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Bai 5

Chién lugc San pham
Quoc té

www.dinhtienminh.net

T.S Binh Tién Minh
Truong DHKT TPHCM
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Muc tiéu chuong 5

% GiGp sinh vién hiéu rd khai niém san pham/
dich vu va cac chién lwoc dinh vi nhdm tao sw
khac biét trén thj treong thé gioi.

“Lam rd nhiéu khai niém lién quan mat thiét
dén san pham/ dich vu ma doanh nghiép can
biét khi phat trién s&n pham.

% Hiéu cac chién lwoc trién khai san pham trén
thi trwong thé gi¢i va nhitng didu chinh
Marketing theo chu ky séng clia san phadm.

1/2/2017

Muc luc

Khai niém san pham/ dich vu

Dinh vi san phdm quéc té

' Nhan hiéu san pham quéc té

Dong s&n pham quéc té

San pham gia mao

Gidy chirng nhan xuét x& - C/O

Chién lwgc san pham quéc t&

0000000




5.1 Khai niém san phdm

% “San phdm 14 toan bé nhiing théa man vat
chat va tinh thdn ma nguoi mua (hodc ngudi
str dung) nhan dwoc tr viéc_ mua hay st
dung san pham dé.” ’

Gerald Albaum, Jesper Strandskov, Edwin Duerr

5.1 Khai niém san pham (tt)

Doanh nghiép ban san pham
hay cung cép dich vu trén thj
truong c6 thé canh tranh
thong qua cac yéu t6 nao?

4 N
5.1 Kh&i niém san phdm (tt)
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Hinh 1: Céc yéu té c4u thanh san phdm ____*__,



PG_com.htm
PG_com.htm
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Core Components

«*Product platform (essential technology)
«»Design features
«*Functional features

128

Packaging Component

«+Label (languages)
“*Quality
«»Package size
“Price
«»Trademark
“*Brand name

129

Support Services Component

«»Deliveries

«»Warranty

“»Spare parts

“*Repair and maintenance
< Installation
<Instructions’

«+Other related services

12-10
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5.1 Kh&i niém san phdm (tt)
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Cannot be seen From the
tasted, felt or provider
smelled before
purchasing
-
Depends on who Cannot be stored
provides and under for resale
what conditions or later use
Hinh 2: Bac diém san pham djch vu e
- —4
1
(" N

5.2 Pinh vi san pham quéc t&
Phan tich méi trudng Marketing
Loi thé canh tranh
Lva chon

Xac dinh loi ich cdt I5i
ho thi trong muc tié

Phan khiic thi trutng

l—| CHIEN Luoc MARKETING HON HUP I—]

Chién luge SAN PHAM Chign Im_te GIA Chién luge PHAN PHOI hién luge TRUYEN THON
(Product) (Price) (Place) 6 HOP (Promation/IM

. *
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5.2 Pbinh vi san phdm quéc té (tt)
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Positioning map

Excellent product
quality

10
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[ customer
‘ e tB service
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A

Strong
customer
service

08
10

Low product
\ quality )

s A
Bai viét dinh vi X-men

Cong thire Advanpe irppact Y
kh& mui, ngan tiet mo hoi

hiéu qua ca ngay, cho cam

giac khoé thoang ngay. Hwong

thom manh mé&, nam tinh'cao

cap dem dén phong cach dan

6ng manh mé, 'ca tinh, ban

linh va sw ty tin tuyét déi — X-

Men effective.

4 N
5.2 Pinh vi san phdm quéc té (tt)

Positioning strategies according fo Ries and Trout

The first strategy is to strenthen its own
current position in the 'mind of
customers.

AVIS Group

“We’re number 2. We're trying harder”

. -
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5.2 Pinh vi san phdm quéc té (tt)

Positioning strategies according to Ries and Trout

The second strategy is to search for a new
unoccupied position that is valued by enough
consumers and to grab it.

1/2/2017

e N
5.2 Pinh vi san phdm quéc té (tt)

Positioning strategies according fo Ries and Trout

The third strategy is to deposition or
reposition the competition.

4 N
5.2 Pinh vi san phdm quéc té (tt)

Positioning strategies according to Ries and Trout

The fourth strategy can be called the exclusive-
club strategy. It can be developed by a company
when a number-one position'along some
meaningful attribute cannot be achieved.
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5.3 Nhan hiéu san pham quéc té

“Khai niém:

Nhén hiéu la mét thudc tinh quan trong cua san
phdm. N6 c6 thé la tén goi, kiéu dang, biéu twong,
hodc bat ctv dic diém nao cho phép phan biét san

ph&m clia nha cung'cap nay véi nha cung cap khac.

)
Sig 8

1/2/2017
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Minh hoa Thuong hiéu va Nhan hiéu
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Ve

5.3 Nhan hiéu san phdm quéc té (tt)

“Nguyén tic dit tén nhan hiéu:

»Khoéng dwoc cé hinh dang, kiéu mau quéc huy hay quéc
ky clia bat ky mot nwéc nao.

»Khong dugc dung chan dung clia mot ngudi ma khéng
nhan duoc sw dong y cha nguoi do.

»Khoéng duwoc tring hoac gidng hét mot nhan hiéu da
dwoc dang ky hoac da dwoc str dung.

»>Dat tén nhan hiéu dé doc, d& nhé, gay an tuong tét.

1/2/2017

Ve

5.3 Nhan hiéu san phdm quéc té (tt)

“Bao vé nhén hiéu:
»>Viéc bdo vé nhan hiéu ctia mét nwéc phu thudce
vao hé théng luat phap ctia mdi nwéc.

a L]
g
-

ot

- ez
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5.3 Nhan hiéu san phdm quéc té (tt)

“Quyét dinh nhan hiéu:

»Nhan hiéu toan cau
»Nhan hiéu khu virc.
»Nhén hiéu tirng nwéc.

»Nhan hiéu ctia NSX hay cia nha phan phéi.

Goad Facd, Good Life _’(
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Global Brands

“The Internet and other technologies
accelerate the pace of the globalization of
brands

“ldeally gives the company a uniform
worldwide image

«+Ability to translate

1/2/2017

12-28

-
National Brands

++Acquiring national brand names
“Using global brand names

“Use global brands where possible and
national brands where necessary

Vietnam Value

\ *

1229

Private Brands

++Growing as challengers to manufacturers’
brands
«*Private labels
= Provide the retailer with high margins
= Receive preferential shelf space and in-store
promotion !
= Are quality products at low prices
“*Manufacturers brands must be
competitively priced and provide real

consumer value o~
\ )

12-30




5.4 Dong san phdm quéc té

1 1
Product item Product item; Product.item
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How McDonald’s Customizes Its Menu

Country Sandwich Description

France Croque McDo A grilled ham and cheese sandwich on toast

India Maharaja Mac Two grilled chicken patties with smoke-flavored
mayonnaise, onions, tomatoes and cheddar cheese

Taiwan Rice Burger Shredded beef between two rice patties

Japan Teriyaki Burger A chicken cutlet patty marinated in teriyaki sauce

Middle East McArabia Sandwich A marinated grilled chicken sandwich in flatbread

New Zealand Kiwi Burger A hamburger with a fried egg and a slice of pickled
beet

Poland McKielbasa Kielbasa (Polish sausage) patty topped with ketchup,
mustard, and onion.

Pakistan Spicy McChicken A chicken sandwich with chutney

Thailand Samurai Pork Burger A pork burger flavored with teriyaki sauce

South Korea Bulgogi Burger Pork patty marinated in soy-based sauce

Netherlands McKroket A deep fried roll containing beef ragout and potato

Greece Greek Mac A pita bread sandwich with two beef patties and
some yoghurt

Israel McShawarma Shawarma served in flatbread
Copyright (c) 2007 John Wiley & Sons, Inc.

s

Coca-Cola Local Brands in Japan
Launch

Brand Year Product Description

Ambasa 1981 Noncarbonated, lactic soft drink with familiar smooth taste for
everyday use.

Calo 1997 “Functional” soft drink with cocoa taste; helps build healthy
bones.

Georgia 1975 Authentic, real coffee drink with variety of flavors sourced
from around the world.

Ko Cha Ka Den 1992 Line of blended teas.

Lactia 1996 Lactic, noncarbonated soft drink: offers healthy digestion and
quick refreshment.

Perfect Water 1997 Mineral-balanced water: helps restore balance to daily life.

Real Gold 1981 Carbonated, herb-mix flavored drink: provides quick energy.

Saryusaisai 1993 Nonsugar Oolong tea drink.

Seiryusabo 1994 Green and barley tea drinks.

Shpla 1996 Citrus-flavored soft drink; helps overcome mental stress and
dullness.

Vegitabeta 1991 Peach-flavored soft drink: helps maintain healthy balance.

Copyright (c) 2007 John Wiley & Sons, Inc. g

1/2/2017
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Standardization versus Customization

+“ Four forces favoring a globalized product
strategy:

1. Common customer needs

2. Global customers

3. Scale economies

4. Regional market agreements

1/2/2017

( )

Standardization versus Customization

+»Degree of Standardization
= Core-Product (Common Platform) Approach

* Balancing act between standardization and
adaptation.

J

s

-

=
v AR | - TR | —
=5 s | - AR == s
== — ) e R

N
2008 Automotive Color Popularity

COUPOND | 2008 Aome GUPQNT) | 2008 Ao @UPIND

—

S —
R o

-

11



Ve

2008 Automotive Color Popularity
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5.5 San pham gia mao (Product piracy)

«*Nam 2004, hon 500 ty USD trong thwong mai
toan cau chi xai cho cac mat hang gid mao
(Theo World Customs Organization).

+Viéc kinh doanh hang gia anh huéng truc tiép
dén loi nhuan va uy tin cdia cac cong ty khac.

“»Moi dac diém clia'san pham déu b gia t» tén
goi, logo, mau'ma cho dén bao bi déng goi.

< Trung Quéc la quéc gia dirng dau thé gisi vé
hang gia.

i)

a1

12



(Guidelines for Intellectual Property
Protection in Chi.

+ Educate your employees. Employees are the source of most IP losses. IP is still a fairly new
concept in China, so education of workforce on IP is very important. Concentrate on everyday
examples.

« Speedy patent and trademark registration. Often a Chinese company already registered a patent
or trademark in China to gain an edge against foreign competitors or to sell it back to the
foreign firm at a lucrative price. It is important to also register Chinese language translations of
the trademarks.

« Keep up with best practices. Information on best practices to protect IP in China is available
through trade associations and chambers of commerce. An excellent resource to consult best
practices is the website of the Quality Brands Protection Committee (QBPC): http:/www.qbpc
.org.enl.

* Put a senior level executive in charge of IP security. For effective IP protection, a senior level
executive should be in charge of IP security across the firm.

« Think globally to protect IP. A company’s strategy to combat IP infringement in China should
be global as a leak anywhere could affect the firm’s business anywhere in the world.

Copyright (c) 2007 John Wiley & Sons, Inc.

1/2/2017
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5.5 San pham gia mao (tt)

<+ Vai lwa chon khi doanh nghiép déi dién véi
hang gia mao:
= Kién tung
= Giao duc thj trvong.
= Dan tem chéng hang gia.
= Dang ky tén goi, kiéu dang, xuét xu.
= Tich thu, tiéu hdy (Co quan nha nwéc).
= Thay dbi k&nh phan phéi/ dai dién phan phbi.
= Lobby chinh pht trong viéc xay dwng luat
bdo ho.
- - =< J

aa

5.6 Gidy chirng nhan xuét xi& hang h
héa (Country of Origin — C/0O)

% La ching tir do nha san xuat hodc do co quan
c6 thdm quyén thwong 1& Phong Thuong mai &
Cong nghiép cta qubc gia xudt xtr cip dé xac
nhan noi san xuét hodc khai thac'ra hang héa.
#Noi dung clia gidy nay bao gbm:

“Tén va dia chi ngwdi mua.

%+ Tén va dia chi nguoi ban.

#Tén hang, sd'lwong, ky ma hiéu.

#Loi khai clia chii hang vé& noi san xuat hodc khai

thac hang

#XAc nhan ctia co quan cé tham quyén.

13
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5.6 Gidy ching nhan xuat x& hang héa

Quality Image of products “Made in various countries”

Hong
Kong Taipei Seoul Bangkok  Shanghai  Moscow  Frankfurt
1 Japanese  Japanese  Japanese Japancse  Japanese  European
(864%)  (943%)  (29.6%) (49.6%)  (704%)  (64.2%)
2 European  European  Korean U

European  Japanese

uUs.
(74.1%) (78.3%) (28.9%) (45.8%) (39 (42.6%) (38.6%)
US. US.

. *

1/2/2017

3 European  Chi Us.
(34.4%) @3 (24.8%)
4 Korean an Korean
(38.0%) (20.3%) (26.9%) (15.4%) (9.4%)
5 Chinese Chinese Korean Chinese Korean
(6.0%) (21%) (2.5%) (11.6%) (16.0%) (1.0%) (7.9%)
Copyright (c) 2007 John Wiley & Sons, Inc.
a6
( )

5.7 Chién Iugc san phdm quéc té

NHUNG PHUONG AN NAO CcO
THE TAO RA SAN PHAM MO
TRENTTTG?

a7

s

5.7 Chién ludc san phdm quéc té (tt)

1. San pham cii dugc cai tién, thay ddi: bao bi,
kidu dang, cong dung, thanh phan, hwong vi,
mau séc, khdi lwong, cach thire st dung.

2. Doanh nghiép c6 san pham chét luong tét ban
cho cdng ty nwéc ngoaiva dong y in nhan hiéu
theo yéu cau clia cdng ty nwdc ngoai.

3. San phdm bd sung cho mot san phadm khac.

-

14



5.7 Chién ludc san phdm quéc té (tt)

. Sa&n pham cii mang sang thi trwéng méi.

. T&i dinh vi hoan toan san pham.

. Giam bét di mot sb dac tinh cGa san phadm.
. Mua lai doanh nghiép dia phwong.

0 N O 01 b

. SP cii mang sang'thi trwong khac d@di thanh
tén khéac.

(" N
Examples of Test Market Countries

3
Company Product Test Market Used — Geographic Coverage
Nouriché (Shampoo) Thailand World
Organics (Shampoo) Thailand World
yota Toyota Soluna Thailand Asia
Coca-Cola Coca-Cola Blak France World

(Coffee-flavored cola)

1/2/2017

Honda Honda City Thailand Asia

Miller Red Dog (Beer) Canada North-America

BMW Concept Stores Australia World

Unilever Dove Cream Shampoo Taiwan Asia

Procter & Gamble  Nutristar (Vitamin-packed 2 1 I ping world
Children Drinks)

McDonald’s Golden Arch Hotel Switzerland Europe

KFC Breakfast Menu Singapore World

Fiat Palio Brazil World

Philip Morris Intl.  Marlboro Gold Edge Poland Central & Eastern

Europe
Philip Morris Intl. ~ Marlboro Intense Turkey Europe
Microsoft Search based advertising engine  France, Singapore World

J

s

5.7 Chién ludc san phdm quéc té (tt)

% Chu ky séng clia san pham:

s Introduction Growth Maturit Decline
volume /—L—.\\
Country & Country B Country C Home
country
Time

15
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4 )
Bai tap (40°)

M@ rng vong dai—,

s a,
&
3
4: Canh tranh
- di doi
\$ /
P Lgi nhugn

Cau 1: Vi sao dinh dwong loi nhuan khéng trung vé thoi gian voi dwong doanh s6?
Cau 2: Trong 4 giai doan vong doi, giai doan nao cén kéo dai lau nhat? Tai sao?
Cau 3: Lam sao dé dwong loi nhuan khéng bi &m ngay giai doan dau tién?

Két thuc |
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