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Israel~China



» Understanding Global'ﬁl\;lhr'efé and Marketing
e Assessingthe Global E@momy and Technology
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e Conducting Mark&‘t@ﬁ%s‘féarc
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e International Market Flannmg

e Setting Global Prices

e Global Placement and Distribution Channels
e Controlling Global Marketing Systems



Global Mal(iﬁng Placement
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Smiling Curve
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Intellectual Brand/Service
Property
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R&d Manufacture Sales
Global Competition Regional Competition




o increase their 1SIr
revenue or decreasing the cost of goods
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e To take advantagééiftfiﬁ?egulatlons and
polices of domestic and forelgn market

e To avoidrisk
e To expand product life cycle
e To take part into global production chain



+F companles 75% of i I market
for goods and ser\nces IS outsmle the country

e 94% of market poten’uai |sout3|de of Germany
forits companies even though it is the largest EU
market
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» Complexity of total prodt
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e Hierarchical Ievel pfﬁ;ﬁ 1:1 se deC|S|on NELGH
o Importance of customer serwces
o Available means of contact with customers

e Strong need to control local marketing practices
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Elspec North America
Freeport, I, USA

|Elspec Porh:gal Ltd.

Porio, Portugal

‘| Elspec Engineering, Lid.

Elspec Technologies
Bert Shean, Israel

] Caesareaindusirial Zone, israel
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|mm|ng versus Penet’ra ion pricing

e A skimming pricing POI_lp;-.ﬁ;__._|._s used when the
objective is to rea(;h,,ga

willing to pay a”_,

e A penetration pricing policy IS used to stimulate
market growth and capture market share by
deliberately offering products at low prices.
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e Firms with prefeTéhaé" é t
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e Products W|th ﬁlgﬁ‘ En’.l‘.;‘
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e Products with Iargmej-;grme* mé-efnsmve segment
e Limited suppliers exist



e Firms with prefe

leadership
e Products with. hlgaa‘
e Product with Iarge pﬁee‘s%ﬁsmve segment
o Fierce competition

e Segment experiencing rapid and sustained
economic growth
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Com panys mternal S
Financial situation.
Sales capability - :
Service capacﬁy Q;a'::
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e Provide the best the target market

e Satisfythe buylng 'feqwrments of the target
EGl

e Maximize revenue and minimize cost
e Risk control for both product and market



and sells or buys i::hr
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g 1a‘nﬁg |ts products
adequate promotlon atténtlon

e Channel member is not giving good service
e Manufacturer changes its channel policy
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con petltlon Problem
e Lifeis getting tougher for foreign companies
e World's fiercest ba{:t :g“f'”land for global brands
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« Regional market ai'wjﬁﬁgﬁfmény local
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competitors (Glabf} @ngqﬁ@but local firms)

o Tense competltlonsh?'f‘.‘{’f'f,__j:“:..dpplng prices

o Customerwant decrease brlce a high-quality
product and more better services

e Growth Is flagging while costs are rising
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Seve f_ 2 Market 'g onpetiton
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e The competltlve?f";fg}g:f
that its production d‘éﬁfbﬁ“v‘?{ill have no effect

on the price of the product.

e A perfectly competitive firm should choose its
output according to the general rule.



Nark et Enwronment =
e Macroeconomic enwronﬁment
» Political stability =
o Legal and Judlclél"r’-iém (ke

aj q“tn.-.ﬂ'

 Governance inclu uding
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» Efficacy of the re_ ato ;,:g
o Labormarket i
o Capital market SN

e Basic infrastructure

e Dispute settlement mechanism
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» Currency transfer restr
e Breach of contract

e Interest rate chaﬂ
e Legalrisk

e Exchangerate

e Market risk
e Credit risk

e \War and civil disturbance
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GDP: S296B

Israel
Area: 22,000 sq. km
Population: 8 million

China

Area: 9,600,000 sqg. km
Population: 1.4 billion

GDP:$10,8708B
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“If you're going to the Middle East to look for oil, you can
skip Israel. If you're looking for brains, look no further.
Israel has shown that it has a disproportionate amount of

brains and energy.”

Warren E. Buffet, Chairman
and CEQ of Berkshire
Hathaway, March 2013

Berksuire Harnaway
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e Stories Evolved from Thousands Years, History
» They Are Makmg a;”‘.'*ii*" il
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e Military & Securlty and Antl Terrorlsm

e Cornerstones of Israel -- Kibbutz

e The most Visionary Investment -- Education

e Silicon Valley No.2--Venture Capital, Incubators



‘How do y’?u Know. Israel

Multinationals in Israel - Bridge to the World
From US, Europe and Asia in All Sectors
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Everyday We Are Startup




» Israel China Culture Business Promotlon

Centeris an Israel Ch1
organization establls

*13 years successff;fffﬁ;;
public company and gm&gmment organization,
including business partners, entrepreneurs,

investors, innovators, experts, educators.

eA reliable high-quality alternative to in-house
resources, for high-tech companies in China.

@ pe rative
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Electric Technology ¢ ??ﬁ:: , o

e Co-Funder of “Israel Chlna Culture Business
Promotion Center’.

e Visited Israel 9 times, with deep feeling for long
term Israel China relationship.
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Jlangl.Deng@israelchina.com.cn
Office: Shanghai, Beijing, Wuhan, Guizhou
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