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Marketing mix: Adapting the mix to local 
                          markets worldwide
	The marketing mix refers to the four Ps (product, price,

place, and promotion). It is a marketing strategy that

companies use to achieve their objectives. You need

to find the right mix of these four elements in order to

best reach your target audience.

If a company wants to launch their product in a foreign

market, they may have to adjust this strategy in order

to achieve the best results. For example, they might 

have to modify or change the product, change the way

they promote the product, or even put the price up or

down.
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What do the experts say?
Read this interview with Sally Wood, Chairwoman of Feelgood Fashions, an American women’s clothes company. She is talking about how her company adjusted its marketing mix to enter an international market.
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Answer the following questions in your own words:

a) Why did Feelgood Fashions decide to move into the Japanese market?
b) Explain why the company had to think about which products it would sell in Japan.

c) True or false? Feelgood Fashions should have the same prices for their products in Japan as they do in America. Explain your answer.
d) Explain how the company are promoting their clothes in Japan. Why has this been a success?

e) Why do you think the company decided to sell their clothes on the internet, rather than traditional clothes stores?

f) Explain why it is necessary to adapt the marketing mix when entering a new market.

	Vocabulary

	to oversee (v)
	leiten (ein Projekt leiten)

	thriving (adj)
	blühend


Lösungen erhalten Sie bei unserem Kundenservice
Interviewer: 	Mrs Wood, you have recently overseen the launch of Feelgood Fashions in Japan. What was the thinking behind this move?





Wood: 	We wanted to expand and move into a new market. The company will celebrate 25 years in the women’s fashion market this year, and we felt it was time for something new.





Interviewer: 	And why Japan?





Wood: 	There is a thriving fashion market in Japan, and we wanted to be a part of it. The Japanese are very stylish, fashion-conscious people, and we felt that our brand could be a success. However, we knew that we couldn’t take anything for granted. Our marketing team spent a number of months coming up with a strategy. 





Interviewer: 	Can you tell us more about that, please?





Wood: 	Certainly. The key was to develop the right marketing mix. Of course, we have existing strategies for the domestic market here in the US, but this was a whole new situation. Firstly, we had to think about the products themselves – whether or not to use our existing collections, if we should come up with new designs to fit the Asian market, what target group we were aiming at, and other similar issues. 








Interview cont…





Wood:	Ultimately, the marketing department’s goal was to ensure that we would be introducing a product that people would be attracted to buy. And of course we also had to think about price. This meant that we had to study the Japanese fashion market very closely to find out where our products would best fit. It is no use having a quality product that is priced out of the market. 





Interviewer: 	Did you find that there was a noticeable difference between the Japanese and the American market?





Wood: 	Yes, very much so. It seems that in Japan, people are prepared to pay more to look good. So although our clothes are more expensive in Tokyo than they are in New York, they are completely in line with current market trends. 





Interviewer: 	Other companies have tried to break the Asian market, and failed. What part has promotion played in your success?





Wood: 	Without doubt, promotion is vital in such a business move. Again, I have to give the credit to our marketing people. They came up with a whole new promotion angle to the one we use domestically. Whereas in the US, Feelgood Fashions is an established, trend-setting brand with a large customer base, in Japan we were just another clothes company. That is why we have tried to communicate the message of New York chic – this sets us apart from the competition and gives us a unique brand. I am certain that the same approach would not be so successful here, because it doesn’t have the same exotic feeling. But in Japan it has worked brilliantly. We decided upon a largely internet-based advertising campaign, with ads on popular Japanese websites and search engines. In fact, we have spent more on internet-based ads in this campaign than in our entire company’s history in the US. The Japanese are big internet users.





Interviewer: 	It sounds as though your marketing team really did their research.





Wood: 	Absolutely. Even down to where we would sell the products. We decided against opening Feelgood Fashion stores on-site, and instead launched a special online store. And we have set up warehouses and storage depots in Tokyo, Yokohama, and Osaka. That way we can keep delivery times down and customer satisfaction high. 





Interviewer: 	Well, thank you for that insight. Congratulations on your success in Japan and thank you for taking time out to talk with us today. 





Wood:		 My pleasure.
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