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Executive summary 
Van der Breggen is a Dutch company specialized in syrup waffles and other biscuits. Through the years the company has been innovating and has adapted to new trends.
This paper was written to answer the central question: 
Is it interesting for van der Breggen to export their syrup waffles to France and what does the company need to consider when entering the French market?

In order to give an adequate answer, research has been done and the outcome is presented in this report.
The internal analysis of van der Breggen outlines the strengths and weaknesses of the company. The conclusion of this analysis is that van der Breggen is ready to enter a new market. Although the brand and product are not known in France, the company already has experience in the international market and offers a high quality product for a good price.

The external analysis investigates the accessibility of the French market. The conclusion is that France is an accessible market for van der Breggen. France has a high consumption of biscuits and has a very developed logistic system. Although the trust of the customer has declined and there is a trend to eat healthier, the opportunities prevail over the threats.
In the SWOT analysis the internal and external analysis are linked and to balance out the strengths, weaknesses, opportunities and threats, several strategic options were given. In the French business culture the negotiations are done with a mediator in the form of a commercial agent or ‘Voyageur Représentant Placier’. This person helps the company enter the market because they know the market very well and have a lot of business contacts. Another entry strategy is through an international joint venture with an established company in France. This strategy minimizes the risks and costs. Furthermore van der Breggen needs to start a strong promotion campaign to become a strong competitor. The last advice is to update the e-commerce activities to utilize as a marketing tool.
The SWOT analysis formed the basis for the elements of the marketing mix and lead to the following advice: 

Product: The packaging of the product can remain the same, the name however needs to be adjusted to a name easy to pronounce and remember for the French.
Promotion: Van der Breggen needs a strong marketing campaign to introduce the product in France. Sampling in stores, advertisement in printed media and television reaches a lot of people, a radio commercial is also important. Internet is becoming more important and van der Breggen should focus on the e-commerce possibilities as well. 

Place: The population of the region of Paris is the highest; therefore it is important that syrup waffles are available in the region in super- and hypermarkets, gas stations, canteens and in stands near public transport. Paris has a well developed logistic system; therefore the distribution will be easy.
Price: The price of the syrup waffles should be slightly below the price of similar products to attract the consumers’ attention.
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Introduction

About van der Breggen

Van der Breggen is a successful Dutch company specialized in manufacturing syrup waffles and other biscuits. The company is already exporting several products to many different countries. Until now, syrup waffles have not been exported to France. 

Goal of the thesis

In this paper the market attractiveness of France for van der Breggen is investigated. In this paper the French market and its opportunities and threats are outlined and analyzed, also the company’s strengths and weaknesses are analyzed. This information is gathered in a SWOT analysis and conclusions have been drawn concerning the marketing mix and strategic options.

Description and justification of the research methods

The thesis is based on desk research, websites on the internet and books. In addition, a small survey was conducted to find out if the French know the product and if they like it.
Central question

Is it interesting for van der Breggen to export their syrup waffles to France and what does the company need to consider when entering the French market?

Sub questions

· What kind of company is van der Breggen?

· What are the strengths and weaknesses of the company when entering the French market?

· What are the opportunities and threats of the French market?

· What is the best strategy to enter the French market?

Chapter overview

This paper is divided in eight chapters with information gathered by desk research. In the first chapter the product and company are described. The second chapter provides information about France. In the third chapter the market definition is outlined. In these first three chapters the basic information was collected. Chapter four deals with the internal analysis, chapter five with the external analysis. In chapter six the strengths, weaknesses, opportunities and threats are combined in the SWOT confrontation matrix. These combinations were analyzed and provided several strategic options. This information led to the creation of the marketing mix in chapter seven. The central question and sub questions are answered in chapter eight. In chapter nine the recommendations are outlined.
1. Product & company description
A syrup waffle is a biscuit which consists of two circular, very thin waffles, with sweet syrup between them, originally with a diameter of ten centimeters (approximately four inches). Syrup waffles find their origin in Gouda in the Netherlands in 1810. They were made of old biscuit crumbs, remains of dough and syrup and therefore were very inexpensive. They were also called the biscuits for the poor. In the 19th century there were approximately 100 syrup waffle bakers in Gouda and until 1870 syrup waffles remained an exclusive product of Gouda. Later, other regions than Gouda also baked and sold Syrup waffles and the biscuits became famous in the rest of the Netherlands. (“Stroopwafels”, n.d., para 1)
Nowadays fresh made syrup waffles are sold in bakeries and on the market. It is also possible to buy syrup waffles in a package for use at home or in portion packages to take to work or school. Syrup waffles are available in different sizes from five to 25 centimeters (two to ten inches), and in bars. Through the years there has been some experimenting on the recipe, to add for example honey or chocolate to the syrup waffles. The syrup waffle is a popular product in the Netherlands and the Dutch eat approximately 20 syrup waffles per person per year. Syrup waffles are not only appreciated by the Dutch, but also by foreigners, this can be concluded by the high sale of syrup waffles in stores at Schiphol. (“van der Breggen”, n.d., “Gouda’s Gilde”, para 2)
In 1969 Herman van der Breggen introduces syrup waffles in Brabant. By giving demonstrations on local markets and giving out samples, the syrup waffle increases in popularity. Later that year V&D is the first store selling syrup waffles in retail. In 1979 Edah becomes an important customer for van der Breggen and to be able to serve the demand a large bakery was built in Tilburg in 1982. (“van der Breggen”, n.d., “Historie”)
Van der Breggen has a range of different products and brands, a description follows. 
Bakker Joop syrup waffles (since 1982)

This is a traditional syrup waffle, one of the best sold waffles in the Netherlands. The waffle is made of margarine butter and a creamy filling. Available in packages of ten syrup waffles. (“van der Breggen”, n.d., “Bakker Joop”)
Gouda’s Gilde syrup waffles (since 1990)

This product is based on tradition and quality. This waffle is larger than the standard size, the recipe from 1864 is based on real butter, several spices and two types of sugar. This is the best selling product in stores at Schiphol airport. Available in packages of ten syrup waffles and in a special box designed exclusively for the stores at Schiphol. (“van der Breggen”, n.d., “Gouda’s Gilde”)
Several types of biological reform biscuits (since 1992)

The ingredients of these syrup waffles and biscuits are all biologically grown. There are four different tastes available; corn, rice, honey and hazelnut. (“van der Breggen”, n.d., “Biologische Producten”)
Kanjers syrup waffles (since 1995)

· The portion package of two traditional syrup waffles
· The portion package of two syrup biscuits

· The portion package of two honey waffles

· The Multipack, with 4 portion packages

· Mini syrup waffles, the traditional syrup waffle in a small version, portion packages of three waffles

· Syrup waffle bar, the taste of the original syrup waffle in the form of a bar. Also available in chocolate (“van der Breggen”, n.d., “Kanjers”)
Syrup biscuits (since 1996)

This is a crispy baked biscuit, with a syrup filling. (“van der Breggen”, n.d., “Biologische producten”)
Buys Zoenen (1997)

This is a little waffle with an airy filling based on glucose syrup finished with chocolate. (“van der Breggen”, n.d., “Buys Zoenen”)
The product that would be exported to France is the typical Dutch syrup waffle originally from Gouda (Gouda’s Gilde syrup waffles) and the original Kanjer syrup waffle in the portion package. Because the product is new on the French market only the original type will be exported. If it turns out to be a success, the other tastes can also be exported.
2. Country description

France is the largest West European nation and borders with Andorra, Belgium, Germany, Italy, Luxembourg, Monaco, Spain and Switzerland. France has a total land area of 545,000 square kilometer.
Inhabitants

France has over 60 million inhabitants with a median age of 39.2 years. The population growth is 0.574 percent and the fertility rate is 1.98 percent.
Language 

The official language is French. There are some regional dialects; however the use of these dialects is declining.
Religion

In France 85 percent of the population is Roman Catholic, eight percent is Muslim. Two percent is Protestant, and one percent Jewish. 

State structure

Paris is the capital of the Republic of France, which contains of 26 regions. The chief of state is President Nicolas Sarkozy and the head of government is Prime Minister Francois Fillon. (CIA, 2009, France) 
3. Market definition
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The Z-axis defines the different customer groups. The product is used a lot at home, but also at work or school.

The Y-axis defines the customer functions or the needs the product fulfills. The product fulfills the need for a sweet snack, but does not fulfill the need for a healthy snack.

The X-Axis defines the alternative technologies. Van der Breggen renewed the product and kept adapting to changes of habits, for example by offering portion packaging.
4. Internal analysis

4.1 Company structure

Van der Breggen has several private labels, for a clear idea of the structure of the company, the table underneath this text can be consulted.
Figure 1. Company structure van der Breggen B.V.
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4.2 History and future strategy

A large bakery was built in Tilburg to be able to fulfill the need of retailer Edah. When the bakery opened, van der Breggen launched the brand ‘Bakker Joop’ in 1982. In 1990 the brand Gouda’s Gilde was introduced and in 1992 van der Breggen started with the biologic reform products. In 1995 Kanjers were introduced. In 1996 an alternative for the syrup waffle was presented; the syrup biscuit. In 1997 Buys Zoenen were added to the range of products. In 2002 the stock Kanjers syrup waffles kept growing and van der Breggen BV became market leader in syrup waffles, syrup biscuits and Zoenen. In 2002 van der Breggen fused with ZBG Europe. In 2007 van der Breggen fused with Gilde investment. And in 2007 Buys Efteling Zoentjes were introduced, a smaller version of the standard Zoenen. (“van der Breggen, n.d., “Historie”)
4.3 Mission statement

Van der Breggen BV is a modern and professional company, which bakes its products with the best care. With the obtained acknowledge and the use of the most advanced techniques van der Breggen can deliver high quality products and meet the needs of tomorrow. (“van der Breggen, n.d., “Filosofie”)
4.4 Sales channels

In the Netherlands van der Breggen sells syrup waffles in supermarkets, gas stations and lunch corners in schools and offices. Van der Breggen sells syrup waffles in packages of ten waffles, but portion packages and bars are also available. It is not possible to buy van der Breggen syrup waffles on line. 
4.5 Financial overview

The financial position of van der Breggen B.V. can be analyzed by the consolidated balance sheet and financial ratios.
Van der Breggen achieved the highest net profit in 2006, namely € 1,425,000. -. A year later the net profit declined 12%, to € 1,249,000. – in 2007. The net profit declined, but there was a surplus in liquidity. The current ratio in 2007 was 2.98; ideally this should be between 1 and 1.5. The quick ratio should be between 0.5 and 1, but was 2.65. This can be solved by investing more or paying off loans quicker to lower the costs of financing. The debt ratio was 0.56; this means that the company’s assets are not financed by debt, but by stockholders capital. The debt to equity ratio was 1.25; this could indicate that the company was having trouble paying off creditors and investors. (“van der Breggen”, n.d., “Verslagen”) 
4.6 Balanced Score Card

	 
	Performance
	Importance

	 
	Major strength
	Minor strength
	Neutral
	Minor weak-ness
	Major weak-ness
	HI
	MED
	LOW

	Marketing
	 
	 
	 
	 
	 
	 
	 
	 

	1. Company reputation
	X
	 
	 
	 
	 
	X
	 
	 

	2. Market share
	 
	X
	 
	 
	 
	X
	 
	 

	3. Product quality
	X
	 
	 
	 
	 
	X
	 
	 

	4. Service quality
	 
	X
	 
	 
	 
	 
	X
	 

	5. Promotion effectiveness
	 
	X
	 
	 
	 
	 
	X
	 

	6. Innovation effectiveness
	X
	 
	 
	 
	 
	 
	X
	 

	7. Geographical coverage
	 
	X
	 
	 
	 
	X
	 
	 

	8. Connecting with customers
	 
	X
	 
	 
	 
	X
	 
	 

	9. Distribution effectiveness
	 
	 
	X
	 
	 
	X
	 
	 

	 
	 
	 
	 
	 
	 
	 
	 
	 

	Finance
	 
	 
	 
	 
	 
	 
	 
	 

	10. Financial stability
	 
	 
	 
	
	X 
	X
	 
	 

	11. Cash flow
	 
	 
	 
	X
	 
	X
	 
	 

	 
	 
	 
	 
	 
	 
	 
	 
	 

	Organization
	 
	 
	 
	 
	 
	 
	 
	 

	12. Training courses
	 
	 
	X
	 
	 
	 
	X
	 

	13. Career opportunities
	 
	 
	X
	 
	 
	 
	X
	 

	14. Dedicated employees
	 
	 
	X
	 
	 
	X
	 
	 

	 
	 
	 
	 
	 
	 
	 
	 
	 

	Production
	 
	 
	 
	 
	 
	 
	 
	 

	15. Increase efficiency
	 
	X
	 
	 
	 
	X
	 
	 

	16.Economies of Scale
	 
	X
	 
	 
	 
	X
	 
	 

	17. Technical manufacturing  skill
	 
	 
	X
	 
	 
	 
	X
	 


The balanced score card is used to illustrate the strengths and weaknesses of a company. The conclusion is that the major strengths are in marketing; however a major weakness is financial stability.
4.7 Strengths & weaknesses
S1
Experience in the international market
S2
Many years of experience and great know how

S3
High quality products for a low price

S4
Adaptation to new trends (portion package)

W1
Brand image is not known internationally

W2
The product is not known internationally
W3
Not strong in e-commerce

W4
Decline of profit in 2007

5. External analysis

5.1 Buyer analysis

Who are current and potential buyers of syrup waffles?

Current buyers are households in several countries who are looking for good quality and a reasonable price. The target group is not a specific age or gender and the product is available for all income levels. Potential buyers are French households; however there is also the possibility to buy syrup waffles at school, work or wile waiting for public transport. 

Where could the consumer buy syrup waffles?

It is possible to buy syrup waffles in bakeries, supermarkets and hypermarkets in packages of eight or ten waffles. There is also the possibility to buy portion packages with two waffles at school, work, gas stations and stands at stations of public transport.
When does the consumer buy the product?

Mothers will probably buy them while doing grocery shopping. Other consumers can buy syrup waffles almost every part of the day; when taking a break at school or work, when waiting for public transport or whilst in the car and stopping at a gas station.
Why buyers chose syrup waffles?

In the first place consumers chose syrup waffles because of their great taste and good quality. A syrup waffle is a delicate biscuit to serve with coffee or tea. It is also very handy to take to work or school and have as a sweet snack because of the portion package. 
What is the function of the product?
A syrup waffle is for consumption, to have a sweet snack in between and to enjoy it. It is used in daily life and meant to enrich life.

5.2 DESTEP analysis

Demographic factors

On the first of January 2008 France had 61.8 million inhabitants. When the inhabitants of the departments and territories oversea are added, the total number is 63.8 million. This makes France the second largest European country based on population. 
The French population grew in 2007 with 361,000 people, 71,000 of them were immigrants. 816.500 babies were born. The average number of babies per woman in Europe is 1.5 children; however the French women had an average of 2 babies in 2007. A possible explanation is the active birth policy the government has. The government of France tries to reduce the aging of the population, by giving parents of newborn children certain benefits. Similar to other European countries the population of France is aging; on the first of January 2008 19.3 percent of the French population was 65 years or older. The INSEE expects that in the years 2020 until 2050, between 21 and 35.1 percent of the French population will be older than 65 years. (EVD, 2008, Frankrijk, basisgegevens, para 3) 
Table 1 Population structure of France in 2007

	Age
	Inhabitants (in millions)
	Percentage

	0 – 19 years
	15.8
	24.9

	20 – 64 years
	37.4
	58.8

	65 years and older
	10.4
	16.3

	Total
	63.8
	100


Economic factors

In 2007 the gross domestic product (GDP) increased with 1.9 percent compared to 2006 and was 1,625 billion euro. France was one of the worst performing countries of the Euro zone. The trust of the consumer has declined rapidly since 2007. The expectation is that the growth of private consumption and the total investments will be even lower in 2008. As a result the GDP will rise only 1.5 percent in 2008 and will not rise to 1.8 until 2009. 
Table 2 Gross domestic product (GDP) 2006 – 2009

	Year
	Euro (in billions)
	Growth in percentage

	2006
	1,594.8
	2.2

	2007
	1,625.0
	1.9

	2008*
	1,648.7
	1.5

	2009*
	1,679.1
	1.8


*Forecast

In February 2008 the inflation in France was 3.2 percent, the highest inflation in 16 years. The rise of energy and food prices caused the inflation. The expectation is that the average inflation in 2008 will be 2.6 percent.

In 2007 the private consumption was 938.8 billion Euros, a rise of 2 percent compared to 2006. The factors which still stimulated the growth in 2007 will have a negative effect in 2008. The trust of the consumers declines and growth of employment declines. Although the average income per household increased, the private consumption declined because people saved more money. In 2008 a growth of 1.9 percent of the private consumption compared to 2007 is expected.

In 2007 the total investments in France rose with 4.9 percent in volume compared to 2006. The investments of non-financial companies increased with 7.4 percent compared to 2006. Especially investments in produced goods (+6.2 percent) and in construction (+9.4 percent) increased rapidly. Public investments increased in 2007 with 1.8 percent compared to 2006. Private investments increased with 3 percent, although this is lower than the increase in 2006 (+7.1 percent). For 2008 and 2009 a growth in total investments is expected, although it will be lower than the growth in 2007. Companies will have to deal with a declining demand, high debts and a slow growth of profit. The costs for a loan remain high. (EVD, 2008, Frankrijk, economie, para 1)
In 1998 the countries of the European Union made the stability-pact, and decided that the budget deficit of the members should remain under three percent of the GDP and the national debt should not be more than 60 percent of the GDP. France’s budget deficit as well as the national debt has augmented compared to 2006. On the 31st of December 2007 France’s national debt is 1209.5 billion euros, or 63.9 percent of the GDP. The French budget deficit was in 2007 41.5 billion, or 2.7 percent of the GDP.
France has not always been a great believer in liberalization. There were large hesitations to privatize the electricity and gas sector completely. However the liberalization politics of the European Union has increased pressure on France to privatize these sectors. In 2005 France lowered the share in the electricity and gas companies Électricité de France (EDF) and Gaz de France (GDF). Previously these companies were for 100 percent in control of the French government. In the last months of 2007 the French government sold another part of the shares and GDF received permission to fuse with the Belgium Suez, which resulted in the privatization of GDF. The French government has interest in approximately 1000 companies and institutions, of which a few very large ones as; La Poste, the SNCF, the Parisian subway company RATP, EADS, Renault, KLM Air France, EDF and GDF. In 2007 these interest were valued for approximately 159 billion euros. (EVD, 2008, Frankrijk, economie, para 2)
In 2007 foreign institutions invested for more than 115 billion euros in France, whereas French institutions invested for more than 164 billion euros abroad. As a result of these foreign investments 624 projects were financed in France, a decrease of 6.2 percent compared to 2006, a year when 665 projects were financed by foreign investments. The foreign investments in 2007 resulted in the creation of 34,520 new jobs, a decrease of more than 5,000 jobs compared to 2006.
The Netherlands were the largest foreign investor. In 2007 Dutch institutions invested more than 21 billion euros in France. The foreign investors which created the most jobs in 2007 were the United States of America and Sweden, followed by Germany and the United Kingdom. The Netherlands had the fifth place. In total there were 3,368 jobs created in 2007 by Dutch institutions. (EVD, 2008, Frankrijk, economie, para 3)
Religion

In France 85 percent of the population is Roman Catholic, eight percent is Islamic, two percent Protestant and one percent Jewish. Since 1905 the government and the church were officially separated and since than the church has no interference with the government. (EVD, 2008, Frankrijk, basisgegevens, para 1)
Technology

The telephone system In France is highly developed; there are more than 35 million main lines, and over 56 million mobile phones in use. There are over 14 million internet hosts and 31 million users in France, thus 50 percent of the French population uses the internet. (CIA, 2009, Factbook, France, Communications)
The French infrastructure over land is one of the best of the world en keeps on developing. The TGV network keeps on expanding as well as the roadway system. For years the policy of the government was to ameliorate the connections between Paris and the rest of France, however at this point the emphasis is on expanding connections between all the regions in France. France has a busy roadway system counting 10,843 kilometers of highway, of which 8,236 is toll road. In the near future 1,005 kilometers of highway is planned, France’s main priority is the expansion of highways from east to west because a large part of the shipping of goods travels this way. In 2007 the sector transport had a turnover of 44 billion euros. Inland navigation forms a small part of the transportation of goods in France. There are plans to dig a new canal (Seine-Nord) between Cambrai en Compiègne to connect the region of Paris with northern Europe waterways. The project will start in 2010 and the Netherlands would profit from this new canal. Marseille is the most important sea port and is the third most important port of Europe. Other ports in France seem to not be competitive enough and are loosing market share.
France has a railroad network of 29,973 kilometer, of which 1,884 are TGV railroads. For the coming years more TGV connections are planned. France has several important international airports; Charles de Gaulle Roissy and Orly are the largest. In 2020 there will be build another airport in the region of Paris. In the east of Paris is an airport situated especially for cargo, named Europort. France has 19.8 percent of the European logistic market in hands. In this sector several multinationals are active for example Geodis, Stef-TFE Group, Groupe Norbert Dentressangle and Gefco Group. (EVD, 2008, Frankrijk, sectorinformatie, para 14) 
Ecological factors

In France the ecological industry is since several years a developed economic sector. A rising sub sector is durable construction. Because construction is the number one energy-user, the government wants to put more effort especially in houses which are more economical concerning the use of energy. The construction sector also brings several solutions for environmental problems for example; a combination of different types of energy, to improve the buildings by isolating them better, and to anticipate on the behavior if the users of the buildings. Houses build after 1975 use far less energy than older houses; however 63% of the houses in France were build before 1975. Users of houses became more aware of the environmental problems and there is an increase in the use of durable sources, such as solar and wind energy. The government also plays an important part by giving subsidies and tax profits for the use of durable sources and having a well isolated house. 
Political factors

The executive power in France is shared by the President and the Prime Minister and his or her Ministers. The French President is directly elected by the people every five years, since the 16th of May 2007 is Nicolas Sarkozy (UMP, Union pour un Mouvement Populaire) the President of France. The president is the chairman of the Cabinet and appoints the Prime Minister, Nicolas Sarkozy appointed François Fillon (UMP) as Prime Minister. The 22 regions have each their own regional council, the chairman is the executive power of the region. The Parliament consists of the Senate and the National Assembly (Assemblée Nationale) and has a legislative as a controlling function. The Assembly counts 577 members elected every five years. The Senate counts 321 members, they are elected every nine years. The chairman of the Senate is after the president the most important person of the Republic. (EVD, 2008, Frankrijk, basisgegevens, para 4)
5.3 Competition analysis

The definition of a competitor is a company which produces or sells the same product to the same target group, or provides a service to a certain target group. In this case it comes down to companies which sell the same product. In this case there are no direct competitors when it comes to selling syrup waffles, because they are no companies which are selling syrup waffles in supermarkets in France. There is one company which sells fresh made syrup waffles on the street but they have a different target group. There are several indirect competitors on the French market, companies which sell biscuits. In this paragraph some of the companies will be outlined and analyzed.

Lefèvre Utile (LU)

Lefèvre Utile was founded in 1850 in Nantes. LU France is a company which is part of Kraft Foods, since 2007. Before, LU was part of Danone. Since Kraft Foods bought the brand, LU is number one on the biscuit market in France and also in Europe.  In 2004 the turnover was 1.249 million euro in 1998 it was 762 million euro, there can be concluded that this company grew rapidly. (Lefèvre Utile, 2009, para 3)
Delacre

Delacre is a Belgium company founded in 1891 by Charles Delacre. The company is now part of the British group United Biscuits. They are the number two in the European biscuit and snack market. In 2005 the turnover was 150 million euro. 76% of the turnover was generated by export. There are two fabrics, one in Lambermont in Belgium and one in Nieppe in France. In each fabric employs 300 people. (Delacre, 2009, “Delacre aujourd’hui”, para 2)
Biscuiterie Nantaise (BN)
BN was created in 1897 in France and has a good reputation in the county; the brand is listed in the top ten of most popular biscuits for children in France. BN is a company which keeps renovation and does not only has several types of biscuits but also a range of breakfast products. (BN, n.d., “La gamme BN”)
5.4 Porters’ five forces model
Figure 2. Porters’ five forces model
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Suppliers

The bargaining power of suppliers is not very high because the main products van der Breggen uses are raw materials and they are not scarce. 
Buyers

The bargaining power of buyers is very high because the customer has a large range of choice in the same product category. 
Substitutes

There are a lot of substitute products. In France the biscuit market is very developed, not only are there a number of companies which produce sweet biscuits, salted biscuits are gaining popularity. 

Potential entrants

It is difficult to enter the biscuit market in France because it is highly competitive and the consumers tend to choose the brand they are familiar with.

Competitors

As mentioned before the French biscuit market is highly competitive, there are several French brands which are very popular with the consumers.
5.5 Threats & Opportunities 

O1
The large biscuit consumption in France

O2
The developed logistic system

O3
The EU membership and stable politic situation
T1
The inflation and declining trust of the consumer

T2
The highly competitive market

T3
The trend to eat healthier

6. SWOT analysis
6.1 SWOT matrix
	Internal
	External

	Strengths
	Opportunities

	S1
Experience in the international market

S2
Many years of experience and great know how

S3
High quality products for a low price

S4
Adaptation to new trends (portion package)


	O1
The large biscuit consumption in France

O2
The developed logistic system

O3
The EU membership and stable political situation


	Weaknesses
	Threats

	W1
Brand image of Kanjers is not known in France
W2
The French market is not familiar with syrup waffles

W3
Not strong in e-commerce

W4      Decline of profit in 2007


	T1
The inflation and declining trust of the consumer

T2
The highly competitive market

T3
The trend to eat healthier


6.2 Confrontation matrix 
	6.2. Confrontation Matrix
	EXTERNAL

	
	Opportunities
	Threats

	
	O1 Large biscuit consumption in France
	O2 Developed logistic system of France
	O3 EU member-ship & stable political situation
	T1 Inflation and declining trust of the customer
	T2 Highly competitive market
	T3 Trend to eat healthier

	INTERNAL
	Strengths
	S1 experience internationally
	A
	A
	A
	B
	B
	 

	
	
	S2 experience and know-how
	A
	A
	A
	D
	D
	 

	
	
	S3 High quality low price
	A
	A
	A
	B
	B
	 

	
	
	S4 Adoption to new trends
	A
	A
	A
	 
	B
	B

	
	Weaknesses
	W1 Brand image unknown in France
	B
	C
	D
	D
	D
	D

	
	
	W2 syrup waffles unknown in France
	B
	C
	D
	D
	D
	B

	
	
	W3 Not strong in e-commerce
	C
	C
	C
	C
	C
	D

	
	
	W4 Decline in profit in 2007
	B
	B
	D
	D
	B
	B


The letters A, B, C and D correspond to the strategic options explained in chapter 6.4.
6.3 Evaluation of the confrontation matrix

Strengths and Opportunities

Van der Breggen has years of experience in the biscuit market, in the Netherlands as well as internationally. They offer a high quality product for a relatively low price and were able to adapt to new trends in the market. The French market has several opportunities for van der Breggen as there is a large consumption of biscuits and there is a highly developed logistic system. Another important aspect is France’s EU membership, there are no trade barriers. The country is in a stable political situation, corruption will not play a part when exporting there.
Strengths and Threats

At this moment there is a worldwide inflation and the trust of the customer is declining in general. This could be a risk when entering a new market. A syrup waffle is a luxury product and people tend to save on these products. Another risk is that people might stick to the products they know in times when it is not going well financially. The trend to eat healthier can also be a serious threat. On the other hand, this company has experience in other markets and will have strategies to cope with these issues. The company also was able to adapt to new trends, so perhaps bringing a healthy syrup waffle on the market is an idea. Another threat is the highly competitive market, with several established brands which are very well known by the consumers. Van der Breggen can cope with this problem because the product is of high quality for a reasonable price. Furthermore the product is also available in portion packages, consumers will be able to take the product to school or work. 
Weaknesses and Opportunities

The most important aspect is the high biscuit consumption in France. The brand is not known in France, neither is the syrup waffle. But it will be likely that the French want to try a new biscuit since they consume a lot of biscuits. The financial position of van der Breggen could be weakened by the decline of profit in 2007. This could be turned around when the product is successful in France.

Weaknesses and Threats 

Since the brand and the product are not known in France and there are several well known competitors, it will be difficult to be successful in the French market. The inflation and declining trust of the customer do not help, neither does the decline of profit in 2007, or does the trend to eat healthier by eating less sugar. All these facts put van der Breggen in a vulnerable position.
6.4 Strategic options

A. Entry strategy - Commercial agent or ‘Voyageur Représentant Placier’ (VRP)
Van der Breggen has experience in international markets, however it is very common in France to work with a commercial agent who knows the market and has several business contacts. The VPR is a specific French phenomenon, and has the characteristics of an employer - employee relationship and goes by the rules of French labor law. In the French business culture new entrants do not negotiate with a company but with a mediator (a commercial agent or VPR). A foreign company which switches mediator often will lose credibility and favor of potential business contacts. (EVD, 2008, Frankrijk, Praktijk van het zakendoen, para 1)
B. Become a strong competitor

The most important threats are the established brands active on the French biscuit market, which are very well known and popular. The syrup waffles of van der Breggen are high quality products for a competing price. Syrup waffles are not yet known in France, but can be of great success. By marketing the brand and the product properly they can become very well known in a short period of time.
C. Improve e-commerce 

An important weakness of van der Breggen is the e-commerce which is not well developed. The website does not look professional and there is little information about the product. There is another special website for ‘Kanjers’, which is more interactive and focused on kids. It is very important to invest in the website and offer the possibility to buy syrup waffles online. In addition, the website has to be updated with recent information, and get professional layout.  
D. Entry strategy – International Joint Venture
There are several threats on the French market and weaknesses in the company, therefore a strategic alliance with a French company which is already successful in the French market could be interesting. It is for van der Breggen a fast way to enter the French market. Moreover investment, Research and Development will not be very expensive. 
7. Marketing Mix 

The marketing Mix is a combination of tools which can be used to analyze the needs of the target market and how these needs can be fulfilled in the best possible way. In this chapter the four elements of the marketing Mix will be discussed.

7.1 Product

A detailed description of the different products of van der Breggen was given in chapter 1: ‘product description’. However, not all the products will be exported. In this paragraph the focus is on the two products which will be exported first.
Gouda’s Gilde syrup waffles, as described in chapter 1, are the traditional syrup waffles from Gouda. The packaging can remain the same, only the language needs to be adjusted. The name Gouda’s Gilde is difficult to pronounce for the French. The word stroopwafels should be translated to French. The literal translation for syrup waffle is ‘gaufrette à la mélasse’. A suggestion for the name on the package is gaufrettes à la mélasse de Gouda, Hollande.
The Kanjers portion package has a modern fresh look which can remain the same. The name needs to be adjusted, since the French can hardly pronounce the word Kanjers and they do not know what it means. In Dutch it has a double meaning; it can refer to something big or as a nick-name for kids, to let them know they are great. ‘Bon Titane’ is an example of what the name could be changed in. 
7.2 Promotion

Promotion refers to several activities to reach the target group. The most important goal of the marketing activities is creating brand awareness and to introduce the product. For Gouda’s Gilde syrup waffles the focus is on the traditional baked waffle mainly to use at home. For Kanjers the focus is on the portion package, practical for working people and school going kids. In France there are several laws concerning advertising. To protect the French language, the ‘Loi Tourbon’ states that it is obligated to do every commercial message in French, and the law ‘Loi de Financement de la sécurité sociale’ contains the rules concerning what information is obligated to give during a commercial message for nutrition products. 

Television and Radio
In 2006, 4,209 million euro was spend on advertising on television and 1,001 million euro on advertising on the radio. The television and radio in France is partially owned by the government. Public TV channels are France 2, 3, 4, 5 and Arte. There are also large commercial channels such as Canal Plus and M6. Satellite channel TV5 also broadcasts Belgium and Swiss programs. Large radio stations are RTL (active on the Belgium Luxemburg and French market), France Inter and Europe 1. Van der Breggen should make a TV- and radio commercial to broadcast on the television and radio, this way a large group can be reached.
Internet
542 million euro was spent on advertising on internet, this seems a fraction compared to television and radio, but the money spend on internet advertising increased with 42% comparing 2005 and 2006. For television this was 4.5% and for radio only 1.5%. This means internet advertising is developing very strong and it is important to participate in this growth. It is important van der Breggen builds a French website to offer online information to update the consumers. Another tool to inform consumers is a newsletter, the e-mail addresses can be used for direct marketing. It could be very lucrative to sell syrup waffles online. Another effective advertising strategy is to place banners on websites frequently visited by the target group.

Printed media

The printed media also plays a big role in advertising in France, in 2006 4,506 million euro was spend on advertising in printed media. France has several important papers for example le monde, le Figaro and also the free newspapers such as Metro are read by a lot of people. A large group can be reached by advertising in these media.

Sampling and store promotion

The syrup waffle is a new product and the brand is also unknown in France, therefore people will probably not try this new product they do not know. By sampling in and around supermarkets people can try the product before buying a package and they will also get to be acquainted with the product in a nice way. Promotion in the store is also important; signs near the product can alert the customers that there is a new product available and where they can find it.

7.3 Place

The region around Paris has a dense population and has a well developed logistic system. It is important that the product is available in stores in this region. In 2006 32.6% of the nutritious products were sold in hyper- and supermarkets, however discounters such as Aldi and Lidl are growing since the last years. It is important that the syrup waffles are available in those stores. The portion packages should also be available in gas stations, canteens in schools and offices and stands where it is possible to buy something on the street or near public transport.
7.4 Price

Price is important because it determines the turnover of the company. The price should not be too high because consumers will not buy the product if it is too expensive, but the price should also not be to low because consumers might think the product is of low quality. What is important to remember is that the consumers do not known the product and will probably stick to the products they usually buy. Unless there is a special offer that is under the price that they normally pay for the product they always choose. The best price strategy to begin with is to set the price just below similar products and attract the consumers’ attention. 
8. Conclusion
This paper was written to answer the central question: Is it interesting for van der Breggen to export their syrup waffles to France and what does the company need to consider if they want to enter the French market? The short answer to this question is ‘yes’. An extensive answer to this question can be find in chapter nine; ‘Recommendations’. The sub questions are answered below.
Van der Breggen is a Dutch company specialized in syrup waffles and other biscuits. Through the years the company innovated its products and has adapted them to new trends. The company started as a small family business and now exports their products worldwide.
The strengths of the company are the experience in the international market, they have been able to adapt to new markets before; the company has many years of experience and great know how in manufacturing its products; the products are high quality for a reasonable price; and the company has been able to adapt to new trends (portion package).
The weaknesses of the company are the brand image which is not known internationally, neither is the product the syrup waffle; the e-commerce activities of the company are not well developed and there was a decline of profit in 2007.
The opportunities of the French market for van der Breggen are the large consumption of biscuits in France; the developed logistic system, which will facilitate the distribution of the product. Because France is a EU member there are less regulations for export and import and France is a political stable country.
The threats are the inflation and declining trust of the consumer; the highly competitive biscuit market in France and the trend to eat healthier.
The best strategy to enter the French market is through an international joint venture or a commercial agent (VRP). A more elaborate description can be found in the chapter ‘Recommendations’.
9. Recommendations
Summarizing the findings in the internal- and external analysis, the SWOT analysis and Marketing Mix the conclusion can be drawn that the French market could be very interesting to export syrup waffles. However there are several points of interest van der Breggen should consider when entering the French market.
· In the French business culture it is not common for a foreign company to negotiate with a French company. There is always a mediator involved. This could be a commercial agent, but France has her own type of commercial agent, the ‘Voyageur Représentant Placier’. This person has several business contacts and knows very well what is going on in the market.

· Since the brand and the product are not known in France, a strong marketing campaign is necessary to introduce the new product to the French consumers.
· Van der Breggen needs to improve its e-commerce activities. The use of internet as a tool for marketing campaigns, advertising online, and shopping online is still growing. Therefore the website needs an update and it is important to sell syrup waffles online in the future.
· Another option for an entry strategy for van der Breggen is through an international joint venture. This strategy keeps the risk and the costs for research and development low.

The elements of the marketing mix led to the following advice:

· Product: Only the traditional syrup waffle and the portion package will be exported first. It is a new product and all the variation could be confusing for the consumer. The name of the product should be changed since it is not easy to pronounce for the French.

· Promotion: In France most budget is spend on television and printed media, this indicates these are the channels which reach a lot of people. The use of internet is growing and van der Breggen should participate in this growth.
· Place: The region of Paris has the densest population, and a very developed logistic network. It would be a good start to sell the products in supermarkets, hypermarkets and discount stores. Next to these stores syrup waffles should also be available in gas stations, canteens and stands near public transport.

· Price: The price should not be too high or to low. When introducing the product the price should be slightly lower than similar products.

Further research should be done choosing a suitable commercial agent, Voyageur Représentant Placier, or other company for a joint venture. The selection of the business partner is of vital essence to enter the market successfully. 
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Appendix 1: Format of the survey syrup waffles and Frenchmen

Syrup waffles and Frenchmen

Dear sir/madam,

I am a student from the Netherlands and I am working on my final paper. Currently I am investigating if there is a demand for syrup waffles, a typical Dutch product in France. I would like to ask you to taste a syrup waffle take a look at the questions and to tick the box that corresponds with your answer (. Please select one box per question.

Thank you very much. 

1. This is a Dutch stroopwafel the literal translation to French would be gaufre(tte) à la mélasse. Have you ever tasted a stroopwafel before?

· Yes 

· No

2. Do you like the taste of it?

· Yes 

· No

3. Would you like to be able to buy this in France?

· Yes

· No

4. Where would you most likely buy stroopwafels?

· Supermarket (Supermarché)

· Hypermarket (Hypermarché)

· Bakery

· Canteen at school or work

· 5. What do you find a reasonable price for a package of ten stroopwafels?

· €0,50 or less

· Between € 0,50 and €1,50

· More than € 1,50

Appendix 2: Results of the survey syrup waffles and Frenchmen

1. This is a Dutch stroopwafel the literal translation to French would be gaufre(tte) à la mélasse. Have you ever tasted a stroopwafel before?

· Yes (11 of 50)

· No (39 of 50)

2. Do you like the taste of it?

· Yes (45 of 50)

· No (5 of 50)

3. Would you like to be able to buy this in France?

· Yes (37 of 45)

· No (8 of 45)

4. Where would you most likely buy stroopwafels? 37

· Supermarket (Supermarché) (11 of 37)
· Hypermarket (Hypermarché) (13 of 37)
· Bakery (5 of 37)

· Canteen at school or work (8 of 37)
· 5. What do you find a reasonable price for a package of ten stroopwafels?

· €0,50 or less (4 of 37)
· Between € 0,50 and €1,50 (26 of 37)
· More than € 1,50 (7 of 37)
Conclusion 

In October 2008 I went on a trip to Disneyland Paris. During my visit I talked to French people (50 people in total) about my paper and asked them to taste a syrup waffle and fill in the form. A few French people tasted a syrup waffle before and the majority of the people who were questioned liked the taste of the syrup waffles. Moreover the majority of the people who liked the taste stated they would like to be able to buy the syrup waffle in France. They are willing to pay a price similar as in the Netherlands. The conclusion based on this survey is that there is a demand for syrup waffles in France.
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