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Global Marketings

« Chapter 1
Marketing Mix in Emerging Countries
Shiseido Thailand

e Chapter 2
Confectionery Marketing in Overseas Business
Morinaga America, Inc.

» Chapter 3
Exploring Global Business and Enhancing People’s Sustainable Value
MUJI : Ryohin Keikaku

« Chapter 4
Globalization or Localization
Kao USA Inc.




g Mix in Emerging
Countries

Shiseido Thailand

Shiseido has established a global megabrand through success
in emerging markets.
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1. net sales

incorporate

distribution channels

management asset
passion for beauty
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corporate culture ( )
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Japanese hospitality
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} Learning Important Expressions for Business Case Studies II
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1. The Thai workers were ------- and almost never disagreed with supervisors.
(A) harmony (B) obedient (C) requiring (D) substitute

2. He operates many large retail businesses such as ------- .

(A) stands (B) banks (C) hypermarkets (D) clinics
3. Because of unexpected delays, delivery will not be possible ------- the end of the
month.
(A) by (B) over (C) of (D) to
} Listening Booster II
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A. Listen and choose the best answer to each question.
1. When did Shiseido start its business?

(A)In1972  (B)In1902  (C)In1872 (D) In 2017

2. How many countries does Shiseido operate its business in?
(A) 19 (B) 20 (C) 100 (D) 120

3. What percentage of Shiseido’s business is operated overseas?
(A) 10 (B) 16 (C) 60 (D) 90

B. Listening Review P
ADEFEL) EREFORTO () \GENAEBEAEIAREILE).  CB1-05

Long History in Japanese-style Cosmetic Business

In 1872, Japan’s first Western-style pharmacy opened in the Tokyo Ginza ( ).
The name of that company was Shiseido. However, Shiseido soon changed from a
2 ) to a cosmetics company. It can be said that Shiseido’s success depends on
their corporate ¥( ), which has always been about providing high quality services
and products to customers. Moreover, their business culture includes the Japanese

hospitality concept of omotenashi. In fact, Shiseido’s corporate culture is a management




4 ) that has allowed the company to expand their business in the world. Now,
the company operates in approximately 120 countries and regions around the world, with

60 percent of their total sales coming from foreign markets.

} Learning From Authentic Business II
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GLOBAL BUSINESS

Becoming a Global Shiseido

he growth of the southeast Asian market is being influenced by
Thailand. The Thais have a strong passion for beauty. Shiseido
understood the huge business potential of the Thai market from 1962, the
year when the company started selling cosmetics in Thailand.
5 hen Masato Yamada was appointed President of Shiseido
Thailand, he started organizing about 300 local Thai employees.
He needed to incorporate Shiseido’s unique Japanese corporate culture into
Thaiworking conditions. For example, because Thaipeoplerespectharmony
and friendly relationships, the workers were very accommodating. This
10 was sometimes beneficial at offices. However, the Thai workers were often
too obedient and almost never disagreed with their supervisors.
Consequently, they were afraid to report bad news or problems, which
made it difficult for Yamada to know the truth about some of the frequent
political problems that occurred in Thailand.

- accommodating ©E LY - obedient 7¢/[B%5 - supervisors LE)"EEE

AXDOWNELELTIELW ST 2, B0 FZ2 () 1I8H&ILL).

1. Mr. Yamada needed to incorporate unique aspects of Thai culture into Shiseido’s

corporate culture. ( )
2. Thai employees rarely disagree with their boss. ( )

3. Mr. Yamada was unable to know the truth about some political problems in Thailand.

« )
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Enhancing Masstige Marketing in Thailand

Due to the political problems and natural disasters that often occurred in
Thailand, Yamada had a tough time predicting sales figures and managing Shiseido’s
inventory. He had to communicate with his Thai staff and local stakeholders to get
honest news about the mood of the Thai people. At first, this was difficult, but eventually,
Yamada was able to develop many friendships. This enabled him to have the valuable
support he needed for Shiseido to survive in Thailand.

To expand the business, Shiseido could not rely on only the rich for sales.
Yamada needed to make Shiseido popular with younger people, and people who had
low or middle incomes. To achieve this goal, Yamada canceled the contract with local
agents and controlled the company’s promotion directly. He believed that if Shiseido
promoted a product line called Za by a marketing mix strategy, he could gain a greater
market share in Thailand.

The first step that Yamada took was to ask the Shiseido research center to
develop a new Za skincare product for the Thai women. His next step was to arrange for
a line of Za products to be priced cheaply for younger people. Unfortunately, masstige
marketing did not go well for Shiseido because it did not have relevant relationships
with hypermarkets. Yamada needed to find new distribution channels, and he managed
to do so. His successful negotiations at the head offices of mega-hypermarket stores
such as Tesco Lotus and Big C Supermarket gave consumers easier access to Za products.
Lastly, Yamada hired a young Thai superstar to be the brand ambassador, which created
familiarity between Thai people and Za products.

Consequently, Yamada was able to achieve success because of effective
communication strategies that respected the local culture and customers. Shiseido’s net
sales doubled, and its local staff grew from 300 to 700. Furthermore, by 2016, Shiseido
had attracted more younger customers, with 40 percent of its total portfolio coming
from Thai customers under the age of 30.

- masstige ARBEIT &V IEEREDDHEDN T LT LK ETAEND B8R
s Za BEENPEDT VT - A7 7 TEEL TWEHEBESOER T o> K
- brand ambassador 7> > FAHETSHF%A - portfolio 55 EERK
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1. Why did Yamada need to spend a lot of time and effort to talk with his Thai staff?
(A) Because they were politicians.
(B) Because they had knowledge of the weather.
(C) Because they delivered the local newspapers.
(D) Because they knew how Thais felt about things.

2. Who helped Shiseido to make Za products popular with Thai people?
(A) a superstar
(B) a customer
(C) Yamada’s competitor
(D) Yamada’s friend

3. How did Shiseido improve its business by 2016?
(A) The number of employees doubled since its products launched.
(B) Its net sales increased 300 percent from the previous year.
(C) Younger people under the age of 30 became its main customers.
(D) A Thai politician agreed to become the brand ambassador of Shiseido.




} Tasks for Business Studies II
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1. Forthe(p ) strategy, the manger asked the research centerto ( d )
a new product line for ( { ) customers.

2. For the (p ) strategy, the manager (a ) for new products to be
priced (¢ ) for younger people.

3. Forthe (p ) strategy, the manager needed to ( f ) new distribution
(c ).

4. Forthe(p ) strategy, the manger used a young Thai ( s ) to create
(f ) with local consumers.




Business Discussion
BoEBEBZIILT ROT—RIZOWTTZ FAA—PEFELAEVEL XD,
How did Shiseido Thailand implement its marketing mix strategies?

1. Product

2. Price

3. Place

4. Promotion

Marketing Mix

Promotion






