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CHAPTER 6: MARKETING ANALYSIS
The industry of artificial flowers, foliages, and trees of Thailand in the past was faced with deterioration, with an export value of 2003 that dropped by 14.98 percent from 2002. This was due to higher manufacturing costs, including in raw materials, labor and transport, which together reduced our competitiveness in terms of price in the world market, losing to China - the major rival, with their low labor cost - a huge exporter of these products into the world market. The US has traditionally been the major importer and market for artificial flowers, foliages, and trees from Thailand. It was found that the import of these products from Thailand to the US has dropped continuously from 2,844.4 million Baht in 1988 to only 717.4 million Baht in 2003
. 

In 2005, Thai artificial flowers are now more varied and can respond to demand more appropriately; also, an increasing number of entrepreneurs are in the business due to the state sector support of the 'One Tambon One Product' Project. Moreover, demand in world's market, particularly at department stores, hotels and office buildings will improve, because they use artificial flowers and trees a lot, and change them often with the seasons and festivals. However, at the same time, Thailand must develop production for export and expedite self-adjustment to stay abreast of rivals who are expected to become more competitive in the future, not only in Thai market, but also in the world market. 

In competing in the lower to mid-level markets in the US who is the major artificial flower market in the world market, Thailand should pay more attention to cost management, be more systematic and seek higher efficiency in order to reduce losses from waste with raw materials, and should further develop high-quality raw material manufacturing technology, in sufficient quantities to reduce our dependence on raw materials from overseas.  After considering the structure of manufacturing costs for artificial flowers, it was found that the largest portion came from raw materials, accounting for around 40 percent of the total manufacturing cost.  Otherwise, not only are the low- to mid-level markets at risk for Thailand, but also the mid- and upper-end markets could be lost to China, too.  In the mid- to high-end segments, Thai entrepreneurs should improve design, quality, and the colors of products to make them look more natural.  
In the matter of marketing, Thai entrepreneurs need to know more about market channels and target groups, and need to be able to monitor demand more closely, expanding into countries that are willing to pay more for neatness and quality in these products rather than be price-sensitive, such as in the EU, the UK, Germany, Spain, Ireland, etc.  Related authorities, both in the state and private sectors, have to seriously cooperate in enhancing our potential in terms of manufacturing and markets in order to create opportunities for sustainable expansion of the market share of Thai artificial flowers, foliages, and trees.  Then we may return to the golden era for this industry that Thailand once enjoyed in the past.  Now let’s see how the small entrepreneur as By-Hands International Company manages their Marketing strategy to compete their competitors.
6.1 Marketing Strategy
Marketing strategy
 is the marketing logic by which the business units hopes to achieve its marketing objectives.  It consists of specific strategies for target market, positioning, the marketing mix, and marketing expenditure levels.  Market strategy is the result of a meticulous market analysis. A market analysis forces the entrepreneur to become familiar with all aspects of the market so that the target market can be defined and the company can be positioned in order to gain its share of sales.  To be successful, the company must do a better job than its competitors of satisfying target consumers.  Thus, marketing strategy must be geared to the needs of consumers and also to the strategies of competitors.  Based on its size and industry position, the company must decide how it will position itself relative to competitors in order to gain the strongest possible competitive advantage.
The competitive marketing strategy a company adopts depends on its industry position.  By-Hands International Co., Ltd. focuses mainly on providing high-quality artificial flowers made of Mulberry paper products, targeting foreign customers with upper-end income as the end customers, and targeting sales representatives that distribute to exclusive gift wholesale, retail stores and mail-order catalog companies.  Owing to the customization of orders and specialization of services will create a competitive advantage, By-Hands International Co., Ltd. is developing the organization by beginning with few employees and distributed works to the local housewife for working at home to reduce costs. All current employees are very motivated, resulting in a positive and strong company culture. This culture carries over to all new trainees, which is a prime objective for the expansion of By-Hands International Co., Ltd.  The company tries to differentiate their products to gain many advantages from customers as much as possible but finally their position is the “market-follower”. Therefore, the marketing strategy of By-Hands International Co., Ltd. have just only seek stable market shares and profits by following competitors’ product offers, prices, and marketing programs.  

The marketing strategy of By-Hands International Co., Ltd. can be classified as the company analysis, customer analysis, competitor analysis, SWOT analysis, market segmentation, targeting, positioning, and marketing mix.  The SWOT analysis that shows the organization’s strengths, weaknesses, opportunities, and threats is also discussed because a scan of the internal and external environment is an important part to analyze the marketing strategy and it provides information that is helpful in matching the firm's resources and capabilities to the competitive environment in which it operates.  The market segmentation, targeting, positioning consist of how’s the company select the segments which can best serve as target consumers and how it wants to position itself within that chosen segment.  The marketing mix consists of everything the firm can do to influence the demand for its products, creating a competitive advantage through an effective market positioning.  The many possibilities can be collected into four groups of variables as the four Ps: product, price, place, and promotion.  We look first how we can analyze By-Hands International Co., Ltd. Company.
6.2 Company Analysis
Normally, one company consists of top management, finance, research and development (R&D), purchasing, manufacturing, and accounting.  Finance is concerned with finding and using funds to carry out the marketing plan.  The R&D department focuses on the problems of designing safe and attractive products.  Purchasing worries about getting supplies and materials, whereas manufacturing is responsible for producing the desired quality and quantity of products.  Accounting has to measure revenues and costs to help marketing know how well it is achieving its objectives.  Together, all of these interrelated departments have an impact on the marketing department’s plans and actions.  They form the internal environment that the marketing managers must make decisions within the plans made by top management, and marketing plans must be approved by top management before they can be implemented.  
As for By-Hands International Co., Ltd. organization’s structure is the family members.  It’s less in hierarchy and centralized decision making by the owner for every management part, including of marketing department.  Although there have not yet clearly defined each departments but the owner tries to implement the marketing strategies by themselves to support their marketing objectives and goals.
6.2.1 Goals and Objectives
The company’s goal is very important.  It becomes the company’s marketing objectives which lead management to design the marketing strategies.  The goal of By-Hands International Co., Ltd. can be summarized that they need to become a recognized exporter artificial flower made of Mulberry paper items and guarantees 100 percent customer satisfaction with value friendly services.  
6.2.2 The strategic focus
The good strategic focus involves adapting the firm to take advantage of opportunities in its constantly changing environment.  The strategic focus that By-Hands International Co., Ltd. developed for carry its goals are as followed:
· Providing high-quality products to customers.
· Providing customers with beautiful unique artistic decorations.

· Customizing of orders.

· Specializing of services with strong customer relation management.
· Improving product’s promotion strategy.
These can be said that By-Hands International Co., Ltd. come into the correct way of developing marketing strategies suitable to reach their goals.  Nevertheless, each strategic must be defined in greater detail.  For example, improving product’s promotion strategy may require more sales people and more advertising; if so both requirements will have to spell out.  The goal should be as specific as possible.  The goal to “become a recognized exporter artificial flower made of Mulberry paper items and guarantees 100 percent customer satisfaction with value friendly services” is not as useful as the goal to “become a recognized exporter artificial flower made of Mulberry paper items by the end of year 2010 and guarantees 100 percent customer satisfaction with value friendly services by the end of year 2006.”
6.3 Customer Analysis

The company needs to study its customer markets closely.  There are five types of customer markets.  Consumer markets consist of individuals and households that buy goods and services for personal consumption.  Business markets buy goods and services for further processing or for use in their production process, whereas reseller markets buy goods and services to resell at a profit.  Government markets are made up of government agencies that buy goods and services in order to produce public services or transfer the goods and services to others who need them.  Finally, international markets consist of these buyers in other countries, including consumers, producers, resellers, and governments.  Each market type has special characteristics that call for careful study by the seller.  By-Hands International Co., Ltd. focuses mainly on providing high-quality artificial flowers made of Mulberry paper products, targeting on every buyers in other countries therefore, the customer can be defined as international markets.
  The customers list is shown in Figure 6-1.
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Figure 6-1: Customer Location Map
Source: Customer’s Map, SIEMENS Limited Thailand 2006
United State of America, Japan, France, and New Zealand are the four core customers who always order the products or orders with very high volume in one year while Brazil, Malaysia and Germany are the customers who are sometimes order the products per year.
Understanding consumer behavior is difficult enough for companies marketing within the borders of a single country.  For companies operating in many countries, however, understanding and serving the needs of consumers can be daunting.  Although consumers in different countries may have some things in common, their values, attitudes, behaviors often vary greatly.  International marketers of By-Hands International Co., Ltd. must understand such differences and adjust their products and marketing programs accordingly.  The marketer wants to understand how the stimuli are changed into responses inside the consumer’s black box.  Next, we will clearly explain the buyer characteristics as they affecting buying behavior applying for the case of By-Hands International Company.
6.3.1 Characteristics affecting consumer behavior


Most large companies research consumer buying decisions in great detail to answer questions about what consumer buying decisions in great detail to answer questions about what consumers buy, where they buy, how and how much they buy, when they buy, and why they buy.  By-Hands International Co., Ltd. is also finding the way to understand their customer’s demand and willing to create and design the products to support them.  But learning about whys of consumer buying behavior is not so easy – the answers are often locked deep within the customer’s head.
Consumers make many buying decision every day.  Their purchases are influenced strongly by cultural, social, personal, and psychological characteristics, shown on Figure 6-2.  For the most part, marketers cannot control such factors, but they must take them into account.
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Figure 6-2: Factors influencing consumer behavior
Source: Philip Kotler and Gary Armstrong, “Principles of Marketing”, 7th ed., p.144.
In case of explaining why the customers buy the products from By-Hands International Company, the cultural and personal
 are the most suitable factors can be applied for this business.  Let’s see how these characteristics affecting consumer behavior as followed:
6.3.1.1 Cultural factors
These factors exert the broadest and deepest influence on consumer behavior.  By-Hands International Co., Ltd. is mainly target on International market.  The owner needs to understand the role played by the buyer’s culture, subculture, and social class.  Culture is the most basic cause of a person’s wants and behavior.  Every group or society has a culture, and cultural influences on buying behavior may vary greatly from country to country.
In Japan, many people prefer the term "art flowers" to "artificial flowers".  They were traditionally used for flower arrangements in Imperial Court and palaces and at Buddhist and Shinto festivals, commoners' weddings and funerals, and other events.  It is known that a professional craftsman was employed by the Imperial Court to make artificial flowers between 1804 and 1818, and it also appears that specialists made artificial flowers for weddings commercially.  During the Meiji period (1869-1912), Edo-style artificial flowers were used for decorations displayed at weddings and during the New Year.  

Artificial flowers were used for traditional Japanese ornamental hairpins (kanzashi), and their use spread when European women's costumes became more fashionable during the Meiji period.  Artificial flower accessories are used with dresses, hats and in the hair to make the wearer's appearance more attractive. They come as large single flowers, bunches of small flowers, flowers on twigs, leaves, fruit, nuts and berries.

In addition to use in decorating interiors, artificial flowers have also become widely used during the New Year period and at funerals. In Kyushu, concern for the environment has prompted the use of artificial flowers as "shikibi" (a kind of magnolia placed in the family Buddhist altar) and for placing on graves. Mother's Day carnations are also often artificial flowers.

Artificial sunflowers, cosmos and lilies sell best in Japan, but surprisingly few artificial roses are sold. The strong, sharp tones favored by Americans are avoided, and more subdued, pale "European" colors are preferred. Artificial flowers with a mat finish also sell well in Japan. Chrysanthemums sell well in the Kanto region but do poorly in the Kansai region.
Often, differences across international markets are more subtle.  They may result from physical differences in consumers and their environments.  In America, Hydrangea flower can be a sample for this factor. It is a genus of about 100 species of flowering plants native to the North and South of America.  It’s widely cultivated in the garden for its beauty.  No wonder why the amount of Hydrangea’s order is very high.    

Failing to understand such differences in customs and behaviors from one country to another can spell disaster for a marketer’s international products and programs.  The owner of By-Hands International should decide on the degree to which they will adapt their products and marketing programs to meet the unique cultures and needs of consumers in various markets.  On the other hand, they should standardize their offerings in order to simplify operations and take advantage of cost economics.  In addition, adapting marketing efforts within each country will result in products and programs that better satisfy the needs of local consumers.
6.3.1.2 Personal factors
A buyer’s decisions also are influenced by personal characteristics such as the buyer’s age and life-cycle stage, occupation, economic situation, lifestyle, personality and self-concept.  In case of applying these personal factors with By-Hands International organization, occupation, lifestyle, personality and self-concept, are the most suitable factors directly affected with customers to buy their artificial flower products.
Occupation:
A person’s occupation affects the goods and services bought.    Some of By-Hands International Co., Ltd. company’s customers are Designers and Tailors.  Designers buy the flowers following their collections designed, whereas the tailors tend to buy the flowers depended on the customer’s demand on their clothes.  If the marketers can identify the occupation groups that have above-average interest in their products and services then specialize in making products needed by a given occupation group, the company will gain more sales in the markets.

Lifestyle:
People coming from the same subculture, social class, and occupation may have quite different lifestyle.  Lifestyle is a person’s pattern of living as expressed in his or her psychographics.  It involves measuring consumers’ major AIO dimensions: activities, interests, and opinions.  People who love nature will have chance to buy flowers more than another people who doesn’t love.  Some people have many works corresponding with social events.  They will have chance to buy the flowers more than people who like to stay at home.  By-Hands International should consider with this factor.  When used carefully, the lifestyle concept can help the marketer understand changing consumer values and how it affects buying behavior.  

Personality and self-concept:
Each person’s distinct personality influences his or her buying behavior.  Personality is usually described in terms of traits such as self-confidence, dominance, sociability, hospitality, autonomy, defensiveness, adaptability, and aggressiveness.  People who is hospitality will have chance to buy the flowers which have colors softer than the flowers of aggressive people.  Personality can be useful in analyzing consumer behavior for certain product or brand choice.  If the company can discover what type of flower products that people interest classified by personality, many new idea in designing products will occurred in the correct way for increasing customer satisfaction.
A person’s self-concept (Self-image) relate to personality.  It is the people’s possessions contribute to and reflect their identities.  In example, a girl may see herself as true love, cheerful, and innocence.  Therefore, she will favor Lily flowers that project the same meanings.  If By-Hands International Organization launches out a Lily bouquet product which is promoted as a promise of true love, cheerful, and innocence, then its product image will match with her self-image.  Thus, in order to understand consumer behavior, the owner of By-Hands International Company should first understand the relation between consumer self-concept and possessions.
6.4 Competitor Analysis
The marketing concept states that to be successful, a company must provide greater customer value and satisfaction than its competitors.  Thus, the management of By-Hands International Company must do more than simply adapt to the needs of target consumers.  They also must gain strategic advantage by positioning their offerings strongly against competitors’ offerings in the minds of consumers.
Textiles, papers, woods, ceramics, etc. can be material for creating artificial flowers.  Some of them can replace each others.  Mulberry paper material can be replaced by other type of paper, including of some type of textiles.  Therefore, there are lots of competitors for this business.  This business is not only growing in Thailand but others countries are also.  For Thailand, Chiangmai is one of the most important places that produce products made from mulberry paper or ‘Kradaad Sa’ in Thai language.  There exist more than 500 from large-size manufacturers to community-size producers in this province.  It seems that Thai people have high ability and skill to create their own Hand-made products.  The owners of By-Hands International Company understand this situation.  Trying to avoid this disadvantage side has been done since the company was established.  Creating outstanding product differentiated and providing great services are one of the important strategic that By-Hands International always done to against their competitors.  What the organization worry about is how they are going to have many customers and how to keep the price better than their competitors.

Each company has a different professional skill to create their products.  By-Hands International Co., Ltd. is strong in producing artificial Rose flowers but if the customer wants other kinds of beautiful Mulberry flowers, Nealand Floral and Craft Company is recommended for artificial Orchid flowers.  Within the same manufacturing performance, By-Hands International Company can say that Dinee Co. Ltd. is a main competitor.  Regarding to foreign countries, Hong Kong and China are the major competitors.  Others countries such as The United State of America is famous for producing the big size and colorful Mulberry artificial flower. Saudi Arabia is very famous for artificial flower in golden color.  Let’s see how these major competitors manage their business as followed:
6.4.1 Dinee Co., Ltd.
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Dinee Co. Ltd., was founded by craftsmen who possess more than 12 years of artistic skills and experience making mulberry paper products in Ampur ‘Doi Saket’, Chiangmai province.  Mulberry paper flowers are Dinee’s key products.  The products can be classified as Gift &
decorative items, Potpourri – Aroma bag, Hand-Painted, and Packaging.  Moreover, they always launch the products (Figure 6-3) on occasions as Christmas, New Year, 
Mother Day, Valentine Day, and Wedding Day to serve the demand of customers as much as possible.
The factory meets all the standards required by the Ministry of Industry.  The quality control for every step of the production process is strictly supervised and monitored.  The raw material is 100% natural and contains high quality.  Moreover, Dinee’s craftsmen are highly skilled and can work to fulfill the amount and time according to a customer’s order.  
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As for Marketing, Dinee focuses on exporting 100% to international customers.  In addition to the superb products already for display, they can also provide designers to work side-by-side with the customers to produce a more in-trend and more tailor-made products as the customers wish.  More over, they always join the Bangkok International Gift fair to promote their products and finding the new customers.
Dinee’s primary markets include the U.S.A., the European Union, Great Britain, Japan, Saudi Arabia, and the Middle East.  After over 15 years of experience in mulberry paper industry, Dinee now hires more than 50 craftsmen who can support their family better, who can send their children to higher level education.  These people feel safer and more comfortable in their life with the benefits and social security provided by the company, a way to return to the society.
6.4.2 Great Faith Art Craft Manufacturing Ltd.
A Division of United Trading Company, Hong Kong.
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Great Faith Art Craft Manufacturing Ltd. is a leading artificial flowers and plants manufacturer. The company was found in 1959.  In 1959, they started set up a factory making plastic flowers in Hong Kong. Since then, their business kept growing. Starting with a few employees back in the sixties, now they have a total of eight hundred employees. Due to
the necessary space they needed for housing the additional machineries, they re-located the factory to Chu Hoi, China in 1985. Eventually, they built the eighty thousand square feet, modernized factory in Zhongshan, China in 1993 (Figure 6-5 and Figure 6-6).
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Figure 6-6: (Left) Employee’s Dormitory, Canteen and Recreational Building,
(Middle) Machinery area, (Right) Employee at work

With their constant new idea and innovation on the products, they have created thousands of different design and styles of all kinds of polyester and hand wrapped flowers, swags, garlands, bushes, stems, fruits, vegetables and Christmas items. They can custom made the design to suit the customer’s needs. Frequently, they offer some promotional items for their customers with unbelievable low prices.  The customers are from all over the world, which including U.S.A., Canada, Mexico, Brazil, Australia, Germany, Italy, Middle East and the Far East. Annual turnover is about, eight million, in U.S. dollar.

They are fully understood the needs and product requirements of the customers. Not only they can deliver the best products in the market, but also provide the best service to the customers such as building a very big showroom for customers to come and see their product line and creating products followed with occasions (Figure 6-7). They have been receiving awards from their customers as their most valuable vendor for years.
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Figure 6-7: A corner of 4,000 sq. ft. Showroom and products on occasion.
No single competitive marketing strategy is best for all companies. The firm should consider its own size and industry position compared to those of its competitors.  Large firms with dominant positions in an industry such as The Artificial flowers factory in China can use certain strategies that smaller firm as By-Hand International Company cannot afford.  But being large is not enough.  There are winning strategies for large firms, but there are also losing ones.  And small firm can develop strategies that give them better rates of return than large firms enjoy.  

6.5 SWOT Analysis
The company’s Strengths, Weakness, Opportunity and Threats

The SWOT analysis is an extremely useful tool for understanding and decision-making for all sorts of situations in business and organizations.  Environmental factors internal to the firm usually can be classified as strengths (S) or weaknesses (W), and those external to the firm can be classified as opportunities (O) or threats (T). Such an analysis of the strategic environment is referred to as a SWOT analysis.  Using SWOT will provide a good framework for reviewing strategy, position and direction of the company. The following diagram shows how a SWOT analysis fits into a strategic situation analysis.
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Figure 6-8: SWOT Analysis Framework
Source: SWOT Analysis, QuickMBA website. 

The internal and external situation analysis can produce a large amount of information, much of which may not be highly relevant. The SWOT analysis can serve as an interpretative filter to reduce the information to a manageable quantity of key issues. The SWOT analysis classifies the internal aspects of the company as strengths or weaknesses and the external situational factors as opportunities or threats. Strengths can serve as a foundation for building a competitive advantage, and weaknesses may hinder it. 
In order to apply this SWOT analysis model to By-Hands International Co., Ltd., the firm should understand these four aspects of its situation.  They can better leverage its strengths, correct its weaknesses, capitalize on golden opportunities, and deter potentially devastating threats.

6.5.1 Internal Analysis

The internal analysis is a comprehensive evaluation of the internal environment's potential strengths and weaknesses. Factors should be evaluated across the organization in areas such as Company culture, Company image, Organizational structure, Key staff, Access to natural resources, Position on the experience curve, Operational efficiency, Operational capacity, Brand awareness, Market share, Financial resources, Exclusive contracts, Patents and trade secrets.  The SWOT analysis summarizes the internal factors of the firm as a list of strengths and weaknesses.

Strengths:

A firm's strengths are its resources and capabilities that can be used as a basis for developing a competitive advantage.  The strengths of By-Hands International Company are the variety of high quality flowers, right products, quality and reliability, superior product performance vs. competitors, better product life and durability, spare manufacturing capacity, have good customer relation management, unique products, product innovations ongoing, products have accreditations, the management is committed and confident, and skillful employees.
Weaknesses:
The absence of certain strengths may be viewed as a weakness.  The weaknesses of By-Hands International Company are the management cover insufficient, no local marketing experience, need more sales people, and not well known.
6.5.2 External Analysis

An opportunity is the chance to introduce a new product or service that can generate superior returns. Opportunities can arise when changes occur in the external environment. Many of these changes can be perceived as threats to the market position of existing products and may necessitate a change in product specifications or the development of new products in order for the firm to remain competitive. Changes in the external environment may be related to   Customers, Competitors, Market trends, Suppliers, Partners, Social changes, New technology, Economic environment, Political and regulatory environment.  The last four items in the list are macro-environmental variables, and are addressed in a PEST analysis.  The SWOT analysis summarizes the external environmental factors as a list of opportunities and threats.

Opportunities:
The external environmental analysis may reveal certain new opportunities for profit and growth.  The opportunities of By-Hands International Company are the performance and ability to develop new products, local competitors have poor products, profit margins will be good, end-users respond to new ideas, could extend to local market, new specialist applications, can surprise competitors, support core business economies of Thailand’s Northern region, could seek better supplier deals, convenient location, and hand-made floral industry is growing.
Threats:
Changes in the external environmental also may present threats to the firm.  The threats of By-Hands International Company are about the environmental effects would favor larger competitors, existing core business distribution risk, market demand very seasonal, retention of key staff such as Designer, is critical, could distract from core business, and vulnerable to reactive attack by major competitors.
6.5.3 SWOT Profile

When the analysis has been completed, a SWOT profile can be generated and used as the basis of goal setting, strategy formulation, and implementation. The completed SWOT profile of By-Hands International Company is arranged on figure 6-9 as followed:
	Strengths

· Variety of high quality flowers.

· Right products, quality and reliability. 

· Superior product performance vs. competitors. 

· Better product life and durability. 

· Spare manufacturing capacity. 

· Have good customer relation management.

· Unique products.

· Product innovations ongoing.

· Products have accreditations.

· Management is committed and confident.
· Skillful employees.
	Weaknesses

· Management cover insufficient.
· No local marketing experience. 

· Need more sales people.

· Not well known.

	Opportunities

· Could develop new products. 

· Local competitors have poor products. 

· Profit margins will be good. 

· End-users respond to new ideas. 

· Could extend to local market. 

· New specialist applications. 

· Can surprise competitors. 

· Support core business economies of Thailand’s Northern region.

· Could seek better supplier deals. 
· Convenient location.

· Hand-made floral industry is growing.
	Threats

· Environmental effects would favor larger competitors. 

· Existing core business distribution risk. 

· Market demand very seasonal.

· Retention of key staff such as designer, is critical.

· Could distract from core business. 

· Vulnerable to reactive attack by major competitors.


Figure 6-9: SWOT Profile

Source: SWOT Analysis, QuickMBA website. 

A firm should not necessarily pursue the more lucrative opportunities. Rather, it may have a better chance at developing a competitive advantage by identifying a fit between the firm's strengths and upcoming opportunities. In some cases, the firm can overcome a weakness in order to prepare itself to pursue a compelling opportunity.
6.6 Target Marketing
The marketing concept calls for understanding customers and satisfying their needs better than the competition. But different customers have different needs, and it is rarely possible to satisfy all customers by treating them alike.  By-Hands International Company recognizes that they cannot appeal to all buyers in this market, or least not all buyers in the same way.  Buyers are too numerous, too widely scattered, and too varied in their needs and buying practices.  The management of this firm is always thinking about how can they get the huge order and varies the products to serve the different demand of the customer as much as possible.  
These notions can be developed into a theory of target marketing.  Target marketing on the other hand recognizes the diversity of customers and does not try to please all of them with the same offering. It can better help By-Hands International Company find their marketing opportunities.  They can develop the right product for each target market and adjust their prices, distribution channels, and advertising to reach the target market efficiently.  The three major steps in targeting marketing can be divided into Market segmentation, Market targeting, and Market positioning.  First, we will discuss about how By-Hands International Company can segment their customers.
6.6.1 Market Segmentation
Since By-Hands International Co., Ltd. only deals with a few, select products, segmentation is minimal. Four segments currently exist: 
· Designers
· Tailors

· Importers/Wholesalers/Retailers of Gift purchasers 

· Importers/Wholesalers/Retailers of Floral collectors 

There are a number of segmentation variables that lead By-Hands International Co., Ltd. to divide their market into homogenous groups for developing more accurate profiles of their target segments.  These variables are discussed briefly below.
Geographic Segmentation 
Geographical segmentation divides markets into different geographical areas. By-Hands International Co., Ltd. marketers use geographic segmentation because consumers in different areas may display certain characteristics and behaviors in that particular region, for example, the Western customers such as America are more affluent than the East like Japan and you will find particular products sold in these regions based on their affluence. 
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Demographic Segmentation 

Demographic Segmentation is based on variables such as age, gender, ethnicity, education, occupation, income, family status, nationality, religion, and social class.  Many of these variables have standard categories for their values. 
For example, in 1991, Households headed by 45- to 54-year-olds are the biggest gift-givers. These consumers spend an average of $1,450 on
gifts, which is 62 percent more than the average household. In addition, married couples without children are the most generous gift-givers. These households spend 48 percent more than average on gifts.
Psychographic Segmentation

Psychographic segmentation groups customers according to their lifestyle, activities, interests, opinions, attitudes, and values.  This segmentation can be broken down into lifestyle, social class, and personality characteristics as followed:
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Figure 6-11: Psychographic Segmentation Structure
Source: Market segmentation, Learn Marketing website.
Behavioralistic Segmentation

Behavioral segmentation is based on actual customer behavior toward products. Some behavioralistic variables (Figure 6-12) include of Benefits sought, Usage rate, Brand loyalty, Readiness to buy, Occasions: holidays and events that stimulate purchases such as the demand of flowers increases during Christmas and Mother Day and so on.  Occasion segmentation aims to increase the ‘reason to buy factor’ and thus increase sales.
Figure 6-12: Behavioralistic Segmentation Structure
Source: Market segmentation, Learn Marketing website.
Lifestyles Segmentation 
Our lifestyle, our every day’s activities, our interest, opinions and beliefs on certain issues dictates who we are therefore; By-Hands International Co., Ltd. marketers develop and aim products/services at particular lifestyle groups (Figure 6-13) on their target market. By-Hands International Co., Ltd. tries to understand the lifestyle of a particular group then they can sell their product/services on the basis that it will enhance the customer’s lifestyle.
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	Yuppie Associations

· Mobile 

· High valued house/flat 

· Good Salary 

· Young branded car. 
	Third Agers Associations 50's

· Retired early from profession. 

· Time to spare 

· Adventure Seekers 


Figure 6-13: Lifestyle groups
Source: SWOT Analysis, QuickMBA website. 
In addition to having different needs, for segments to be practical, By-Hands International Co., Ltd. should be evaluated against the following criteria:

· Identifiable: the differentiating attributes of the segments must be measurable so that they can be identified.

· Accessible: the segments must be reachable through communication and distribution channels. 

· Substantial: the segments should be sufficiently large to justify the resources required to target them.

· Unique needs: to justify separate offerings, the segments must respond differently to the different marketing mixes.

· Durable: the segments should be relatively stable to minimize the cost of frequent changes.

6.6.2 Targeting

After the process of segmentation the next step is for By-Hands International Co., Ltd. organization to decide how it is going to target these particular groups.  Target marketing tailors a marketing mix for one or more segments identified by market segmentation. The two important factors that By-Hands International Co., Ltd. considers when selecting a target market segment are the attractiveness of the segment and the fit between the segment and the firm's objectives, resources, and capabilities.
Target Market Strategy
Targeting strategies of By-Hands International Co., Ltd. can be categorized as ‘Selective Specialization’ which is a multiple-segment strategy, also known as a ‘Differentiated marketing strategy’. Different marketing mixes are offered to different segments. The product itself may or may not be different and only the promotional message or distribution channels vary.

The following diagrams show examples of the market selection patterns given three market segments S1, S2, and S3, and three products P1, P2, and P3.

Selective Specialization




           S1     S2     S3

	

	
	

	

	
	

	

	
	


Figure 6-14: Selective Specialization diagram
Source: Target Market Selection, NetMBA website.

6.6.3 Positioning

Positioning Strategy

After By-Hands International Co., Ltd. has selected its target market, the next stage is to decide how it wants to position itself within that chosen segment. It is important to understand the product from the customer’s point of view relative to the competition.  A good position of this organization is the product’s unique and positioning considered a benefit by company target market.
Ultimately By-Hands International Co., Ltd. positioning wants customers to perceive their products and services as unique artificial flowers in the world where occupies in the consumer’s mind relative to competing products.  They want to develop a strategy which positions themselves away from their competitors and getting into mind of the customer. Offering a benefit which is superior depends much on the marketing mix strategy the organization adapts. The pricing reflects the benefit offered and the promotion strategy can be communicated by this benefit.
Perceptual Map







Figure 6-15: Perceptual Map of By-Hand International Company
6.7 Marketing Mix
By-Hands International Co., Ltd. attempts to generate a positive response in the target market by blending the marketing mix variables in an optimal manner which is the parameters that can be controlled, subject to the internal and external constraints of the marketing environment.  All elements of the mix are linked and support to each other as depicted below.  Now we will look first on how By-Hands International Company manages its product.

Figure 6-16: Elements of the Marketing Mix
Source: The Marketing Mix, NetMBA website.

6.7.1 Product
Product Description
By-Hands International Co., Ltd. exports all type of artificial flowers which made of Mulberry paper.  These products provide customers with a wide variety of product lines and allows for individual customization of orders.  The product line can be classified as followed: 
1. 
Flowers for craft
2. 
Flowers for clothes accessories
3. 
Flowers for arrangement

4. 
Seasonal bouquets

5. 
Tedtsu: 50 flower petals contained with perfume into the box. Flower types available are Rose, Hydrangea, Lavender, Chamomile, Blueberry, and Orange Blossom.
6.   Decorating Christmas Items

7.   Hand Made Greeting Cards

Flower type list: 

Anemone

Daisy


Lavender

Sunflower

Blueberry

Evening primrose
Orange Blossom
Tulip

Carnation

Gerbera

Orchid


Viola

Cherry


Grape


Rose


Vivian

Chamomile

Hide


Rosen

Diana


Hydrangea

Star flower
[image: image3.jpg]


  [image: image4.jpg]


[image: image5.jpg]



Tulip
          Gerbera
              Hydrangea
    [image: image6.jpg]


   [image: image7.jpg]


 [image: image8.jpg]


[image: image9.jpg]


 [image: image10.jpg]



      Anemone
      Sunflower
             Rose
      Lavender
    Carnation
Figure 6-17: Example of By-Hand International flower products
Source: Wikipedia, the free encyclopedia website.
Product differentiate and Competitive Comparison 
By-Hands International Co., Ltd. has differentiated their product mainly related to the design, features, packaging, friendly product to environment, branding, services, warranties, return and so on to serve their customer’s mind as much as possible.  Generally, the products contain these features that distinguish them from those produced by competitors as followed: 
· By-Hands International Co., Ltd. products are 100 percent handmade by Thai people and are then exported into many countries, which will be emphasized in all marketing efforts. 

· The quality of the Mulberry paper flowers is obvious, even to the untrained eye. There is no use of plastic.  This makes By-Hands International Co., Ltd. products look more realistic. 

· Tedtsu type of By-Hands International Co., Ltd. is unique, and no similar product is available in the domestic and international market. These products are protected by owning a patent. The product features beautiful embroidery on itself, which will cost much more if it were to be widely advertised.
Future products – Design consideration
After establishing a firm reputation, By-Hands International Co., Ltd. plans to introduce the new kinds of flowers and gift products every year with aggressive innovative management, but all will still be hard to do because of the designation problems.  The reasons why there is not much progress in the design because of the employee as the designers have very high sense of self-worth.  They always work for the company in the short period.  Thus, NOHMEX
 try to encourage Design Center in Northern area for this business to solve problem of product's design.
6.7.2 Price

Pricing Strategy
Pricing is one of the most important elements of the marketing mix, as it is the only mix, which generates a turnover for the organization and related to product positioning. Furthermore, pricing affects other marketing mix elements such as product features, channel decisions, and promotion.  

By-Hands International Co., Ltd. understands that pricing is difficult and must reflect supply and demand relationship. If the price is too high or too low, it could mean a loss of sales for the organization.  Their pricing strategy is mainly take into account these following factors:
1.  Fixed and variable costs

2.  Competition

3.  Company objectives 

4.  Positioning strategies

5.  Target group and willingness to pay
6.7.3 Place (Distribution)

Distribution Strategy
Refers to how organization distribute the product or service they are offering to the end user.  By-Hands International Co., Ltd. is trying to develop the distribution strategies to the user at the right place at the right time.  They perceive that the efficient and effective distribution is important if the organization needs to meet its overall marketing objectives.
Distribution Channels
Distribution channels of By-Hands International Co., Ltd. are currently relatively simple. There are two types of channel of distribution methods are being used (Figure 6-18).
1. Indirect distribution involves distributing the product by the use of foreign intermediates as wholesalers and retailers.  To increase this channel as much as possible, many actions occurred.  Because it’s also a meaning of increasing the future sales.
Additionally, if the organization decides to adopt the distribution strategy they should 
select an intermediary which has experience of handling similar products, credible and is known by the target audience.

2. Direct distribution involves distributing direct from a factory to the end user by their shop where locates at Nimmarnhemin Rd., Chiangmai.
Nimmarnhemin Rd. is a very good place for this business because this place is well known to the citizens around it.  Another advantage of this location is that the company will be able to attract people who are not from the area as well as people from out of Chiangmai because it’s a very convenience place for customers as well as producers. Nimmarnhemin Rd. contains many stores that are targeting toward various level people and therefore the company will have a good chance of attracting more people because one of their market targeting is also toward Hi-end income people. 
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Above indirect distribution (left) and direct distribution (right).
Figure 6-18: Type of distribution channels
Source: Place strategies, Learn Marketing website.
Nevertheless, inside a type of channel, they also consider factors to support their logistics strategies as followed:

· The company’s shop is located at the zone of popular in selling hand-made products in Chiangmai. It is convenience for their customers to access and buy their products and it is also convenient for them to deliver product as well because they have multiple streets that are accessible to their shop such as small roads.  

· The factory is not far away from the city.  Transportation to the customers is doing well because of time saving. 

6.7.4 Promotion
Promotion Strategy 

With a distribution strategy formed, By-Hands International Co., Ltd. developed the promotion strategy in its most basic form to controlled distribution of communication designed to sell their products.  As for the first time structured of this business, the owner had got the order from a Japanese neighbor; therefore it is continuously influence with the product quality standardization and the way to expand their business as targeting only with the international customers.  
In order to accomplish this, the promotion strategy encompasses some of marketing tool utilized in the communication effort.  This is done through advertisements, packaging, and publicity events as exhibitions.
· Advertisements:  It takes in the form of the company leaflet and name card.

· Packaging:  Provides of company trademarks on every package.
· Publicity events as exhibitions: Involves developing positive and additional new relationships of organization to the customers.  In order to get exposure of By-Hands International Co., Ltd.’s product, the company always plan to be an exhibitor of Gift and accessories exhibition which attended by multiple buyers including, but not limited to, catalog/mail-order, floral wholesalers, chain stores, craft stores and wholesalers, etc.  The organization plans to attract the right sales representative and mail-order company for its products through this trade show. They think that this is the most effective way to find the new customers for expanding their business, creating brand awareness, and also increasing of future sales.
CRM (Customer Relation Management)
Customer relation management is the most important.  Successful relationship marketing links an organization to its individual customers, employees, suppliers, and other partners for their mutual long-term benefits.  It’s a key factor that helps By-Hands International Co., Ltd. grows and evolves in this industry.

6.8 Short & Long-Term Marketing Efforts
In order to create consistent sales cycles and a positive growth trend, By-Hands International Co., Ltd. should engage in both short and long term marketing efforts. 

The Short-term marketing efforts tend to cause sudden sales spikes which rarely last. These sharp sales increases are usually the result of a targeted marketing campaign or time limited offer. While short-term marketing produces sales, long-term marketing efforts must be mixed in to sustain sales.  The selected strategy's immediate effects, expected long-term results, and the special actions required to achieve them are as followed: 
6.8.1 Short Term Marketing Efforts
Website Marketing Strategy
As for the website is a way to increase brand equity and awareness, By-Hands International Co., Ltd. tries to expand their products so they decide to create the new distribution channel as company website.  This is the easiest and fastest way to generate product interest in short-term marketing and can then be implemented in the long-term marketing strategy. They consider that their products should be one of the reviewed website in this kind of industry, and that will become the key to future sales.  

From the past, the design works catalogues and marketing were less found by the customers and didn’t better than their competitors.  Therefore, they try to distinguish and develop themselves from their competitors as having a full company dot-com, rather than just a store front.
6.8.2 Long Term Marketing Efforts
Brand awareness
Undoubtedly the most time consuming, yet important aspect of long-term marketing involves preparing and creating the company’s brand awareness.  Currently, Branding is the strategy that By-Hands International Co., Ltd. always tries to make it to become true.  But they have never reached their goal because of many factors which defined by their customers.  
Printing the trademarks on every package when sending products to the customers are always done, but it seems to be useless.  Most of the customers try to keep them as a secret for the purpose of competitive advantage therefore; the orders are usually come without By-Hands International Co., Ltd. trademark but customers’ trademarks and packages are ordered instead.
Expanding to local market.

The plan of expanding products in Thailand raises resulted from the intention to create brand awareness.  The idea is to have famous brand in Thai country, will have competitive advantage to oblige and negotiate with their customers.  
Arriving at this plan is unpredictable. It is based on not only an analysis of the market but on highly targeted and competitive distribution, pricing, and promotional strategies.  For instance, even though there may be a sizable number of premium customers to form the total feasible market, the company needs to be able to reach them through the distribution network at a price point that is competitive, and then they have to let their customers know the products are available and where they can buy it.  How effectively they can achieve the distribution, pricing, and promotional goals determines the extent to which they will be able to gain market share.  By-Hands International Co., Ltd. is well positioned and in its market segment very competitive. Good progress has been made in setting up an online shopping facility. They should continue this path, but be careful not to alienate their elderly customer base. 

For future growth strategies I recommend a mix of market and product development. Next to a constant high standard of products, expansion of the business into the central of Thailand and (a limited) expansion into the Gift industrial sector is recommended. The partnership with Market Research Company will provide expertise, familiar and tested supply links.
6.9 Consideration Issues
In the matter of marketing, although the company tries to differentiate their products to gain many advantages from customers as much as possible but finally their position is the “market-follower”.  The marketing strategy of By-Hands International Co., Ltd. is only to seek stable market shares and profits by following competitors’ product offers, prices, and marketing programs.  Each strategic must be defined in greater detail to make sure it does support the marketing efforts. 

The firm needs to know more about market channels and target groups, and need to be able to monitor demand more closely, expanding into countries that are willing to pay more for neatness and quality in these products rather than be price-sensitive, such as in the EU, the UK, Germany, Spain, Ireland, etc.    Failing to understand such differences in customs and behaviors from one country to another can spell disaster for a marketer’s international products and programs.  The owner of By-Hands International should decide on the degree to which they will adapt their products and marketing programs to meet the unique cultures and needs of consumers in various markets.  On the other hand, they should standardize their offerings in order to simplify operations and take advantage of cost economics.  In addition, adapting marketing efforts within each country will result in products and programs that better satisfy the needs of local consumers.  

Currently, branding is the marketing strategy efforts at By-Hands International Co., Limited as they have been trying.  Although this effort is still pending this program is never realized due to many factors which are defined and at the domain of their customers.  Therefore, the plan of expanding products into Thai market is being considered because the idea is to have famous brand in Thai market and then to use the power of the local brand in order to bargain competitive advantage on their customers. This means that By Hands International would need to focus on brand development at local market and expect the brand to attract international buyers.  Achieving this objective is much more difficult and complicated due to the nature of the product the company handles.  Also the other reason being that it is based on not only an analysis of the market and prospect of the brand but also on highly targeted and competitive distribution, pricing, and promotional strategies. For instance, even though there may be a sizable number of premium customers to form the total feasible market study, the company needs to be able to reach them through the distribution network at an acceptable price level to be competitive, and then they have to let their customers know the products are available and inform where they can buy it. 

How effectively can they achieve the distribution, pricing, and promotional goals determines the extent to which they will be able to gain market share. By-Hands International Co., Ltd. is well positioned and in its market segment could be considered very competitive. Good progress has been made in setting up an online shopping facility. They should continue this path, but the company needs to take into account not to alienate their loyal customer base.  This implies that modern communication exposes the extent of the company’s effort on the distribution and yet undermines the former distributor’s efforts, if customers are willing to buy directly from the manufacturer-By Hands International Limited.  Therefore an effective distribution policy should be developed, granted that industry records growth and at the same time the company is able to sustain the effort in the long run.
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 Figure 6-4:  Dinee’s Leaflet
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Figure 6-3: Dinee’s products and factory
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Figure 6-5: 


Factory located in Industrial Developing Zone,


Shenwan, Zhongshan, China.
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