it is by its physical features.  For example, Lever Brothers attempted to introduce their packaged frozen food line into developing countries, where refrigerators rarely existed in the home. Realizing the futility of such an effort at this stage of the countries’ economic development, the company developed and marketed successfully a line of dehydrated vegetables. The company will continue to track development of countries and will introduce the packaged frozen food line at an appropriate time when the infrastructure (markets with freezers) and the required complimentary items (freezers in the home) are more widely available. Pop tarts proved to be a failure in England; they were considered too sweet for English palate.  Even more detrimental, though, was the fact that most potential buyers did not have toasters.


In another example, automobile styling shows distinctly cultural patterns.  German taste is rooted in nature and its slow changes and enduring quality.  Thus Mercedes designs change slowly and must be carefully balanced to last as long as they do.  Nothing stands out on a Mercedes.  All elements are carefully balanced. Conversely, the Japanese tend to put their cars in front of a wall whereas Westerners are apt to use nature as a backdrop.  In Japan’s tight streets, cars are most often viewed in close-up, thus the Japanese like ornament and creases to entertain the eye when viewing the car in segments; Americans design their cars to look their best from 20 to 30 feet away, it is the whole picture rather than details which is desired. When Westerners conjure up an image of a car, it is from the side view.  With the Japanese, it is frontal.  The Japanese read personality and expression into the ‘face’ of the car.  Their concerns are whether the ‘eyes’ are too sleepy or awake and whether the ‘mouth’ is appropriate. (a reference to shape and size of headlights and grill). Westerners are drawn to a muscular smoothness in cars while the Japanese reject animalist traits in their car and cannot accept the Western world’s attraction to leather (historically connected with horsebackriding).  When market pressures induced the Japanese to use leather upholstery, they at first removed the smell—the very thing Westerners tend to find most appealing about leather interiors. While Westerners are attuned to remodeling, reworking, changing a bit at a time, the Japanese are used to starting with a clean slate.


The Japanese have a holistic view of products. The Japanese concept called kansei  involves the oneness of the product and the user and takes into account all the intangible things that make a customer feel both confident and at home with when using the product.. The Japanese word keihokutanshoka  (lighter, slimmer, shorter, and smaller) implies that less expensive items are more useful products because they are economical to purchase, use and maintain. Smaller versions of standard products follow the Buddhist  concept that small is better. Japanese consumers are quite fastidious when it comes to the quality and performance of products. If a purchased product turns out to possess even the slightest blemish, Japanese consumers will complain to the retail store and manufacturer.


Japanese companies historically launch multitudes of new products and use the consumer marketplace in total as their test market; if it succeeds, they make more of it, if it fails, it is dropped.  Coca-Cola, as would many Western companies, stay with a product and try to make a go of it, fearing bad public relations if it were to acknowledge defeat: In the 1960s, a fortified tomato juice called VI-ProMin was kept on the shelves for several years without success. After finally Japanizing, the company is  now releasing as many as 50 new beverages annually with launch time as little as thirty days. The company has learned to get in and get out of the Japanese market with ease and to shrug off the inevitable failures:  it launched a ‘lactic-based’ drink called Ambasa Whitewater that initially sold millions of cases but faded after 18 months and was then pulled off the shelves.

FEATURES AND SPECIFICATIONS 

Features include a host of attributes. One of the most obvious, and most important, is that of dimensions, size, capacity, and volume.  A major cultural problem is the American system of  weights and measures (miles and gallons) versus the rest of the world’s metric system.  But other problems also abound for the unweary. Different physical characteristics of consumers often influence product designs. GE Medical Systems designed a product specifically for Japan; the unit is smaller because Japanese hospitals are smaller and the typical Japanese patient is smaller. Swiss watch makers make smaller watches for Japanese consumers, reflecting the fact their wrists are smaller than most Westerners. Although Germans buy over 500,000 pairs of cowboy boots annually, U.S. companies get little of the business:  toes in U.S. boots are not pointy enough and American heels are perceived to be too wide.  Non-American shoe manufacturers have also had to reciprocate to be successful in the U.S.


Local cultural tastes often have forced many international companies to modify components if not the entire product to be successful.  Italians dislike grapefruit-flavored Gatorade while Germans love it. Many Europeans think Hershey chocolate bars taste bitter. General Foods introduced Jell-O in the UK only to find that the British consumers prefer a solid wafer or cake form. Heinz modifies its ketchup by adding spices, curry, peppers, depending upon the local market tastes. Heinz developed a special line of rice based baby foods for the Chinese market and a fruit based drink for children called Frutsi for the Mexican market. Some lessons are not learned at all:  General Mills introduced its a cake mix into Japan that could be prepared in an electric rice cooker.  The product turned out to be unsuccessful since Japanese homemakers believed the cake mix might contaminate the purity of their rice. Even when properly introduced, the Japanese consumers’ response was ho-hum; Japanese reserve cakes for special occasions and then they prefer the cakes to be beautifully wrapped and purchased in pastry shops.


General Foods blends different coffees for the British (who drink their coffee with milk), French (who drink their coffee black), and Latin Americans (who prefer a chicory taste). Nestle and Coca Cola entered a joint venture to convince Koreans that canned coffee (warm or cold) is an alternative to soft drinks. Two versions were introduced:  rich and regular (milkier). Coke already has its Georgia brand and Nestle has Nescafe canned coffee drinks in Japan. Koreans drink only  one-fourth of the Coffee Japanese do.  Nestle tried to sell instant coffee to England; they found that most Englishmen prefer a light, almost blond coffee; as their coffee habits had been developed during Second World War and heavily influenced by American troops, their taste in coffee is similar to that of Americans.


Sometimes the taste is unknown and must be acquired.  In this case, often a major educational effort is needed.  Heinz is teaching the rest of the world how to use ketchup:  advertisements in Greece show potential consumers how ketchup can be poured on pasta, eggs, and cuts of meat.  Heinz also sponsors cooking lessons in Tokyo to Japanese homemakers on using ketchup as an ingredient in Western style foods such as omelets, sausages, and pasta.  Americans prefer a relatively sweet ketchup but Europeans prefer a spicier, more piquant variety.


Campbell Soup found that Brazilian housewives determined their self esteem by their home making abilities: the importance of making soup from scratch eliminated any value of a soup from a can.  The Japanese are anti-can (most Japanese walk to the market and don’t like to carry heavy cans).  The British complained that the soups were too thick (they were not used to diluting it since they traditionally eat the soup without adding water).  Irish and Italians prefer creamy tomato soup, Germans want rice and Colombians want spice. Campbell advertises to Argentineans as the ‘Real Soup’, stressing its list of fresh ingredients.  It  advertises to Polish working mothers looking for convenience. It offers corn and chicken soup in East Asia.   Campbell's sells soup in Mexico in cans large enough to serve four or five because Mexican families are generally large.  Interestingly, Campbell Soup Company, recognizing that selling in America is akin to selling internationally, has divided the U.S. into 22 distinct markets based on unique cultural and ethnic tastes and preferences. Special brands have been created to cater to the particular regional needs determined in Campbell’s research.  Examples include spicy Rachero beans and Nacho cheese soup in the Southwest, Creole soup in the South, red bean soup in Hispanic markets, pepper pot soup for Philadelphia and zesty pickles for the Northwest.


Adaptation sometimes is necessary to succeed. Trivial Pursuit had to adapt in order to be success overseas. In Britain, questions on cricket are preferred to that of baseball.   The French love questions on nightlife, art, and literature. Forty international editions have been prepared. The Blue Diamond brand of almonds was an unknown commodity until Blue Diamond launched its campaign of exotic new almond based products that catered to local tastes: almond tofu, almond miso soup, and Calmond, a nutritional snack concocted from a mixture of dried small sardines and slivered almonds.  Television ads featured educational messages on how to use almonds in cooking, the nutritional values and the versatility of almonds as a snack; Japan is now the largest importer of Almonds. Blue Diamond exports to over 100 countries and assumes no two markets will react the same. For most Westerners, milk-based products are usually consumed at meals and bedtime for their sleep inducing, soothing, relaxing properties.  In Thailand, the same products are consumed on the way to work and often away from home for their invigorating, energizing, stimulating properties. In the UK and Holland, people prefer tablets while in France suppositories are preferred and in Germany, an injection will do.  


The marketing philosophy of Japanese enterprises is to discover ways to match technology with the traditional lifestyle and culture of Japan:  For  example,  having  Japanese-language  word  processors  with handwriting typefaces,  noiseless washing machines, rice cookers designed to change cooking time automatically to match the type of rice being cooked, and high tech kotatsu (traditional Japanese heaters).  A high value is placed on retaining the Japanese culture and making technology serve this user. The introduction of a new product is often accompanied by demonstrations in numerous homes as well as new product shows held at large hotels in the major cities. 

 
Sometimes, culture becomes secondary to politics  and is used as a non-tariff barrier. Even after 1992,  protectionist practices linger on in Europe.  Italy allows only products made from durum wheat—Italy’s predominant type—to be called pasta. France bans  Coca Cola from using aspartame (Nutra Sweet) as an artificial sweetener in Diet Coke. Gatorade had to add extra vitamin B1 to sell the product in France.  

*         *         *   *    *

BRAND NAMES

• It identifies the product or service and allows the customer to  specify, reject or recommend brands


• It communicates messages to the consumer. Information provided could include statements regarding their users’ style, modernity or wealth.


•  It functions as a piece of legal property in which the owner can invest and through law is protected from competitor trespass.  


Brand names convey the image of the product; ‘brand’ refers to a name, term, symbol, sign or design used by a firm to differentiate its offerings from those of its competitors, to identify a product with a particular seller.  Branding adds values to products and services.  This value arises from the experience gained from using the brand: familiarity, reliability, and risk reduction; and from association with others who use the brand.


Brands have staying power due to the promotional efforts expended by companies to create awareness and image for their brands.  Standardization of both the product and brand are not necessarily consistent; a regional brand may have local features or a highly standardized brand may have local brand names. As a result of separate marketing, Unilever sells a cleaning liquid called Vif in Switzerland, Viss in Germany, Jif in Britain and Greece, and Cif in France; it would be very difficult to standardize the brand name for all European markets since each brand name is well established in each local market.



Brand names often are difficult to standardize on a global basis. Johnson’s Pledge furniture cleaner is called Pronto in Switzerland and Pliz in France while retaining its American brand name in the U.K. Translation problems could render the translated version obscene or with a negative connotation (local slang or idioms).  The brand name could already have been registered with another local or international company.  Yet, many brand names are worth their weight in gold.  Anyone’s list of the top ten global brands would have many of the same companies:  Coca-Cola, Sony, Kodak, Disney, Nestle, Toyota, McDonald’s, IBM, Pepsi-Cola. Global brands carry instant recognition and especially for international travelers represent a risk avoidance strategy versus using local brands. European consumers buy American, for its quality, prestige, and American image. Goodyear sells its tires in Germany with images of Indy Cars.  Budweiser has made a name for itself as a premium brand with an  American ad campaign. Europeans also pay premium prices for American goods: $7 for sixpack of Bud in UK vs. $2 in the U.S. European teenagers wear baseball caps (backwards of course) and Football jackets over their basketball t-shirts. Jack Daniels and Southern Comfort have prospered as American Brands.  The Japanese lean towards pastoral names or names of girls for their car models:  Bluebird, Bluebonnet, Sunny, Violet, Gloria versus animals and power names for American car models: Mustang, Cougar, Cutlass.  The first sports car Nissan sent to the United States was named Datsun Fair Lady.  Seeing a fiasco in the making, the name was changed to 240Z. However, branding is not a guarantee for success in the global market. Some restrictions on brand names exist:  “med” in France is limited to medicated products, thus potentially causing firms to adjust brand names.



The lack of success of Suchard’s entry into the UK market demonstrates that if you are a powerful marketer in one country, you can’t literally transfer those brands and still expect them to be success.  The UK chocolate company Thorntons experienced difficulties in France. Cadbery  followed a fragmented branding approach, retaining the brand names on the various companies it has acquired in Europe. Coca Cola uses Coke Lite as a brand name instead of Diet Coke in France since the term ‘diet’ is restricted due to medical connotations and suggests poor health. Coca Cola changed Diet Coke to Coke Light in Japan; Japanese women do not like to admit to dieting and in Japan, the idea of diet implies sickness or medicine.  Other name changes are not necessarily voluntary: In India, because of a ban on the use of foreign brand names, hybrid brand names are the norm:  Maruti-Suzuki, Dcm-Toyota, Kinetic-Honda, Lehar-Pepsi.


The Japanese worship brand names, the perfect solution in a society where individual preference is muted.  Once a designer name or brand logo catches on, the scramble begins. As soon as consumers are confident the logo means status or prestige, they will snap up anything that sports the reassuring logo.  The Japanese have taken this fanaticism a step further.  They do not rush out and buy just any recognizable brand; they buy catalogs filled with photographs of accepted brand products. Before making a purchase, many consumers must consult a reference work to guarantee its prestige. Different reasons for this brand loyalty exist according to age groups. The main reason the older Japanese rely heavily on brand names is that in their formative years (during The Second World War and the years of postwar poverty) goods were scarce and few opportunities existed; being unsure of exactly what they wanted, they opted for the safety of a famous name. The youth tend to prefer brand names because of their fashion consciousness. Consumers associate product quality, safety, and reliability with the image of the company that produces it. They need to see the company as trustworthy and reliable in order to evaluate a brand favorably .   


This hierarchical concern with brands can be seen in the way the various Suntory brands have clearly defined ranks and, therefore, occupy different positions in society. In the early 1960s, the best selling Suntory was a light  whiskey called Red; a few years later, Kaku was priced higher.  The most premium brand was called Old.  Later on, priced even higher for senior  executives, came Suntory Reserve.  When a Japanese salaryman selects a Suntory brand, he does so solely according to his position in the company.  Suntory Old dominates the Japanese market in the middle level.  Reserve is what you drink when you reach high management.


When Nabisco went to Japan, consumers there found the Oreos too sweet, so the amount of sugar was reduced to give them  a more bitter taste. Some consumers still found them too sweet and told Nabisco they “just wanted to eat the base” without the creme, so Nabisco added a modified Oreo without the creme, Petit Oreo Non-Creme Cookies, which consisted of single wafers without the creme.



Brand loyalty also can vary across cultures. Chinese consumers tend to be more brand loyal and tend to purchase the same brand or product other members of the group recommend; They tend to be members of a small number of reference groups. Hispanics tend to be more brand-loyal, more likely to use familiar stores, and more likely to be price and promotion conscious than non-Hispanics. This could be due to relatively low income levels and large family sizes. One explanation for greater brand loyalty and the corresponding less  tendency to buy private label brands could be the purchase of prominent brands connotes the assimilation of ethnic consumers into the mainstream economy. Many new immigrants are familiar with many brands from their native experience and continue to use those brands from risk avoidance as well as the emotional experiences (of the homeland) they may be connected to.  Colgate toothpaste holds a 70 percent market share due to its dominance in Latin America.  However, Crest, though holding only 15 percent of new immigrants, has nearly twice as many of the acculturated Hispanics.


The cultural context of brand loyalty can be explained easily through the use of Hofstede’s dimensions.  Power distance is the willingness to accept that those with power are entitled to it and those without power ought to accept the way things are and just go along with it.  This is an Asian cultural tendency. Big market-share brands are the kings of their brand world and consumers from cultures with high power distance tend to believe in them implicitly:  the dominant brand has achieved what  it has because it is the best and one should not question it. The power dimension is related to uncertainty avoidance (risk). A third dimension is individualism-collectivism, the degree to which one’s individual beliefs are submerged to  fit in with the greater good of what is acceptable in society as a whole.  Asian cultures tend to be highly collective. This collective orientation has implications for consumer attitude formation and brand loyalty and ensures the survival of the dominant brand.

PACKAGING


Packaging considerations  depend upon the market for the product:  in the case  of a product targeted at businesses, packaging is usually plain and brand and functional in nature (safety, security, and delivery functions).  For consumer  products, the packaging becomes part of the promotional effort.  As industrial products are far less culturally grounded, the majority of discussion will deal with consumer products. Yet consumer products can be marketed by self-service or by over-the-counter. In cultures where over-the-counter predominates, promotional considerations for packaging takes on less importance.


 Packaging considerations include size of package (a 3-liter bottle of cola does not sell well in Japan with their small homes and even smaller refrigerators; similarly the Dutch prefer to shop daily for fresh items and prefer small packages), material used for the package, number of units within the package (the Japanese word for four sounds like the word for death; products grouped in fours, therefore, don’t sell well in Japan),  colors (yellow flowers used in a trademark were rejected in Mexico where a yellow flower symbolizes death or disrespect) and labeling on the package.  The latter must involve itself with language, aesthetics, size, content reporting, shipping, distribution, and government requirements. For example, Bilingual packaging requirements exist  in Canada (French and English), Belgium (French and Flemish), and Finland (Finnish and Swedish).


Government requirements can also greatly influence the product’s final design. U.S. law levies taxes on certain chemicals destined for toxic waste dumps.  A law in Denmark requires that drinks be sold in refillable bottles.  Canadian regulation requires deposits on beer bottles. German law requires that at most 28% of all beer and soft drink containers can be disposable. The law also insists that companies collect their used packaging for recycling. R. J. Reynolds reported needing more than 250 different packages to satisfy different brand styles and foreign government requirements. For example, in Australia, the number of cigarettes contained in a package must  be printed on the package front.  In Saudi Arabia, product names must be specific.  Prices are required to be printed on the labels in Venezuela but in Chile it is illegal to put prices on labels or in any way suggest retail prices.


Packaging can become an integral part of a product’s success or failure. Lego’s Bunny Set promotion, where the block toys reside in a storage case in the shape of a bunny—failed to impress the Japanese.  The Japanese considered the bunny pack as superfluous and objected to the notion of being forced to waste money on unwanted products. On the other hand, Lego was slow to match Tyco’s storage case buckets in the U.S.  (Lego wanted its elegant see-through cartons standardized worldwide) and only did so after Tyco had severely eroded its market share (after its introduction, American parents purchased more buckets than cartons; Lego has now introduced the bucket concept worldwide). 


In France, local Amora ketchup overtook Heinz by introducing plastic bottles resembling rocket ships, a move Heinz  matched. In Panama, Aunt Jemima pancake mix and Ritz Crackers are sold in cans rather than in boxes because of the high humidity. Gillette sells Silkience shampoo in one-half ounce plastic bubbles in Latin America; it sells Right Guard deodorant in plastic squeeze bottles, the poor man’s aerosol. Whereas, Americans prefer to buy mayonnaise and mustard in glass containers, consumers in Germany and Switzerland buy these same products in tubes. Consumer image of packaging differs across cultures.  Reactions to floral designs on soap packages were given a low value by Hong Kong consumers while Americans associated the same design with feminine products of neutral value.  


Packaging may not even exist in developing or undeveloped countries.   In 1991, Andersen Consulting assisted the Moscow Bread Company in improving its distribution of bread in Moscow.  They found as much as one-third of the bread was wasted. The consultants recommended plastic bags as a means of keeping the bread fresh, a novel idea at the time.  Although 95 percent of the food is packaged in developed countries, only 2 percent was packaged in the former Soviet Union.   Russian consumers responded well, the bags not only guaranteed freshness and extended the shelf life of their bread but the bags created utility in that it represented a reusable gift.


Companies that sell brand name packages are beginning to use  symbols and not words on their labels.  Frango Chocolates (candy sold by Marshall Field’s in Chicago) did not go over well in Portugal:  ‘Frango’ means Chicken; the company consequently began using a symbol.  When Scott Paper Products (Scott towels) are sold overseas, they feature a symbolic icon— a towel and arrow that suggests absorption.  However, symbols too can have translation problems:  Always packages feature a dove, in the U.S. it symbolizes peace and serenity; in Japan, however, the dove is the symbol of death. The Swastika is associated with Nazi Germany for most Western societies, thus it is a negative image; however in many Asian societies, it is a sign of good luck and perfectly acceptable to have on a package. Gerber found out the hard way that in low literacy countries pictures and symbols are taken literally when they introduced baby food in jars to Africa with its standard picture of a baby on the label; the mostly uneducated consumers thought the jars contained ground-up babies. Marketers should avoid using triangular shapes in Hong Kong, Korea or Taiwan, as the triangle is considered a negative shape in those countries.


Philip Morris in Hong Kong changed the phonetic name of its cigarette from three syllables (mo li see) to four (mor ha li see) and in so doing they changed the value from a product associated with no luck to one in which touch conferred luck upon the consumer. Zaitun, a Malaysian toiletry,is packaged in predominantly green and white packs and use both Arabic scripts and Bahasa Malaysia on them.  Its Islamic name is reinforced by the twin visual stimuli of Islamic colors and traditional Arabic script; a strong identity for its Malay customers has been established.


 Pepsi scrapped its traditional red white and blue colors in favor of electric blue in an effort to create awareness and stand out at the grocery shelves. PepsiCo’s Project Blue cost $500 million and revamped manufacturing (freshness standards and quality controls) and distribution to get a consistent tasting drink throughout the globe as well as overhauling its marketing and advertising.  Internationally, Coca cola outsells Pepsi 3 to 1.


Japanese consumers also place heavy emphasis on the packaging and overall appearance of products. The product must be wrapped and tied in the right way.  Specific kinds of strings must be used for specific items; the  presentation is as important as the event itself. The typical Japanese consumer will not purchase a product that is not well wrapped; a poorly packaged product conveys an impression of poor quality. To the Japanese, form is as important as function. Packaging must be beautiful and of high quality; it is expected to be aesthetically pleasing as well as functional.   Packaging paper used for wrapping and bags are of excellent quality, and wrapping an item in three layers is standard practice.  Lever Brothers sells Lux soap in stylish boxes because more than half of all soap cakes purchases in Japan are purchased during the two gift giving seasons. The packaging, how you give the message, the execution cannot be overemphasized. The Japanese feel that if you do not go to the trouble of presenting your ideas properly, how can they be any good? 

COUNTRY OF ORIGIN EFFECT

The country-of-origin effect is any influence that the country of manufacturer has on a consumer’s positive or negative perception of a product. The country, the type of product, and the image  of the company and its brand influence the magnitude of the effect upon the global consumer. This effect does exist. Industrialized countries generally have the highest quality image. The Plymouth Laser and the Mitsubishi Eclipse are identical sport coupes built by Diamondstar Motors.  The cars sell for approximately the same amount.  However, Eclipses outsold the Laser and the Eclipses always received higher customer satisfaction ratings.  The bottom line is that people perceive that the Japanese car is of better quality than an equivalent American car.


This effect can also potentially cause the near extinction of local brands if they are deemed inferior. American and European consumer products have become so popular in China that they have eclipsed their Chinese counterparts. China has launched a “buy Chinese” campaign.  Beijing is starting to demand foreign companies maintain the Chinese product lines they acquire instead of flooding the market with Western versions of the same product:   Beijing recently vetoed Kodak’s attempt to buy Chinese native Lucky Film Co, the number 3 film brand in China and approved Germany’s Benckiser’s purchase of China’s popular Power 28 only after the company agreed to maintain the brand. In order to get Beijing’s approval to build additional bottling plants throughout China, Coca-Cola entered into a joint venture with a Chinese company to produce a fruit soda called Tianyudi (Heaven & Earth). Oftentimes consumers can scarcely find Chinese brands in some categories such as carbonated beverages.  Chinese consumers almost always prefer Western brands to Chinese brands after decades of buying shoddy goods from state-owned factories.


Consumers have vague but definite stereotypes associated with various countries and products. Scotland is associated with Scotch;  France with Perfume, Wine and Cheese; Italy with pasta; and America for Cigarettes.  Marlboro gains from its recognition as an American cigarette while Chanel No 5 gains by being a French perfume and Johnny Walker a Scotch Whiskey.   An Italian Whiskey or German Wine or Scotch perfume would be negatively influenced by the effect. Made in England is more favorably perceived by the French than Made in U.S.A.  Made in Germany products are more highly regarded by American than French consumers.  In countries where one’s image is high, a premium price may be charged.  



Typical Japanese consumers have an ethnocentric attitude. Oftentimes they quickly reject foreign-made items, regardless of quality, in favor of locally manufactured goods.  However, foreign products are thought to be appealing in terms of design and individuality. The European image is represented by Mercedes Benz and Wedgwood.  The American image is represented by colas, jeans, cigarettes, and chain restaurants. Most Japanese have an exotic image of foreign goods but still distrust products not made in Japan.  As more Japanese travelers are introduced to foreign products, they tend to return home demanding these items .  The marketing strategy of most foreign companies in Japan is to get away from the image of foreignness through localized advertising and to have their products seen as Japanese products. Ads for Coca-Cola and McDonald's successfully use this Japanese imagery. A reverse ethnocentric effect occurs as well: at the Moscow Pizza Hut, consumers did not purchase the Moscva Seafood pizza with sardines and salmon: they did not want a seemingly domestic product (if it is their own, it must be bad.) 


 Variations in national habits (clothes are worn longer between washings than in US;  in some European countries boiling water is used for washing; washing by stream in less developed countries) force product adaptation.Middle-class women in Spain rarely wash their own hair; British women rarely do not wash their hair and Japanese women are fearful of overwashing their hair and removing its protective oils. Erno Laszlo tried from 1982 to 1985 to sell its products identically everywhere.  However fair-skinned Australian and delicate Asian women are not the same. Polaroid’s first attempt to introduce slide copiers into Europe failed because it could not handle European paper size.
Rubbermaid has set a goal of generating 30 percent of its sales abroad by 2000, up from 18 percent in 1995.  Most Americans like housewares in neutral blues or almond colors; Southern Europeans prefer red containers; customers in Holland want white.Americans bought millions of open top waste baskets; Europeans are picky about garbage peeking out of bins and wanted bins with tight lids that snap into place. European consumers prefer metal tool kits and wooden desks to plastic, which is perceived as cheap. The Rubbermaid name caused confusion in the UK, suggesting to many customers a maker of rubber dolls.


Tupperware, in response to Rubbermaid’s international endeavors, is retooling itself to focus on overseas sales by offering lunchboxes with chopsticks, stylish picnic items and ergonomic kitchen gadgets and aims to introduce a steady flow of new products tailored for individual markets. In Japan, that means selling children's lunchboxes with pull-apart chopsticks, and items such as chopstick rests, kimono holders and rice dispensers. A different lunchbox with Mickey Mouse kicking a soccer ball is produced for Latin American customers under a partnership with Walt Disney Co. In Europe, Tupperware sells picnic sets featuring sleek styling to appeal to consumers who nibble on cheese and sip wine. Tupperware plans to build on its international strength by expanding into new markets. The company manufactured its first products in China in 1996. In India, Tupperware just received government approval for a wholly-owned operation. By the fourth quarter, 1996 Tupperware will be in Turkey. Latin America has been Tupperware's fastest-growing region, having formed a partnership with Disney to make lunchboxes and other kid's products for Latin consumers under the name "TupperMagic." The Mickey lunchboxes and other products were introduced in five Latin  American countries between February and May of 1996. Within weeks, each country was sold out of a year's supply.



To increase the likelihood of success when one is proposing to market products into a new culture (whether or not it is a different country),  backtranslating should be used to minimize the chance of a product or brand name that is offensive to the host society.  At the very least, the marketer should understand and follow any special governmental regulations as concerns packaging, labeling, and quality standards (Europe’s ISO 9000 is quickly becoming an industrial standard). Market research should be performed to minimize the SRC. An understanding of how the product (or its substitute) is currently be utilized within the cultural norms will help the marketer recognize which aspects of the product must be adapted in order for any success to be realized.  With regards to brands, creation or maintenance of a global brand is highly dependent upon the existing status of the brand.  If the company has maintained independent brand names for the same product for numerous countries, it becomes more difficult and chancy to implement a single global brand name.  If the product has been adapted in various countries to accommodate local tastes, the creation of a single global brand is not recommended. 
