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Executive summary

This thesis intends to find out how CityFilm can export its concept successfully in order to enter a new market.  
CityFilm is a small Dutch media marketing company that successfully creates promotional destination videos of cities, presenting them worldwide to the wealthy customer through professional videos, covering the highlights, hotspots and high-end hospitality business. The concept informs the customer as fully as possible in a short film via different broadcasting channels. CityFilm was established in 2008, starting in the Dutch market, slowly expanding outside the borders to Belgium, South-Africa, Turkey and the United Arab Emirates. Since the company strives to be the world’s largest city promoter, it aims at continuous expansion to different countries and markets, hence the research on new markets.
This report aims to answer the central question: “How can CityFilm export its concept successfully to São Paulo?” 
By means of market research, surveys, analyses (SWOT, DESTEP, Porter) and private contact the information has been retrieved to answer this question and in order to find out what the first step for CityFilm should be to enter the market of São Paulo.

Several requirements must be met in order to make it possible to produce a high quality film. In order to qualify for a film a city must have at least a growing economy, a stable social environment, the presence of four and five star hotels, a wide array of cultural activities, gastronomy, shopping and nightlife and a comfortable standard of living. São Paulo meets all these demands and in addition, it hosts major events over the next few years, it is situated in a brand new market for CityFilm and São Paulo is overshadowed by rival city Rio de Janeiro.
The internal analysis explains the strengths and weaknesses of CityFilm indicating that the organization has good knowledge of international marketing. Moreover, they offer the product through a wide range of distribution channels that annually continuous to expand. Besides this, the international oriented employees with a high level of enthusiasm and perseverance make that meetings with partners often are successful. Due to recent successful projects in Dubai and Doha in the UAE the financial situation of CityFilm is healthy, which allows it to move to other markets; São Paulo.
The external analysis indicated the external factors of the São Paulo market that can affect the project. Most tourism in São Paulo is business related, but the proportion of leisure tourism is increasing. The majority of the visitors are originally from Brazil. The city economy is responsible for 15% of Brazil’s GDP and is the richest country of South America. The usage of internet in the country is in comparison quite high, which is relevant for CityFilm since they use multiple broadcasting channels to deliver their product. Hotels have a high occupancy rate, almost 70%. With regard to competition, there are very few competitors producing high quality products similar to those of CityFilm. Mainly Tourism Boards and the Ministry of Tourism are in charge of the city´s promotion. Therefore, these parties serve more as partners and network. The conclusion of the external analysis is that a large variety of establishments and activities are available to produce a high quality film.
 The overall conclusion is that it is most certainly possible for CityFilm to export its concept to São Paulo. 

São Paulo is a very good starting point for entering the South American market. The city offers all aspects required for a successful cityfilm in a large variety, being a cultural source with an enormous range of restaurants and diner facilities, activities, events, theaters, heritage areas, shopping centers and cinema’s. The same line-up that CityFilm is using for other international productions can be applied to São Paulo. The main issue that should be taken into account is the possible language barrier, since the level of English appears to be lower than in the Netherlands.

Since the majority of visitors consist of Brazilian businessmen CityFilm could consider an additional city film spoken and/or subtitled in Portuguese, instead of only one English city film. In order to find out whether this is workable and profitable, further research on the language matter should be conducted.
The marketing mix indicated the following advice for the market of São Paulo:
Product: CityFilm’s product needs little to no adaption. After further research is conducted on the language, the product may be adjusted with a Portuguese voiceover or with Portuguese subtitles.
Price: It should be higher as usual with international productions. The economic situation rapidly increases therefore higher prices are in place. Depending on the partner an adjusted rate can be charged.
Place: The film will shot in the city. Meetings will be done on location by two project coordinators who will be living in São Paulo for several months in order to establish a strong network and in order to set up meetings with potential partners.

Promotion: It can be executed in the same way as any other country CityFilm is active in. 
	Contents
9Introduction


11Chapter 1: CityFilm in a nutshell


13Chapter 2: Basics of Brazil


15Chapter 3: Motives for selecting São Paulo


17Chapter 4: Internal analysis


25Chapter 5: External analysis


37Chapter 6: The Five forces of Porter


37Chapter 7: SWOT Analysis


43Chapter 8: Confrontation Matrix


45Chapter 9: Marketing strategy


47Chapter 10: Marketing mix


49Chapter 11: Conclusion


51References


55Appendices







Introduction
CityFilm has been successful all over the world; inter alia Johannesburg, Istanbul, Dubai and Doha, however, São Paulo is not yet on the list. The aim of this research is to add another market to CityFilm’s inventory, if feasible. It deals with reasons to move to Brazil and focuses on the market of São Paulo, in particular on hospitality business and tourism. This export policy plan gives an overview of CityFilm as a company; it outlines its strengths and weaknesses as well as the opportunities and threats of entering São Paulo’s market. In addition, it provides marketing recommendations and strategic implementation advice by means of a SWOT analysis, DESTEP analysis and the five forces of Porter.
CityFilm is a media marketing company that successfully creates promotional destination videos of cities, presenting them worldwide to the wealthy customer through professional videos, covering the highlights and high-end hospitality business. The concept informs the customer as fully as possible in a short film via different broadcasting channels. CityFilm was established in 2008, starting in the Dutch market, slowly expanding outside the borders to Belgium, South-Africa, Turkey and the United Arab Emirates.
The information used for this report has been obtained through the use of several sources such as internet, tourism boards, reports and books. In addition, desk research has been conducted by means of e-mail and phone contact with the tourism board in São Paulo, the Dutch consulate, the hotels listed in appendix 4 and by visiting the Brazilian embassy in the Netherlands. 

Due to time restraints and relevancy of the market for CityFilm the conducted research had to be limited to the municipality of São Paulo, without dealing with the metropolis or state of São Paulo or Brazil in depth. The report adheres to the predetermined requirements of CityFilm when it comes to partner selection, asset allocation and implementation of the given advice. It is intended to indicate some good starting points and will serve as a valuable stepping stone to the Brazilian market.

This thesis aims to answer the central question: Can CityFilm export its concept successfully to São Paulo? This will be done by answering the following sub-questions:

· Who is CityFilm and what are the requirements for a city to qualify for a film?

· Who is the target group?

· Why is São Paulo chosen as market?

· What does the current market of São Paulo looks like?

· Who is the potential competition in São Paulo?

· Who are the potential partners in São Paulo?

This report consists of 11 chapters, each covering the sub-questions as stated above. First, in chapter 1, 2 and 3 the profile of CityFilm, its requirements for a city to participate and its reasons to move to São Paulo will be outlined in an internal analysis. In chapter 4 the internal analysis will be given, whilst taking in mind the requirements of CityFilm. The current market of São Paulo will be discussed in the external analysis in chapter 5.2. This is followed by the competition analysis in chapter 5.5. In the subsequent 2 chapters, a SWOT analysis will be created from these findings and will be combined in a confrontation matrix in chapter 8.This is followed by the marketing strategy in chapter 9, marketing mix in chapter 10 and finally the conclusion in chapter 11. 

Chapter 1: CityFilm in a nutshell
This section describes the company profile. CityFilm will be described in depth in the internal analysis in chapter 4.
Profile
CityFilm is a city marketing organization specialized in developing and producing promotional campaigns for cities, broadcast through a mix of easily accessible media channels. 
This takes place both inside and outside the Netherlands, in order to put these cities on the map by displaying a short, yet fully informative video to the recipients.
History
CityFilm was established by Stefanie Schachtschabel in 2008. The idea rose from her experience in travelling all over the world as a freelancer selling country reports. Now, as Commercial Director of CityFilm, she mainly focuses on New Business Development and the training of new project managers. Jeroen Klinkers is the co-founder of CityFilm and has a great amount of experience in the field of marketing, after working several years for multiple marketing companies. 
CityFilm has already been active for four years and has built up an impressive database of partners during this time, both inside as well as outside the Netherlands. CityFilm has produced 14 films on an equal number of cities spread out across the Netherlands. Furthermore, for the international market they have produced 6 films.
Since they strive to be the world’s largest city promoter, CityFilm aims at continuous expansion to different countries and markets, hence the research on new markets starting in Brazil with the city of São Paulo.

Concept
The CityFilm concept consists of informative and entertaining city videos where the presenter takes the viewers on a tour through the city and informs them about everything it has to offer in the field of history and culture, activities, shopping, wining and dining and also the nightlife, mainly outlining the city’s hotspots. This is achieved by co-operation between different parties such as restaurants, cultural bodies, shopping malls and so on. 
The goal of these videos is to promote the city through the stimulation of joint initiative amongst different partners, resulting in more visitors and ultimately creating more cash flow in the city.

Chapter 2: Basics of Brazil
In this chapter Brazil is briefly described in order to give a general overview of the country that the research is focused on. A more extensive description of the city of São Paulo can be found in chapter 5. Together with the chapter “Motives for selecting São Paulo”, this chapter answers the [image: image1.png]


sub-question: “Why is São Paulo chosen as market?”
The Federative Republic of Brazil (República Federativa Do Brazil) or Brazil is the largest country in South America, with a surface of 8.511.965 square kilometers. It borders with every country in South America except for Ecuador and Chile. It harbors two of the world’s largest metropolises: Rio de Janeiro and São Paulo, and its capital is Brasília. 
Brazil has a population of approximately 203 million inhabitants. Due to its history of large immigration flows there is a broad variety of ethnic groups. The population’s growth rate is 1.13% with a median age of 29.3 years (in comparison, the Dutch growth rate is 0.45% with a median age of 41.1 years).  The official language is Portuguese, with Spanish, English, French, German, Japanese and Amerindian languages being less frequently spoken. An important cultural aspect is religion; the majority of Brazilians are Roman Catholic (73,6%) followed by Protestants (15,4%).
Brazil is a federal republic with Dilma Rousseff as president. The president is both chief of state and head of government. The cabinet is appointed by the chief of state and elections take place every 4 years. The political situation in the country is stable (CIA World Fact book, 2012). 

As one of the BRIC countries Brazil is an upcoming economy with a GDP growth of 2.7% (2011 est.), which is high in comparison with The Netherlands with a GDP growth of 1.6% (2011 est.). BRIC is the acronym for Brazil, Russia, India and China, whose economies are considered to be major growth markets and more rapidly developing than other large countries (Jim O´Neill, chairman Goldman Sachs Asset Management, 2011).
Chapter 3: Motives for selecting São Paulo


This chapter outlines the main reasons for CityFilm to export their concept to São Paulo. In combination with the chapter “Basics of Brazil” this chapter answers the sub-questions: “Why is São Paulo chosen as market?” and “What are the requirements for a city to qualify for a film?” 
Upcoming economy  
  

As part of the BRIC-countries, Brazil is known as an upcoming economy. It already outweighs all other economies in South America, continuing to expand its presence in world markets. By reducing its debt and building up foreign reserves, Brazil has gradually improved its macroeconomic stability. After the financial crisis of 2008, Brazil was one of the first of the upcoming economies to begin its recovery. In 2010 Brazil’s GDP growth returned to positive.
São Paulo is the largest and richest city in South-America, a large commercial and financial hub and often called the ‘Brazilian locomotive’. It also has the highest GDP of all Brazil, and the State of São Paulo has the highest economic growth rate. São Paulo is considered to be one of the most important business centers in the world. The State has the most inhabitants and attracts more (foreign) immigrants than any other state. The number of Paulistanos, approximately 17 million when taking into account the suburbs, is comparable to the total population of the Netherlands. High interest rates make Brazil a magnet to investors (Indexmundi, 2011).
Overshadowed by Rio de Janeiro 

São Paulo, or Sampa as locals call it, is not the first city travelers think of when they think of Brazil. It is less familiar to tourists than Rio, which is known to be the cultural hotspot of Brazil, with its famous beaches (Copacabana and Ipanema), the giant Christ statue, shopping, its endless list of clubs and restaurants and of course the carnival. São Paulo, on the other hand, is the largest city in Brazil and is known for its food and as a thriving business centre. This metropolis is truly a world city with an enormous variety of races and the miscegenation of migrants over the centuries. Also, museums and Capoeira festivities play a large role in the life of Paulistanos, the inhabitants of São Paulo.
CityFilm wants to put São Paulo on the map as a tourist destination since this city has been overshadowed by Rio de Janeiro, is less known by the general public and therefore has not gotten the publicity it deserves.
Not yet active in South-America

CityFilm is not currently undertaking any activities in South America. Brazil as an upcoming economy appears to be the first logical step to enter the South American market. In the (near) future Brazil will host several of the world’s major events: the FIFA World Cup in 2014 and the Summer Olympics in 2016. 
The upcoming World Cup will increase the flow of tourists, which will make it more interesting for hotels in São Paulo to attract visitors, to promote themselves and to put São Paulo on the map. São Paulo can serve as stepping stone to expand CityFilm’s concept to other Brazilian cities and to other South American countries. 

Culture
The city is especially known for the large and colorful mixture of ethnic groups, an enormous variety in gastronomy with over 12.000 restaurants, nightlife, the architecture and its defining skyline which makes São Paulo the ‘Big Apple of South America’. 
A diversified range of activities is necessary for CityFilm to be able to make a good quality product (see chapter 4). In this regard, São Paulo is a good target for CityFilm, as the city caters for all tastes and budgets.
Reputation
São Paulo, like many other cities in South America, has a reputation for high crime rates. Although this should be taken into account, it does not mean that one should avoid going to São Paulo completely. In order to present the city in a more positive and attractive light, CityFilm wants to show its hotspots and reputable sides that are indeed worth visiting.
Requirements for qualification

In order to qualify for a film a city must have at least a growing economy, a stable social environment, the presence of four and five star hotels, a wide array of cultural activities, gastronomy, shopping and nightlife and a comfortable standard of living. São Paulo meets all these demands and in addition, it hosts major events over the next few years, it is situated in a brand new market, it has a reputation that could use a boost and the city is (still) outshone by Rio de Janeiro. Since São Paulo fulfils these requirements, CityFilm is interested in embarking on a marketing mission to this city. 
Chapter 4: Internal analysis


This chapter answers the questions: “Who is CityFilm?” and “Who is the target group?” In order to find the answers the following aspects will be dealt with in the internal analysis: 

- organizational structure
- product description
- broadcasting channels
- competitive advantage
- geographical market / market definition
- target group 
- reasons for participation 
- partners
- team
- financial overview
- strengths and weaknesses


CityFilm’s mission statement is to “produce high quality city travel programs to be broadcast in a multimedia environment.”
CityFilm’s vision is to “approach all productions with competitive creativity, flair and passion to serve our clients to the highest professional level.”

Organisational culture

CityFilm is a fairly small organization with 12 young employees; however it is expanding by continuous recruitment. The organizational structure is as outlined below.


[image: image2.jpg]Organigram CityFilm BV 2011





The management consists of Stefanie Schachtschabel, who is in charges of Sales and Marketing in both CityFilm and CityBiz projects and Jeroen Klinkers, who is in charge of the office management in and outside the Netherlands. In the workplace there is a good atmosphere where energy and motivation are keywords. There is a strong team spirit, allowing a high level of flexibility and making it easy to keep track of everyone’s whereabouts. This is noticeable through the way customers are being addressed and by the informality amongst employees. Additionally, it makes the threshold to talk to one another, to ask for advice, for help or other questions, very low. It can be said that due to these factors CityFilm functions as one team. For trainees to understand the organization, their tasks and how to function in a professional working environment, CityFilm provides trainings. Also, every intern is appointed their own mentor, ensuring there is sufficient guidance for them. Furthermore, evaluations take place regularly in order to assure progress, to address difficult situations or barriers and to indicate possible personal issues. Overall, it is a pleasant environment to work in where hardworking and easygoing go hand in hand.

4.1. Product

The product that CityFilm delivers to its viewer is an entertaining promotional video of 20 to 25 minutes that covers the main highlights of a city in 5 different categories; shops, culture, restaurants, day/evening activities and going out. Each category has a limited amount of space to include partners. This is to guarantee a high quality, to keep exclusivity and for viewers not to be overwhelmed by possibilities. 

Content-wise, partners have two options when it comes to participating. They can either choose to participate for 20 seconds in a so-called advertorial or for 30 to 45 seconds in a presentatorial, depending on the category. In an advertorial only the outside location is filmed while being narrated, whereas in the presentatorial the presenter actually enters the location to create more feeling with the public.  


The video has a predetermined set-up, which means that for all cities in every country it has more or less the same format in order to give structure to and coherence between videos (appendix 1). Depending on the country the format is adapted. For example, in the Netherlands one of CityFilm’s partners are the local municipalities; however this cannot be applied everywhere. Therefore, in international campaigns the tourist boards or the tourist information offices are often used instead. Another example is in Dubai where drinking in public is not allowed, except in the hotels that are licensed. This is the reason why most clubs in Dubai are located inside a hotel. Because of this CityFilm had to adapt its approach of implementing individual clubs into the film and instead use the clubs that are already located in and owned by the partner hotels.
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Broadcasting channels

The hotel room television is its main broadcasting channel and is the foundation upon which the whole concept is based on. Besides this channel, there are various other media channels through which the film is being broadcasted to the public:
- TV channels in hotel rooms

- Internet video portal

- Internet

- Social media

- In-flight entertainment (currently Emirates and Qatar Airlines)

- DVD

- Mobile phone application

- Partners (the channels they are using to display the video)


Competitive advantage

Without specific competitive advantage a organization does not set itself apart from others. Due to the fact that CityFilm does not solely focus on one single broadcasting channel and combines multiple different parties together in one film, it distinguishes itself from other organizations. The broad range of the channels and the already existing partner database makes it alluring for others to invest. 


Geographic markets

The main headquarter is located in the centre of Amsterdam. Also another new office has been opened in Dubai in 2010. This is with an eye on future expansion in the Middle-East. 

The countries and cities that have been promoted by CityFilm so far truly give the company its international character. After covering the most important cities in the Netherlands, CityFilm first started to expand to the southern Belgium neighbors with Antwerp and Hasselt. After that, Turkey with Istanbul, South-Africa with Johannesburg and the United Arab Emirates with Dubai followed. At the moment, the city video about Doha in Qatar is being made.
	Continent
	Country
	City

	Europe
	The Netherlands


	Amsterdam, Apeldoorn, Arnhem, Breda, Den Bosch, The Hague, Eindhoven, Groningen, Haarlem, Maastricht, Rotterdam, Tilburg, Utrecht

	Europe
	Belgium 
	Antwerp, Hasselt

	Africa
	South-Africa
	Johannesburg

	Europe/Middle-East
	Turkey
	Istanbul

	Middle-East
	United Arab Emirates
	Dubai

	Middle-East
	Qatar
	Doha

	South-America?
	Brazil?
	São Paulo?



4.2. Target group

There are two main target groups for CityFilm to be distinguished: the viewers of the film and the partners participating in the film. The target group of partners, hereafter referred to as partner, is used throughout this research.
1. The first target group 

This target group consists of viewers of the city film, the end product. The target demographic varies from local and national to international visitors for both leisure and business purposes. Often they have a larger budget to spend and enjoy a more luxurious lifestyle, e.g. staying in 4&5-star hotels. The film can be viewed when gathering information on or before going to a city, during their stay and after leaving a location. This group gets to see the end result of the film online or on television after it has been finalized and produced.  This group demands to be quickly yet fully informed about the main highlights of a city, in an entertaining yet professional way. 

2. The second target group 

This target group consists of partners and participants, who are necessary to establish the film, to cover the content and to make the film complete by showing relevant aspects of a city.  They have to be addressed first before the demands of the previous group can be met by CityFilm. In general, these partners are hotels, local governments, airlines, tourism boards, individual entrepreneurs (such as restaurants, bars and clubs etc), shopping malls, stores and institutions related to culture and history such as museums and churches.  Before the demands of the first target group can be met, or even before the film can be created, CityFilm has to find partners who want to take part in the film and finance it. CityFilm carefully selects its partners, since quality is an important criterion that should be well-preserved. Only the best, most famous or attractive partners are considered for participation. This is in order to create good name branding, which is also relevant when acquiring new partners.  When all necessary contacts have been established, the film can be produced and broadcasted through all portals used by CityFilm.

Altogether this group is responsible for the composition of the film. For partners the film aims to create a positive image of their city, to participate in this joint initiative, to be an ambassador of the city and represent it and last but not least, to be (more) visible and attractive to a range of upper-class visitors. The concept of CityFilm cannot be applied in the same way for every city. Depending on the country, local culture and the structure of the city, the film is adjusted to meet the demands of this target group. 



Reasons for participation

There are multiple reasons to participate in a film. The first and foremost reason for partners to do so is to attract more visitors and therefore increase revenue. When producing the film various parties who are delivering equivalent quality of service join forces, which stimulate collaboration within the city. This joint initiative results in attractive, high quality travelling program where all groups are contributing to create a more positive city image.
Also, partners can use the film footage for personal use to promote themselves in a professional manner. In addition, every partner will receive their own clip with the short video impression made of their own enterprise, which they can use without constraints, for example online or through social media. 
The attractiveness and strength of the film for partners can shortly be described as follows:
- the collaboration of multiple institutions 

- the variety of items treated

- attraction of a prosperous group of viewers 

- easy access on own terms through multiple broadcasting channels 

- professional promotion material for personal use of film by partners for other purposes


Contact
The partners can discover CityFilm through the same distribution channels CityFilm is using to broadcast the product. In addition, the organization approaches potential partners and gets in touch with partners through existing partners.


4.3. Partner groups 

In general, CityFilm distinguishes seven types of partner groups, subdivided in Small and Medium Enterprises (SME) and others, depending on the city and country: 


1. SME: Hospitality businesses (famous/high class restaurants, reputable bars/clubs)

2. SME: Theme parks, activities and sports 

3. SME: Stores and related merchandises (shopping malls/districts)

4. Hotels and hotel chains, 4&5 stars

5. Cultural institutions (museums, historical buildings)

6. Municipalities / Tourism Boards or organizations

7. Corporate investors (airlines, credit card companies)


Team
Over the years young talent has been employed which has led to the current team composition, consisting of 15 employees. For every new city to be promoted, also referred to as a project, CityFilm assigns a project coordinator who is in charge of all the ins and outs of the film and networking around it. Depending on his or her performance, another project will be granted. This makes CityFilm very flexible and dynamic. 

Financial situation

A complete financial overview cannot be given as some of the financial information is confidential.
Since the start of CityFilm in 2008 they have been quite successful. After every city film they created, success increased and made it possible to extend the working field to an international level. In the Netherlands every main city has been included in CityFilms repertoire. Partners have to pay 50% of the price upfront and 50% after the production. This enables CityFilm to produce the film and gives them the assurance that they will receive the payment. For every project abroad CityFilm aims at a (gross) profit margin of 33% of the revenues (Jeroen Klinkers, 2012).
Overview of costs for CityFilm project abroad

	Total revenues per project abroad
	Between €120.000 and €150.000

	Total expenditures per project abroad
	€32.500

	Fixed costs per project abroad
	€10.300

	Profit per project abroad
	Between €7.200 and €17.200



Depending on the city or country the concept has to be adjusted. For every production abroad additional costs arise from housing of the project leader and the film crew that has to be flown in. Overall, it can be concluded that, also due to the successful expansion in the Middle-East the current financial situation is strong and has sufficient capacity to enable expansion to São Paulo.

Successful
There are no specific requirements drawn up by CityFilm to determine in advance how a film qualifies as successful. In general, a city film can be considered successful when the intended amount of profit is earned, when the reputation and the brand name of CityFilm is spread amongst the key figures in the tourism market and when a valuable network has been established making cooperation in the future  possible.  However, these factors are difficult to measure and depend on the country. Nonetheless, only after a city film has been produced it is possible to indicate whether the project has been successful or not.
4.4.   Strengths and Weaknesses, as part of the SWOT-analysis





	Strengths
	Weaknesses

	S1 Extended distribution channels 

S2 Flexible, internationally oriented team 

S3 Knowledge of international marketing
S4 Working with well-known brands
S5 Annually expansion of distribution channels 
S6 Perseverance
	W1 Focus on one specific segment of market 

W2 Very little to no statistics available of hotel television viewers 

W3 Not yet a well-known brand 

W4 Insufficient internal communication 

W5 No consistent team




In short

CityFilm is a marketing organization that occupies itself with the production of high quality city campaigns in the Netherlands and abroad. The film shows the (wealthy) traveler all the highlights of a city in 20-25 minutes. CityFilm’s concept is unique since they use a multimedia mix to broadcast their product, having the (4&5*) hotel room television as main broadcasting channel. The film strives to create a more positive city image, stimulating coherence and joint initiative amongst the participating parties. 
The main target group CityFilm is dealing with are the partners participating in the film. Depending on which category they can participate for 20, 30 or 45 seconds and pay a contribution to do so. These partners are being selected by the organization based on relevance, added value and by recommendations.
Chapter 5: External analysis

This chapter describes the external factors which can contribute to the process of a project. The analysis examines opportunities and threats that exist in the environment. The external analysis answers the following questions: “What does the current market of São Paulo look like” and “Who are the potential partners in São Paulo?” 
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5.1 Name clarification

The usage of the name São Paulo can be somewhat confusing since it indicates three different parts of Brazil. A distinction can be made between the state, located in the south-east of Brazil, the metropolitan area or prefecture and the municipality, all carrying the name São Paulo. To limit the scope during the research the municipality of São Paulo is selected to focus on. This is used when referred to São Paulo or the city.  

             
The municipality has 31 sub-prefectures divided in 9 regions (appendix 2):

- Nord-West

- Nord-East

- West

- Central 

- South-Central

- South-East


- South

- East 1

- East 2


Source: Urban Age South America Conference, December 2008


CityFilm targets the higher segments in the market, therefore the starting point are the sub prefectures with the most potential to find suitable partners. These can roughly be selected by the presence of restaurants, shops, activities, nightlife and cultural highlights: Central (historical center), West, (museum area), South (shopping centers), North (nightclubs, restaurants, parks), East (largest shopping mall and park) (Explorra, 2012).
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5.2 Tourist market

This sub-chapter covers the general profile of tourists visiting São Paulo. It aims to provide information on the travelling behavior of the tourist in order to give a better indication how CityFilm can approach this group. Due to time restraints only a selection of characteristics has been made, relating to the level of relevance for CityFilm to enter a new market. 

Changed city image

Over the last few years the tourist profile of São Paulo has changed rapidly. Formerly São Paulo has been known as a thriving business haven, but nowadays it is also a connecting point for everyone interested in diversity and culture, ‘ready for unique experiences’, according to the São Paulo Tourism Authority (SPTuris). Because of this, businessmen started to extend their stay in order to experience and explore this other side of the city more.  Moreover, the amount of non-business related tourists is increasing fast which offers great opportunities for a city marketing campaign. 

The key motivation for tourists to travel to São Paulo remains business (45%), however the numerous events and congresses (24,4%) the city is hosting are attracting an increasing number of tourists.
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Tourist group division and expenditures
 
Of all tourists São Paulo receives 57% comes for business (mainly consisting of corporate executives, traders and entrepreneurs), 39% for leisure and 4% for other purposes. Brazilians stay in average 2,6 nights and foreigners have an average of 4,8 overnight stays. In general the average stay is 3,1 nights and 3,5 days. As for Brazilians R$ 1.483,40 is spend during their stay whereas the foreign tourists spends R$ 2.230,50 (SPCVB, 2007; Anuário Estatístico de Turismo, 2011; SPTuris, 2011) .
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Origin of tourists

According to the Brazilian Ministry of Tourism (Embratur) and SPTuris São Paulo received a total of 9,4 million tourists (1,4 million foreigners and 8 million Brazilians) in 2005 and a total of 11,7 million tourists (1,6 million foreigners and 10,1 million Brazilians)  in 2010. In 2011 the city attracted over 12 million tourists. It is expected that with the impact from the World Cup São Paulo receives 15,8 million visitors by 2014. On average São Paulo receives around 11 million tourists annually (Anuário Estatístico de Turismo; SPTuris, 2011).

[image: image5.png]Auda

Aquvo Edtr Exbr Hstério Fayoritos Eerramentas

=18l x|

@ UOL - mekhor conteido | 37 OutetDaft -Promoges . | M Today's Seu Horéscopo -1 | IE] (2) Fecebook

[y e [ ——r—————

€ & INAL pdf

observatoriodoturismo, combr < PESQUISA_HOTE!

RIES

][+ coooe

Maisvisitados P Guia répido

Utimas riios B Hotmadgrts (I Likspersonekzados [ Persoaaar ks 4 Widows Meda

) vindows (@B adnin - Cidace de 52 [l Fos.co - ercado

=)

==

S E e =08 [

PROCEDENCIA DOS HOSPEDES
Origin of the guests

ssopc
St0 o e

Curosgascon
i st

o e danere.
i e Janer S

MOTIVO PREDOMINANTE DA VIAGEM
Main motivation of the travel

B2%
7%

e
1 3%

36%

Negscios corporatves)/ Businessor Wk
(Caorae)

Euerios s, Cangressos, Comengoss
Euents Fas Congresses Corvenions)
Covar e Emetenimanto / Loiire and
Evensinmont

Eatados ) Suides

\ita  prentes e amigs / Viiing Friencs
Salde frtamentes, e5eica) Health
o/ Oner

MEDIA DE GASTOS E PERNOITES

)] 5 &) @ |[@ pesqursa_Hor.. [0]2 Miaosoft off

Wmicar| | & @ [0 ©

Seq/Hon

PROCEDENCIA DOS HOSPEDES
Origin of the guests

Euopa

A o Nors
o ez
uras Regoes
i s
Armirea o su.
S e

MOTIVO PREDOMINANTE DA VIAGEM
Main motivation of the travel

0%
am

W

Woaex

18%

Negocios (corporatives)/ Business or Work
orate)

Eventos Fairas, Congressas, ConvengBes

Events Fairs, Congresses, Conventions)

Lazer e Entratenimento / Leisure and.

Enterainment

Vista a parentes @ amigos / Vistng Friends

Estudos / Studies

Sade (ratamentos, estetca)

Outro / Other

Healtn

MEDIA DE GASTOS E PERNOITES

| 13 Moot f.. +| |21 o3

| @ Maosoftpowerr... | [AVEOIEK WA = O 1234





Source: SPTuris, 2011


Transport
The majority of tourists travels by plane, with KLM, TAM Linhas Aéreas,TAP Air Portugal, VARIG Brazilian Airlines and Delta as main airlines flying on São Paulo. On four airports the city has direct flights to more than 25 countries. Qatar and Emirates Airlines are also flying on São Paulo, where CityFilm is being broadcasted uses inflight-entertainment on board of these airlines. (Anuário Estatístico de Turismo; Skyscanner, 2011) 

This is an overview indicating potential partners in São Paulo, eligible to purchase advertorial time in the city film:
	Feature
	Total amount

	Restaurants
	12,500

	Cinemas
	280

	Museums
	88

	Theatres
	120

	Heritage areas
	41

	Festivals
	41

	Shopping centers
	72

	Events (permanent)
	13

	Theme parks
	4


Source: São Paulo Convention & Visitors Bureau


The most important visiting reasons or attractions to experience in São Paulo are shopping, dining, Sala São Paulo, Cultural events, Municipal Market, Anhembi- Convention Center, MASP (Museum of Art São Paulo) and the Soccer Museum, Ibirapuera Park and the nightlife of the city (SPCVB, 2008).

São Paulo is also host to enormous events that are responsible for a large part of the city’s revenue and for the attraction of tourists (appendix 3).
The majority of the visits to São Paulo are business related, however, the amount of leisure tourism has increased over the last couple of years. SPTuris has launched the project ‘Fique Mais um Dia’ (Stay another day) to stimulate businessmen to stay longer and experience the gastronomic, cultural and leisure side of the city. With an eye on the upcoming World Cup and the Olympics São Paulo will attract even more tourists.
5.3 DESTEP analysis

The DESTEP-analysis outlines the external environment in which an organization operates. It is vital for an organization to comprehend its operating external environment in order to use the opportunities and threats effectively (Intemarketing, 2009-2012).  
Demographic
São Paulo, or Sampa, as municipality has one of the highest numbers of inhabitants of Brazil with 10.659.386 inhabitants. In the world ranking list of largest urban agglomerations it hold third place with over 20 million inhabitants. With 52,6% female and 47,4% male the men are slightly outnumbered. Around 10% of the Brazilian population lives in the metropolitan region of São Paulo. The city has a decreasing growth rate of 0,76% whereas the periphery of the municipality is increasing with mainly poorer inhabitants (Case Study São Paulo, 2010).
São Paulo is well-known for its very wide variety of ethnic groups, this due to strong immigration in the 19th and 20th centuries. Even though the languages of these minorities are spoken here, Portuguese is the official language throughout whole of Brazil. This is followed by Spanish and English, often mastered in the more educated layers of society (CIA World Factbook, 2011).
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The population is mainly made up in the age group of 25 to 59 years old, as indicated in the table, with a life expectancy of 71 years. Almost 47% aged above 25 years has less than eight years of formal education, but in comparison with other Brazilian cities English is spoken very well in São Paulo, especially in hotels and on tourist posts (Case Study São Paulo, 2010).
Economic
São Paulo has a flourishing business core that attracts many businessmen and investors. Being the largest city of South-America it is a main financial hub and home to the São Paulo Stock Exchange. With 11.7 million tourists (1.6 million foreigners and 10.1 million Brazilians) in 2010 and with over 12 million tourists in 2011 São Paulo continues to attract both business-related as well as leisure visitors. The annual economic growth is 4,2% according to PricewaterhouseCoopers.

	  
Global GDP growth (%)              2011 (e)
	2012 (f)
	2013 (f)

	World 
	2.8 
	2.6 
	3.2 

	High Income 
	1.6 
	1.4 
	2.0 

	Euro Area 
	1.5 
	0.4 
	1.3 

	US 
	1.7 
	1.5 
	2.0 

	Japan 
	-0.5 
	2.0 
	2.0 

	Developing 
	6.0 
	5.6 
	5.9 

	Brazil 
	3.7 
	2.7 
	3.8 

	Russia 
	4.0 
	3.9 
	4.0 

	India 
	7.6 
	7.7 
	7.9 

	China 
	9.3 
	8.7 
	8.5 


Source: UN, World Economic Situation and Prospects, 2012 
(e-estimate, f-forecast)
São Paulo is said ‘to work while the rest of Brazil relaxes’, indicating that business never stops.
As a beehive of Brazil most foreign companies are settled in São Paulo, with 63% having their headquarters here. The city´s economy is currently strongly focused on services and business for the whole of Brazil. São Paulo is the richest city of South America, with a GDP exceeding $ 450 billion. It contributes to 15% of Brazil’s GDP. Now, São Paulo is among the ten most expensive cities in the world, ranking in 10th place in 2011, up from the 21st position in 2010 (Jornal da Globo, 2012).           
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Source: Salary explorer, 2011


Social
Within the business culture in Brazil it is important to get to know the other party before making any decisions. This can make the progress of a project slow. Therefore, it will take some time to build a strong network; once this is established doing business will be easier. 

Because São Paulo has an enormous amount of inhabitants, the distribution of wealth is disproportionate. Especially in the suburbs, the favela’s, and the periphery of São Paulo the difference between wealthy and less-fortunate Paulistanos is noticeable. After main business moved out of the city centre criminality increased. Depending on the regions the criminality rate varies and for tourists it is not recommended to walk around in the poorer areas. Opinions about the city’s safety vary, nonetheless for the average tourist it is in generally easy to blend in due to the large diversity in the city.

Technological
The use of internet is relevant for CityFilm, since this distribution channel is highly important to distribute CityFilm’s product.
In major cities there are facilities where internet can be used freely, mainly in public places such as stations and public schools. With the rise of mobile internet usage Wi-Fi has also become more available at some locations (e.g. libraries, universities, coffee shops, occasionally on the streets). Approximately 68% of the internet users in Brazil see it as a source of leisure whereas 83% uses it for communication, according to Instituto Brasileiro de Geografia e Estatística (IBGE).
In 2010 the country had 81million internet users, with 31% using internet cafés, 27% using internet at home and 42% divided by internet use at work, mobiles or friend’s houses. Owners of internet cafés indicate that most customers go online for gaming, chatting and social media. The most popular social network in Brazil is Orkut with 75% of all internet users in the country, even though Facebook is growing. CityFilm could use this as opportunity to become active in Orkut as well in order to reach an ever larger public (New media trendwatch, 2012).

Ecological
CityFilm operates abroad during the Dutch winter, since during this period the weather does not allow good film footage. Therefore, weather is an essential aspect for CityFilm when selecting international locations for filming. In this way the organization can produce all year round.

 São Paulo has another nickname deriving from its unreliable weather: Cidade da Gaora (city of drizzle) and is described by locals as the city where ‘you can experience all four seasons in one single day’. Throughout the whole year there is abundant rainfall, which comes frequently and in short bursts. This can lead to major traffic jams; moreover, the unpredictable rainfall has been known to make the entire city stop at times. Due to the (sometimes heavy) rainfall floodings are not uncommon. These mostly occur in the south of the city, when the rivers burst their banks. São Paulo has a sunny, sub-tropical climate with an average temperature of 19,3°C. A high level of humidity combined with air pollution creates a mist that often hangs over the city (Britannica, 2012).

Political
Given the levels of differentiation of state, metropolitan area and municipality (see chapter 5) the political governance is also subdivided. The municipality of São Paulo has a city council which is responsible for the city as a whole. In addition, every sub-prefecture has their own department of planning, services and transport. The governor of state is Geraldo Alckmin and the mayor of the municipality is Gilberto Kassab.
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The Tourism Authority SPTuris is responsible for the marketing of the whole city, who works together with all layers of governance as outlined below.








5.4 Hotels 

This subchapter provides general information on hotels, relevant as main broadcasting channel.

In a metropolis such as São Paulo the choice of hotels is tremendous. Since CityFilm’s main broadcasting channel is the hotel room television and because it is focusing on the higher segments of the tourism market, 4 and 5 star hotels are the main focus points of CityFilm.
São Paulo has 410 hotels with 42.000 rooms available, around 1000 hostels and 350 motels. Currently, a list of new classifications for hotels in Brazil is being drawn up by the Ministry of Tourism to get a clear overview of and to get more balanced hotel ratings. This is done with an eye on the upcoming events (World Cup etc.) to provide the public and the expected increase of foreign visitors with more accurate information. Because of this, only a limited amount of hotels in São Paulo can be classified with certainty of 4&5 stars (see appendix 4) (Ministério do Turismo cria nova classificação para hotéis, 2011).
The average occupancy rate of hotels was 62.2% in 2009 and 69.3% in 2011. The majority of hotel guests are men (64,9%), mostly with a business-related visit (Tourist Observatory, SPTuris, 2011) .

Since the city was predominantly a business location, the more luxurious hotels are located in the heart of São Paulo around Avenida Paulista, the main high street. Because of the considerable size of the city and this hotel concentration it is important to start working from this core outwards to the other sub-prefectures of São Paulo. 

5.5 Competition analysis

This analysis describes CityFilm´s potential competition and answers the following question: “Who is the potential competition in São Paulo?”
With an extensive distribution network and specified broadcasting channels CityFilm is the proud owner of an exclusive concept. Since São Paulo is a rapidly developing city, highly focusing on a better image, many possibilities related to city marketing can appear.
By conducting a survey (appendix 6) amongst hotels information on what services they offer the tourist was gathered. Unfortunately, little information was retrieved since the feedback, after numerous attempts of contact, was minimal. Based on the received information, the following can be concluded. In general, most hotels do not have a commercial or clip of the hotel itself. Most of their websites often have a slideshow of photo´s. Also, the majority of the hotels uses tangible items to inform their guests about activities in the city such as maps, flyers and brochures instead of internet or other media. Only one hotel had a similar commercial, where the general manager presented some spots in the hotel and in the city. No film footage, commercials or any type of clips have been found that are an equivalent of CityFilm´s product where a presenter shows the city´s best hotspots and takes the viewer on a city tour. 

Contact with multiple hotels made it clear that there are few to no competitors in São Paulo. Most hotels just have television without channels broadcasting anything similar to CityFilm´s product. Carlos Eduardo Hue of the Sheraton São Paulo WTC indicated that there is an informative service on the hotel television but no specific clip of the hotel or about São Paulo. Further, informing the guests was only done by flyers, brochures, maps and by the hotel concierge if requested. For example, Jorge Castelo of L´hotel Porto Bay São Paulo indicated there was neither an information service on the television nor a clip or film about the hotel or the city. Again, the hotel informed its guests by paperwork, such as flyers and maps.



Frequent contact with SPTuris, the Tourism Board of São Paulo, provided insight into the possible competition in São Paulo. However, apparently there are very few media companies or channels that broadcast anything coming close to the concept of CityFilm. Additionally, films and clips that are available are often in Portuguese since this is the largest group of tourists. CityFilm always produces English spoken films. Therefore it can be said that there are no direct competitors. Almost all promotional related activities are initiatives of São Paulo Convention and Visitors Bureau (SPCVB), SPTuris, EMBRATUR and Tur.SP in cooperation with the Tourism office of the state of São Paulo.


SPCVB has started to actively promote the city as tourism destination, particularly as host for Brazilian and international events: “To attract and generate events for São Paulo, the Bureau supports and provides consulting services to organizations and companies to help them make the necessary contacts for a successful bid for São Paulo to host events and, through these actions, help generate business for our member companies. The SPCVB also develops marketing campaigns and actions to attract a greater number of visitors, provides technical consulting services for organizations and events promoters to develop project viability studies, and participates in trade fairs, events and congresses to attract events and promote São Paulo as a centre for events and pleasure tourism” (SPCVB, 2010). 


In general, the above mentioned parties work together to bring out the best image of São Paulo. Because they have the same goal as CityFilm has, which is promoting the city and stimulating joint initiative, these parties can be valuable partners and starting points of networking (appendix 5).
In short

Most tourism in São Paulo is business related, however in the last couple of years leisure tourism, including events, has increased. The majority of the visitors is originally from Brazil. Säo Paulo’s population is highly mixed due to its history of immigration. The city economy is responsible for 15% of Brazil’s GDP and is the richest country of South America. The wealth-division is very unequal, causing high crime rates,. Nonetheless, the usage of internet in the country is in comparison quite high. Just like any other metropolis São Paulo has to deal with daily traffic jams and clogged streets. Less predictable is the weather which can change suddenly, often with rainfall. There is one city council; however every sub prefecture in the city has its own departments. In general, hotels have an occupancy rate of almost 70%, with mainly businessmen as guests. Most high-end hotels are located around the city-center Avenida Paulista. As far as competition considered, there are very few competitors producing similar high quality products like CityFilm. Mainly Tourism Boards and the Ministry of Tourism are in charge of the city´s promotion. Therefore, these parties serve more as partners and network.
Chapter 6: The Five forces of Porter


Porter is used to identify whether new products have potential to be profitable. The five forces are important to determine the competitive power in a business situation (Mindtools, 1996-2012).

Supplier power

To create and distribute a city film CityFilm has to collaborate with four different companies:
-Now-Media
This supplier is an IT-operator and takes care of the maintenance of CityFilm’s website and online video system. Since another company is easily found Now-Media as supplier has little power thus is easily replaced.
-Boy Ontwerpt
This company occupies itself with design and animation of websites. Boy Ontwerpt is responsible for DVD covers, the website and CityFilm’s logo. An easy, flexible cooperation is possible since it is based on friendship and because the company is located one floor above CityFilm. There are a lot of web designers available therefore the power of Boy Ontwerpt is weak and can easily be replaced.
-The FilmFactory

This is a production company, responsible for filming, editing and producing the whole city film. They have filmed all productions of CityFilm, national as well as international. The FilmFactory has a lot of experience with producing the films since they have been partners since the start of CityFilm. Their workload is high because of all productions that have to be done year round, including writing the presentators’ script and the whole editing process. The FilmFactory has strong supplier power because CityFilm is depended on them and vice versa: CityFilm is the most important partner.

-Replifact
This supplier takes care of the replication of CD/DVD’s. When a city film is completely finished an order will be placed to replicate the amount of DVD’s to distribute these to the partners. Replifact is easy replaceable and has therefore weak bargaining power.
Buyer power

The power of the buyer is relatively low, since the choice in restaurants, shops etc. is overwhelming in such a large city. Also, the concept of CityFilm seems to be quite new to most establishments which are an advantage since they do not have any comparison and therefore not simply move to a competitor when they think the price is too high. Hotels on the other hand can have more buyer power because there are, in for example in comparison with Dubai, not so many high-class hotels. Because the Tourism Board and the Ministry of Tourism have a lot of influence, therefore CityFilm should take these also into account even though they are not officially considered buyers.
Competitive rivalry

The competitive rivalry is very high as there is a huge variety of internet sites and organizations providing city information. However, many websites make use of slideshows, pictures or poor quality videos. There are no companies yet that produce or broadcast similar products to CityFilm. In addition, CityFilm has already established strong connections which can create more value for potential partners e.g. with Emirates and Qatar Airways who also fly on São Paulo. 
Threat of substitution

São Paulo is quickly developing and since the tourism boards are strongly focusing on the attraction of more tourists, there is a threat of substitution by indirect competition. However, CityFilm does have specific tools such as the GPS application and the Iphone application, which a lot of companies do not have. Also, CityFilm produces in English which can be an advantage as well as a disadvantage since Brazilian most likely prefer Portuguese over English. Another aspect that keeps the threat of substitution low is the knowledge and experience CityFilm has with multimedia and its access to a large distribution network.
Threat of new entry
This threat is quite high since the concept can be easily copied, there are few barriers to enter and the market is not large so there is more space for new companies. However, most international companies located in São Paulo are more focused on business instead of leisure and an equivalent of CityFilm’s concept has not been seen yet. Moreover, the organization already has good connections with the head of the tourism board and can use this benefit to establish a stable network which will make it harder for competition to enter.
Opportunities and Threats, as part of the SWOT-analysis



	Opportunities
	Threats

	O1 Broad variety of potential partners
O2 Strong economic growth
O3 Hub for international companies
O4 Very little competitors
O5 Project “Stay another day” 
	T1 Substitution  due to quick developments
T2 Possible language barrier
T3 Business culture
T4 No necessity for partners to use CityFilm 


In short

CityFilm is not heavily depended on the power of its suppliers, with the exception of the FilmFactory. Overall, they are easy replaceable. Also, the buyer power is low due to the large amount of options, whereas the competitive rivalry and the threat of substitution are high. This is because of the large amount already exsting informative sources about São Paulo, because of the rapid development of the city and the strong focus of the Tourism Boards on the attraction of more tourists. Because CityFilm’s concept cannot be protected with rights and is quite easy to duplicate the threat of new entries is quite high. When CityFilm gains more brand awareness, creates a stronger market position and establishes a strong network, most threats can be diminished. 

Chapter 7: SWOT-analysis
	Strengths
	Weaknesses

	S1 Extended distribution channels 

S2 Flexible, internationally oriented team 

S3 Knowledge of international marketing 

S4 Working with well-known brands 

S5 Annual expansion of distribution channels 
S6 Perseverance
	W1 Focus on one specific segment of market 

W2 Very little to no statistics available of hotel television viewers 

W3 Not yet a well-known brand 

W4 Insufficient internal communication 

W5 No consistent team 

	Opportunities
	Threats

	O1 Broad variety of potential partners
O2 Strong economic growth

O3 Hub for international companies

O4 Very little competitors

O5 Project SPTuris “Stay another day” 
	T1 Substitution  by indirect competition
T2 Possible language barrier

T3 No necessity for partners to use CityFilm
 


Chapter 8: Confrontation Matrix

This Confrontation Matrix is used to further analyze the output of the SWOT analysis. It analyses different combinations of strength, weakness, opportunity, and threat. The aim is to identify the most important strategic issues City Film faces in her considerations to add São Paulo to her inventory. 
++ positive

+  somewhat positive

0  neutral, irrelevant, little or no effect on each other

-   somewhat negative

-- negative

	
	Strengths
	Weaknesses

	
	S1
	S2
	S3
	S4
	S5
	S6
	W1
	W2
	W3
	W4
	W5

	Opportunities
	O1
	++
	+
	+
	+
	++
	+
	+
	-
	-
	0
	-

	
	O2
	++
	+
	+
	+
	++
	0
	0
	0
	0
	-
	0

	
	O3
	++
	++
	++
	++
	++
	+
	+
	--
	+
	-
	-

	
	O4
	+
	+
	++
	+
	+
	+
	0
	0
	+
	-
	--

	
	O5
	++
	+
	++
	++
	++
	+
	-
	0
	+
	--
	--

	Threats
	T1
	+
	+
	+
	+
	+
	+
	--
	--
	--
	-
	0

	
	T2
	-
	+
	-
	-
	0
	+
	0
	0
	-
	0
	0

	
	T3
	-
	0
	-
	-
	+
	+
	-
	-
	--
	0
	0


Interpretation of Confrontation matrix


Strengths and Opportunities - Using CityFilm’s strengths to seize opportunities

Part of CityFilm’s strengths lies in the extended distribution channels, taken together with their annual expansion and CityFilm’s knowledge of international marketing. These should attain the opportunity that a large amount of international companies are located in São Paulo. Furthermore, working with well-known brands reinforces CityFilm’s image and its power to establish valuable contacts. All these characteristics combined give CityFilm a strong position which can be used to select potential partners and to extend its network. Additionally, the organisation can serve as great support of the project of SPTuris to convince visitors to stay a little longer in São Paulo.


Weaknesses and Threats – External threats aggravating CityFilm’s weaknesses

CityFilm’s brand is not quite known yet internationally. This in combination with substitution by indirect competition, the company may face difficulties conquering the market. When a brand is unfamiliar to partners, they tend to use a well-known brand instead. In addition, for solely Portuguese speaking partners or partners who do not master English so well the language barrier between them and CityFilm may be a weakness that may cause partners to choose for another party instead. CityFilm may attract more partners by making the brand more known internationally and perhaps hiring a translator for partners with language difficulties.



Weaknesses and Opportunities – Eliminating weaknesses by seizing opportunities

Since CityFilm’s brand name is internally unknown; the company should increase its brand awareness on a global scale. By cooperating with the project of SPTuris, CityFilm’s brand name can be highlighted and moreover, it can be linked to valuable source of tourist information. With little competition present it is easier for CityFilm to promote herself and to attract international partners. The more visible CityFilm and its brand are, the more partners it attracts which will cause more brand awareness on its turn. By making CityFilm a strong international brand the company amplifies its image.



Strengths and Threats – Using CityFilm’s strengths to remove threats

Substitution by indirect competition is the largest threat. By using the company’s knowledge of international marketing, its international oriented team together with its perseverance, CityFilm characterizes itself from its (indirect) competition. The company also differentiates itself by its unique concept with extended distribution channels offered to its partners. All CityFilm’s strengths combined can convince the partner, thus removing threats.



In short

CityFilm´s strongest points focus on experience with well-known brands, extended distribution channels and knowledge of the market, whereas it weakness mainly lies in the low brand awareness internationally. CityFilm’s main threat is the substitution by indirect competition. Most opportunities can be found in the large presence of international companies, the high economic growth and the broad variety of potential partners.
Chapter 9: Marketing strategy

“Marketing strategy is a process that can allow an organization to concentrate its limited resources on the greatest opportunities to increase sales and achieve a sustainable competitive advantage” (The Strategic Marketing Plan, 2008). According to Porter’s typology there are 3 types of strategies regardless of what market or branch.

Focus 
This strategy is focused on competing in a niche market instead of the whole market, and within that market aims to achieve differentiation or cost advantage (Intemarketing, 2009-2012).

CityFilm only uses the differentiation strategy. Within the tourist market, the organization aims at wining and dining, cultural activities, shopping, hotels.
Low cost

This strategy is based on optimizing of business processes, resulting in cost advantage over competitors, resulting in lower prices (Intemarketing, 2009-2012).
In order to ensure a high level of professionalism and quality CityFilm is not able to keep the costs very low. Therefore, this strategy does not apply.
Differentiation
This strategy aims to differentiate from the competition, by the creation of a unique product/image (Intemarketing, 2009-2012).
CityFilm has with its high quality films, its extensive variety of distribution channels and its perseverance a unique product with few direct competitors in the market. This results in a higher turnover, since the other party is willing to pay for the uniqueness. Although there is not much direct competition in São Paulo, CityFilm does need to differentiate itself in order to gain a prominent place in the market. 

In general, it can be said that CityFilm can apply both the differentiation as well as focus-strategy, again using the differentiation strategy.
Chapter 10: Marketing mix
This chapter explains how the marketing mix of CityFilm should be applied to São Paulo.

Product
A detailed description of CityFilm’s product can be found in chapter 4.1. Given the fact that São Paulo is westernized and does not differ significantly from the Dutch market, the outline and presentation of CityFilm’s product does not need to be adjusted. Nevertheless, the lineup should fit the activities that São Paulo has to offer.


Price
International productions have different prices tags than Dutch productions, given the size and the scale of the project. Also, additional costs such as housing for the project coordinator and film crew have to be taken into account .when dealing creating a new city film. Generally, CityFilm should use higher prices in São Paulo, depending on the item or service that is participating in the film. 

Place
Most preparation for a project abroad is done in the Netherlands. Careful and thorough desk research should be done first before operating in São Paulo. After finding enough partners and hotels to broadcast from, the film can produced on location. CityFilm always flies in the filmcrew of the FilmFactory.


Promotion
CityFilm has its own strategy when it comes to selling its products. With a lot of enthusiasm, personal contact and interest potential partners are being approached. Depending on the culture of country, some aspects are adjusted to the local customs. CityFilm works top-down meaning that first the person with the most influence is approached before contacting smaller parties. This way, CityFilm appears professional and valuable by important contacts. As for São Paulo CityFilm starts with the Tourism Boards, the Ministry of Tourism and the Hotel Association in São Paulo

Chapter 11: Conclusion

In this thesis the following question is intended to be answered: How can CityFilm export its concept successfully to São Paulo?


Multiple analyses indicate that São Paulo is a very good starting point for entering the South American market. The city offers all aspects in a large variety that CityFilm requires for making a successful city film, being a cultural source with an enormous range of restaurants and diner facilities, activities, events, theaters, heritage areas, shopping centers and cinema’s. The same line-up CityFilm is using for other international productions can be applied to São Paulo. The main issue that should be taken into account is the possible language barrier, since the level of English appears to be lower than in the Netherlands. Since the majority of the visitors consist of Brazilian businessmen CityFilm could consider an additional city film spoken or subtitled in Portuguese, instead of only one English city film. In order to find out whether this is workable and profitable, further research on the language matter should be conducted.


This thesis provides the first step towards comprehending the market of São Paulo. Therefore, further research on the subject is necessary in order to create a successful city film. Furthermore, research should be conducted with focus on hotels, since their feedback was minimal. 

As far as the marketing mix concerned no drastic changes have to be implemented in order to make CityFilm’s concept successful in São Paulo. 


-The product of CityFilm needs little to no adaption. After further research is conducted on the language, the product may be adjusted with a Portuguese voiceover or with Portuguese subtitles.
-The price should be higher as usual with international productions. The economic situation rapidly increases therefore higher prices are in place. 

-Production of the city film of São Paulo will take place in the city. Meetings will be done on location by two project coordinators who will be living in São Paulo for several months in order to establish a strong network and in order to set up meetings with potential partners.
-The promotion of CityFilm’s product can be executed in the same way as any other country CityFilm is active in. Further research may be needed.
São Paulo is still relatively undiscovered by tourists. The contribution of a professional city campaign, broadcasted in hotels and airlines can have an enormous impact and can certainly boost its image!
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Appendices

Appendix 1.

This is a part of the outline of how a film is being filled in. In order to keep the level of entertainment high, CityFilm distinguishes different lengths.
	ITEM
	INHOUD 2010
	TIJD

	SA Tourism
	 
	 

	Johannesburg Tourism Company
	 
	 

	Gauteng Tourism Company
	 
	 

	Zakelijke Sponsor 
	 
	 

	 
	 
	 

	Blok Advertorial 1
	Malls
	 

	Presentatorial
	African romance
	0.45

	 
	Adverteerder C +PR
	0.45

	 
	Adverteerder D + PR
	0.45

	Presentatorial
	44 Stanley
	0.45

	 
	 
	 

	Blok Advertorial 2
	Lodges
	 

	Presentatorial
	Tau Game Lodge
	0.45

	 
	Sediba
	0.20

	 
	Ants Hill
	0.20

	Presentatorial
	Madwike Lodge
	0.45

	 
	 
	 

	Blok Advertorial 3
	Cultuur
	 

	 
	Appartheidsmuseum
	0.45

	 
	Maropeng
	0,39

	
	Johannesburg Art Gallery
	0.20

	 
	Everard Read Gallery
	0.45

	 
	 
	 

	Blok Advertorial 4
	Restaurant
	 

	Presentatorial
	Signature
	0:45

	 
	Auberge Michel
	0.20

	
	DW Eleven 13
	0.20

	
	La Cucina di Ciro
	0.20

	
	 
	0.20

	Presentatorial
	Katzy's Grillhouse
	0:45

	 
	 
	 

	Blok Advertorial 5
	Dag Activiteit
	 

	Presentatorial
	Presentatorial X
	0,45

	Presentatorial
	Golf
	0.45

	 
	 
	 

	Blok Advertorial 6
	Avond Activiteit
	 

	Presentatorial
	Market Theatre New Town
	0.45


Appendix 2.

This map gives a clear overview of the division within the municipality of São Paulo which is divided into 9 regions.




Appendix 3.
This is a list of main events that have taken place in São Paulo in 2011.

	Event
	Amount of tourists
	Amount spent by tourists (R$)
	Total public

	Virada Cultural [Cultural Marathon]
	384 thousand
	158 million
	4 million

	GLBT Parade
	648 thousand
	206 million
	4 million

	New Year at Paulista
	100 thousand
	50 million
	2,5 million

	Formula 1 GP Brazil
	38 thousand
	235 million
	144 thousand

	Carnival (Sambódromo)
	23 thousand
	64 million
	110 thousand

	SP Fashion Week
	17 thousand
	13,6 million
	70 thousand

	Formula Indy
	7 thousand
	80 million
	40 thousand


Source: SPTuris, 2011

Appendix 4.

This is a list of hotels which have been contacted during the research.


	Hotel
	Ranking *

	Tivoli São Paulo Mofarrej
	5

	Hotel Unique
	5

	Grand Hyatt São Paulo
	5

	L'Hotel Porto Bay São Paulo
	5

	Sheraton São Paulo WTC
	5

	Hilton São Paulo Morumbi
	5

	InterContinental São Paulo
	5

	Renaissance São Paulo Hotel
	5

	Mercure Grand Hotel Ibirapuera
	4

	Gran Estanplaza São Paulo
	5

	Pullman São Paulo Ibirapuera
	4

	Royal Jardins Boutique Hotel
	4

	Meliá Jardim Europa
	4

	Novotel São Paulo Jaraguá
	4

	Novotel São Paulo Morumbi
	4

	Holiday Inn Parque Anhembi
	4

	Etoile George V Jardins
	5

	Pestana São Paulo Hotel
	4

	Caesar Park São Paulo Faria Lima
	5

	Marriott Executive Apartments São Paulo
	4

	Transamérica São Paulo
	4

	Transamérica Class Higienópolis
	4

	Estanplaza Ibirapuera
	4

	Estanplaza Paulista
	4

	Grand Plaza
	3


List provided by ABIH (Associaçao Brasileira da indústria de hotéis do estado de São Paulo)



Appendix 5.

This is a general overview of tourism organizations in São Paulo with large network or partner potential.

	Item
	Description

	São Paulo Convention & Visitors Bureau
	 The main objective of the São Paulo Convention and Visitors Bureau is to promote the city of São Paulo as a tourism destination and particularly as a host for Brazilian and international events such as culture, sports, business, trade fairs, congresses and conventions. 

	SPTuris
	The official tourism site.

	Discover São Paulo
	Stay Another Day, SP Experience, Restaurant Guide, Map of Sensation and Destination São Paulo.

	Destination São Paulo Map
	There are more than 260 cinemas, 150 theaters and performance spaces, 40 cultural centers and more than 90 museums, as well as innumerable nightclubs for some of the liveliest nights
on the planet.

	Tourism Manual for Business and Events
	Individual technical sheets of each venue for events.

	Business Calendar and Events Calendar
	The best destination for your business and events


Source: worldbiofuelmarkets, 2011
Appendix 6.

E-mail and survey used to retrieve further information from hotels in appendix 4.



Dear Sir/Madam,
 For my final thesis of my university I am currently conducting research on 4&5* hotels in São Paulo. I have made a small questionnaire to gather more information on the hotel, mainly related to COMMUNICATION. I would really appreciate your help to succeed in my research! Attached you will find the survey, would you please be so kind to fill it in and return it before Thursday 12 April?
Thank you in advance for the effort! Muito obrigado!
 Kind regards,
 Maaike Lalleman
Student European Studies
The Netherlands

Survey 4&5* hotels São Paulo

Name of hotel: 
Ranking (stars): 

1. Who is the General Manager of the hotel?    

2. How many rooms does the hotel have? 
3. What is the occupancy rate of the rooms? 
4. What is approximately the amount of guests staying annually?
5. What are the unique facilities of the hotel? 
6. Does the hotel co-operate with external parties? 




YES/NO
6a. If YES, what type of parties? (business, restaurants, clubs etc) 


7. What is the ratio between business and leisure visitors?
8. What is the average amount of days a guest staying in the hotel? 3 days in average
9. What is the most commonly used type of transportation by the guests? 
10. Is there a helicopter platform available?  





YES/NO

11. Does the hotel make use of an information service on the hotel room television? 
YES/NO
12. Is there already a short clip or commercial of the hotel? 



YES/NO
13. Is there an informative film about São Paulo playing in the hotel? 


YES/NO

14. How does the hotel inform its guests about activities and places in São Paulo? (multiple answers are possible)
a. map


b. brochures

c. flyers 

d. hotel-television

e. guided tours


f. hotel janitor


g. Other: 

15. When providing information, where lies the focus of the hotel? (multiple answers are possible)
a. on restaurants/bars 


YES/NO
b. cultural/historical items

YES/NO
c. shopping districts


YES/NO
d. art




YES/NO
e. favela’s



YES/NO

f.  a combination of those

YES/NO
g. Other: ​​​​​​​​​_________________________________________________________________________

Obrigado!


Brazilian tourists are mainly from the province of São Paulo, Minas Gerais, Paraná and Rio Grande do Sul.


Foreign tourists are mainly from Europe, especially Spain and Germany. US and Canada, South-America, especially Argentina and Asia, especially Japan.
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