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Lösungen: 
Marketing mix: Adapting the mix to local markets worldwide

Aufgabe 1:

a) Feelgood Fashions decided to move into the Japanese market because they wanted to do something new. Japanese people are very interested in clothes and there is a high demand.


b) The company had to think about whether or not their existing products would fit into the Japanese/Asian market, or if they should create new ones.


c) False. They can have higher prices in Japan because people are willing to pay more for clothes than in America. So if they charged the same amount, they would lose potential profits.


d) The company are promoting their clothes as New York chic. This means that they are focusing on the fact they have a New York style. This has been successful because it makes them different from Japanese brands, which makes them more appealing for the Japanese customers.


e) The company chose to sell their clothes online for two reasons. Firstly, she says that Japanese people use the internet a lot. Secondly, they decided to sell online as it would be less expensive than setting up actual shops. With an online shop, they do not need extra staff.


f) It is necessary to adapt the marketing mix when entering new markets because all markets are not the same. For example, what people are interested in, how much money they have, and what advertising works best could be different in every country. Just because a product sells well in one country, it doesn’t mean it will be successful somewhere else in the world.
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