Export policy plan GSB Grötsch
                                                            Christina Bakhtari

[image: image3.png]GSB

Grotsch



[image: image4.jpg]


[image: image5.jpg]



Export policy plan
How can GSB Grötsch enter the Dubai market and what does the company need to do that?
Student: 

Christina Bakhtari

ID Number:
 20055648

Class: 

4 BM 1

Supervisor: 
Mr. Van Leeuwen

February 3rd, 2010
The Hague School of European Studies
The Hague University of Professional Education

Executive summary 
GSB Grötsch is interested in entering the Dubai market by exporting or by opening its branch in the UAE and thereby increasing its financial recourses and its market share. 

The company is active in building and construction industry, therefore the Dubai market has been chosen for this export policy plan. Dubai offers a lot of opportunities for western companies and their big investments by having a tax-free policy and simple business regulations.

The product is an integral floor system named The Flexa Thermovent system, which is good for solving problems related to communication engineering, heating, cooling and ventilation. To enter the new market successfully, GSB Grötsch needs to distinguish its product by its High German quality and integrated cooling system. 

This system consists of fireproof materials and has a good price-quality relation. The German quality and environmental friendly substances, its flexibility and usability in every office need to be highlighted. 
The target groups of GSB Grötsch are building owners, real estate companies/ architects and consultants and construction companies, who are looking for a high quality product which makes working space bigger, flexible, air-conditioned, healthy and safe.
There are many competitors on the Dubai’s market, but the unique concept of the Flexa Thermovent system makes the market attractive enough to enter to.
This market is oligopoly and is dominated by a small number of businesses which have the biggest part of market share and the power in the market. This market form makes it rather difficult for new entrants to enter the market. Also it is very competitive and price sensible.
To highline the unique sales point of the Flexa Thermovent system, a strong marketing campaign will be needed. Promotion and price strategies are very important for the company to be successful and to book any profit. Using an agent may help GSB Grötsch to build its own network and image in Dubai.
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Introduction
As a student of The Hague School of European Studies, specialization International Business Management, I have written the following business plan for the company GSB Grötsch and its cavity floor system product named Flexa Thermovent. The company is owned by Mr. and Mrs. Grötsch and is interested in exporting its product to the United Arab Emirates (UAE).
In this report the possibility of entering UAE market, especially Dubai, will be examined.
As GSB Grötsch is already an existing company with an already existing and marketed product, this plan has developed into an export-policy plan. This report is divided into several parts. Firstly, I will analyze the market, after that GSB Grötsch will be examined by an internal analysis. Thirdly, this report includes an external analysis that examines the consumers, competitors, distribution and promotion. This will be followed by the marketing mix and the formulation of strategy. Finally, I will give a summary in which most important facts will be enumerated. 
As mentioned before, I will explore the possibilities to introduce the products of GSB Grötsch in Dubai, United Arab Emirates. This market has been selected because of increasing demand for cavity floors, new system of air-conditioning and environmental friendly products. 
It is crucial to mention that the current economic situation in Dubai and the credit crunch have made it impossible to enter the market in one or two years. This is why this plan will be more efficient to accomplish after the financial crisis.
This plan focuses on the market development. The goal of this plan is to increase financial recourses and to secure the future of the organization. This export-policy plan is based on my own vision for the company GSB Grötsch. 

The central question of my plan is:
How can GSB Grötsch enter the Dubai market and what does the company need to do that?
In order to answer this question, I will have to make some research on the following aspects:

-Internal and external analysis;

-SWOT analysis;

-Marketing Mix.

At the end of this export-policy plan I will give some recommendations which will result from my research.

Research methods 
From September 1st, 2008 until January 30th, 2009 I did my internship at German Architects and Consultancy Company in Dubai, The United Arab Emirates. During this period I have received a lot of knowledge based on experience of doing business in the UAE. As a Sales and Marketing assistant, my responsibilities were almost every activity of the company and thanks to that, the culture, people and the way of doing business became more familiar and acceptable to me.
Many of facts in this report are based on my own vision. But to support it, I have interviewed and consulted some experts. One of them is Mr. Muhsen Abdo, general supervisor at Steel Fab Co Company in Qatar, one of the biggest steel companies in the Middle-East. He has many years of experience in running business in the United Arab Emirates, Jordan and Qatar, and hence has a clear picture of current and upcoming trends, threats and opportunities of the markets. 
The second interview is made through e-mail correspondence with Sir Atheer Hatam, who works as a Marketing Account manager at Baker Hughes Inc. His experience and knowledge of the construction branch in the GCC countries has been very useful for this plan.
Moreover, during this summer I visited Oman and Qatar, two countries in the Middle-East. There, I have spoken to many people working in the similar branches or running particular businesses. I followed and edited their advice in my work to make my research more substantial.
Besides that, a lot of desk-research was made using different Internet websites. To get a neutral picture of the market of Dubai, collecting the information from both local and international websites was very essential.  Also, newspaper websites and specialists publications were very useful for the research.
For the other parts of my report, such as SWOT-analysis and marketing mix, I retrieved the data from different books used during the study at The Hague University. Finally, the support of Mr. Van Leeuwen, final paper coordinator, and Mrs. Grötsch, commercial director, made me able to write this export-policy plan.
Dubai nowadays

Dubai is one of the United Arab Emirates, the fastest growing civilization in the world. Foreign investments and oil reservoirs are two main financial recourses of the emirate. Visiting Dubai, one is getting the impression of limitless possibilities and opportunities. But is it limitless for real? How far and how fast can a city grow? 
By following the latest news the companies might get a wrong impression of Dubai.
From November 2008 until nowadays, the situation of Gulf countries and specially Dubai has been changed. By reading the financial newspaper (Het Financieele Dagblad) and watching different TV programs with experts, people can get a better view on current situation of Dubai. Also, many friends and old colleagues working and living there are serving as a reliable source of information.
This way is the best way to get a neutral picture on a current situation of Dubai and to form own conclusion.

Last year, during my stay in Dubai, I have noticed that the media in Western Europe are not always neutral and some of the news from Dubai are being told on a different way and not quiet correctly in the media in Europe. This made me a little bit skeptical regarding to commercial tabloids and journals.

After having conducted sufficient information, a statement on the situation of Dubai nowadays can be made as follows: 

· Not every information source is reliable; 

· Any fast growing civilization (city or country) will have some “downs”  from time to time;
· Nobody is interested in bankruptcy of the country, because everybody will be influenced by it;
· The history is telling us that some other countries which were in the same situation as Dubai were recovered by the help of the neighbors and now they are doing well.

1. Company, market and product description 
1.1. Company’s description
GSB Grötsch is a small family company located in Germany and is highly specialized in different kinds of cavity floor systems (under floor cable systems). This system restores to the users all the traditional benefits of a solid floor while also providing them with a continuous under floor cavity for his services network. This product is unique and patented.
The cavity floor system is a proven system installed across hundreds of thousands of square meters of office space in Europe, for a client list including IBM, Glaxo, Sony, Mitsubishi, Mercedes-Benz etc.
The company GSB Grötsch was founded as a family business in February 1994. The company was developed in cooperation with engineering company Schmidt/Reuter Partner in Cologne and Norina Company in Nürnberg, which has developed the revolutionary cavity floor system for about 40 years ago.
Mrs. Grötsch is the commercial director; Johann Grötsch has the function of a technical director of the company.  He was the technical manager at Norina Company and had the responsibility for the control and management of the different projects worldwide.

According to Mrs. Grötsch, the company has approximately 18 fulltime employees.

1.2. Market description
GSB Grötsch is specialized in under floor cavity systems. This system contains different methods: cavity floor, monolithic cavity floor, flexible under floor trunking and combinations of them.
The under floor cavity system is very successful and useful in administration and industrial buildings. It makes a room modern, flexible and wide. The telecommunication and electrical cables are totally invisible and can be trunked anywhere under floor at the same time.
The floors are made of high quality materials and are soundproof. They are fire protected and can be recycled (environmental friendly) or renewed very quickly.
1.3. Product description
This export policy plan is meant for the integral floor system named Flexa Thermovent system, which is good for solving problems related to communication engineering, heating, cooling and ventilation. Heating and cooling pipes are arranged directly above the unfinished floor and covered with heat-resistant screed. The heating and cooling accumulator ensures a comfortable room temperature in the winter and in the summer. This is one of the healthiest ways of keeping the space cool. 
Moreover, the Flexa Thermovent system is combined with ventilation system which diverts the outdoor air into the rooms, even if the windows are closed. Through the trunking system the air is distributed to every room.
2. Mission and Market definition 

2.1. Market definition
GSB Grötsch has been active in their field for years now. The company is well-known in Germany because of the big local and worldwide located clients which have been using the cavity floor systems. 
The Abell Model hereunder shows three different dimensions: users’ group, users’ function and users’ technology. (Verhage, 2004, Strategie ontwikkeling, p. 97)
Users’ group is the target group definition of the GSB Grötsch products.

Users’ function is the dimension describes the requirements of the target group.

Users’ alternative technology contains the technology methods to satisfy the client’s needs.
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*These three groups are the decision makers, the ones who might be interested to buy and to use the system in their buildings. 

Chosen market definition:
Building owners, Real Estate, consultants and construction companies in Dubai, who are interested in using the high quality cavity floor systems and control the climate inside the building on a healthy, safe, environmental friendly and high-qualitative way; to take care of their employees and to create a strong image by means of corporate social responsibility.
2.2. Why Dubai, UAE?
· Dubai is the most valuable market concerning building and construction branches.

· There are around 500 upcoming sky towers and ca. 1800 have been planned.  
· Every month around 25.000 people are coming to Dubai for living. 

· Dubai is the most international emirate, as a result better for foreign companies to do business in.

· Users valuing high quality products.
· Recycling is becoming one of the most important issues in Dubai.

· The desert climate makes it impossible to live without an air-conditioning system. Every building and every room has an air-conditioner installed.

· Dubai has a very high foreign investment quota. 

· Dubai is the most open emirate for tourists, expats and students.

· Many projects are coordinated and controlled from Dubai. 
· Dubai has one of the highest construction spends per capita in the world.
· Ongoing projects in the UAE are more than 800 billion AED.
2.3. Dubai, UAE in general
The United Arab Emirates is a federation of seven emirates: Abu Dhabi, Dubai, Al Sharjah, Ajman, Umm al-Qaiwain, Ra’s al-Khaimah and Fujairah. Abu Dhabi is the official capital of the UAE.
Dubai is the second largest emirate of the 7 United Arab Emirates (UAE), which is situated on the banks of Dubai Creeks of the Persian Gulf. During the last 20 years Dubai knew an intensive development thanks to huge oil reservoirs and revenues, from a small trading port to a modern business centre of the world. This fact attracted the settlers from India, Pakistan, Philippines and Iran. Nowadays, it has one of the highest population growth rates in the world. English and Arabic are the languages most spoken in Dubai. Urdu and Persian are widely spoken on the labour level.
Dubai offers a limitless business and a lot of opportunities to companies.  It is the business capital of the United Arab Emirates. 

Dubai, 1991





Dubai, 2009
According to the Dutch embassy in the UAE in corporation with EVD, the building and infrastructure branches of Dubai are the most chanceful markets for the companies to do business in.
One of the upcoming trends at the moment in Dubai is the corporate social responsibility of the companies. The attractiveness of the environmental friendly and energy economical products is growing day by day. This is also a good reason for GSB Grötsch to enter this market. (UAE Ministry of Economy, 2007)
3. Intern Analysis 

3.1. Introduction
This chapter will focus on internal factors of GSB Grötsch, which give different advantages and disadvantages in meeting the needs of the company’s target market. Internal analysis consists of two main segments: strengths and weaknesses of the company. These two segments should be examined from a customer point of view. The next subparagraph contains a list of the company’s strengths and weaknesses.
3.2. Strengths and Weaknesses Analysis 
Strengths:

· S1. Lots of experience and knowledge of the product 

· S2. The product is patented 
· S3. The product has a high German quality 

· S4. Fireproof and environmental friendly 

· S5. Efficient and energy economic 

· S6. Healthy cooling system

Weaknesses:

· W1. The company has a lack of experience and knowledge of the target market

· W2. The company is not well-known in Dubai

· W3. The company does not have a local network 

· W4. The current website of GSB Grötsch is incapable

Explanation:

S1:  GSB Grötsch GmbH is highly specialized in cavity floor systems. Many big and important clients like Deutsche Bank and Mercedes-Benz are using this system. A good knowledge of the product the company is offering is crucial to enter the target market and to attract and convince the potential clients.
S2: If the company’s product is patented, it means that the other competitors are not able to offer exactly the same product. This will help GSB Grötsch distinguish itself from the other companies.
S3: It is obviously a plus for the company that is delivering a high quality product from Germany.
The name “German” or “Made in Germany” has a big priority in Dubai. Even big real estate companies are using this trend to achieve the customers’ trust. For example the Pakistani Real Estate Company named “Schön Properties”. 

The materials Flexa Thermovent is made of, are maintenance friendly, flexible, very durable and can be renewed or replaced any time. Moreover, this system is new-generation system, this means that it is most flexible of its kind, stable and sound- and fire-resistant.
S4: Flexa Thermovent system is 100% fireproof. It complies with the fire protection requirements of the Swiss Building Regulations. Moreover, the floor can be recycled by fitting the new top covering onto the existing, recycled tiles and slabs. Only new carpet will be needed.
S5: The Flexa system has the lowest energy consumption of all systems. Activation of the accumulators allows energy to be supplied in off-pick periods at cheap rate power tariffs.

The costs of the Flexa Thermovent system are less than the costs of the air-conditioning system plus trunking, false floor and screed.
S6: The issue of unhealthy air-condition used in every building in Dubai can be solved by the Flexa system. Instead of heavy and strong air-conditioners, which are really unhealthy, a small cooling accumulator placed under the floor ensures a comfortable room temperature without any separate radiators. 

W1: The company has a lack of experience and knowledge of the target market. It is very important to have knowledge of the country the company dealing with. The cultural and social factors are very essential. Sometimes the reason of the failure of a foreign country is the culture differences.  It will be more difficult to run your business if there is no local partner to work with and to approach the potential customers.
W2: Many companies in Dubai are cooperating with each other to recruit more customers, to strengthen the name and image. But to be partners, the companies should know and trust each other. In that case it will be complicated for GSB Grötsch to find a partner in Dubai, because they are not well-known there.
W3: The company does not have a local network, which can serve as a good promotion. It would be the easiest way to receive trust and interest of the other local companies and to create their own necessary network in Dubai.
W4: The current website of GSB Grötsch is incapable.  There is a lack of information. The website should be improved urgently. Nowadays it is impossible to run the business without a website; moreover, it is the company’s business card.
4. Extern Analysis 

4.1. Users Analysis
It is very important for GSB Grötsch to reach customer’s satisfaction and customer’s trust. To satisfy their customers’ wishes the company needs to know the needs and requirements of the customers. To select the right target group of GSB Grötsch in Dubai the 6 W’s system will be used. The six W’s are: who, what, where, when, why (how) and why not.
1. Who are the current and potential buyers/users of Flexa Thermovent system? 

The current and potential buyers of Flexa Thermovent system are building owners (person or company), consultancy, construction, architects or real estate companies, who are interested in a product of GSB Grötsch. It should not be too expensive; however the quality of the product is very important. (Abdo, M., 2009)
2. What do they do with Flexa Thermovent system?
They will use this system in their buildings or offices because of three main reasons:
1-they meet the wishes of the builder/owner and his tenants for generous room design and flexible room occupancy and offer virtually unrestricted space for computer, telecommunication and electrical cables.
2-heating and cooling system which is ensuring a comfortable room temperature in the rooms both in the winter and in the summer on a safe, healthy and flexible way.
3-ventilation system which conveys the outdoor air stream required for hygiene reasons into the rooms with no drafts and silently even if the windows are closed (Remarkable for the target market is, that during months May, June, July and August it is impossible to open a window even for a moment, because of the high temperature and sandstorms.) 
3. Where do they purchase Flexa Thermovent system?

The buyers can purchase Flexa Thermovent system by ordering it from the company directly or through the company’s agent.
4. When do they purchase Flexa Thermovent system?

The customers can purchase this system whenever they need it. It can be at the beginning of the building process, purchasing a new office or building or any other moment. There are no specific moments to purchase it. The product can be installed and ordered any time. 
5. Why (and how) do the buyers choose for Flexa Thermovent system?

The clients will choose the product because it consists of fireproof materials and has a good price-quality relation. They also choose it because of German quality and environmental friendly substances. The product is flexible and useful in every office.
6. Why do potential customers not purchase the product? 

Firstly, because they are not familiar with GSB Grötsch.

Secondly, because they are not well informed on the product itself, the advantages of the system should be more promoted. 
Conclusion: 
In conclusion, the target groups of GSB Grötsch are building owners, real estate companies/ architects and consultants and construction companies, which are looking for a high quality product which makes working space bigger, flexible, air-conditioned, healthy and safe.
4.2. Branch Analysis
This paragraph contains the broadest environmental factors that impact to a greater or lesser extends on GSB Grötsch. The DESTEP framework will be used to identify how current and future trends in the demographical, economical, social, technological, environmental and political environments might impinge on the company.
Demographic
Dubai has one of the fastest growing populations in the world. It stood at 674.101 in 1995 when the last census was taken, while the end of the year figures for 2003 put the population at over 1.200.000.  Nowadays there live about 1.4 million people from all over the world. 
UAE Population (*000)
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Source: Ministry of economy – Abu Dhabi 2008
Dubai is the most urban area of the UAE. The population consists of foreigners from Asia (India, Philippines, Pakistan and Iran) and expatriates from everywhere. About 16% of the inhabitants of Dubai is local. This is one of the reasons English language became second official language after Arabic.  Although Urdu, Persian and Hindi are also widely spoken. The major religion in Dubai is Islam, but other religions are respected and allowed to practise their beliefs. There is a Hindu Temple, two Catholic churches; an Anglican and Protestant churches in Dubai.
Every month around 25.000 people are coming to Dubai for living, including western businessmen who are coming to Dubai to run their businesses and to invest money in different projects. This is the main reason Dubai market is the most appropriate market to enter to.
Economical

Dubai has an open en dynamic economy which is attractive for businesses and investors. Moreover, Dubai has one of the world’s highest per capita incomes. While wealth generated by oil was crucial to Dubai’s development after the late 1960s, the non-oil sector now contributes 90% of the total GDP, and continues to grow in importance.
Foreign Direct Investment Confidence Index (AME Info, 2007)

	ECONOMY

	Recent economic indicators:
	2003
	2004
	2005
	2006
	2007
	2008

	GDP (US$ bn) (current prices)
	88.6
	103.8
	133.0
	163.3
	192.6
	239.9

	GDP PPP (US$ bn)
	104.7
	116.4
	134.5
	151.7
	167.3
	181.4

	GDP per capita (US$)
	24.945
	27.595
	32.392
	38.613
	42.934
	50.383

	GDP per capita PPP (US$)
	29.490
	30.954
	32.451
	35.882
	37.293
	38.108

	Real GDP growth (% change YOY)
	11.9
	9.7
	8.2
	9.4
	7.4
	6.3

	Current account balance (US$ m)
	7.586
	10.335
	24.321
	35.942
	41.666
	65.888

	Current account balance (%GDP)
	8.6
	10.0
	18.3
	22.0
	21.6
	27.5

	Goods & Services (%GDP)
	79.9
	88.6
	93.2
	91.5
	94.4
	91.9

	Inflation (% change YOY)
	3.2
	5.0
	6.2
	9.3
	11.0
	9.0


Market Information and Analysis Section, DFAT, Australia (2008) 
Trade is the main activity in Dubai’s business sector. In 2002, Dubai’s exports and re-exports reached 36 billion Dhs (AED) – reflecting an increase since 2001 of 26%. Germany is the fifth import partner of UAE (The World Factbook, 2008). The tourism, service, manufacturing and construction industries continue to grow.
There are no taxes of profits, so 100% repatriation is permitted, stable exchange rate between Euro/Dollar and AED Dirham, as a result of financial and monetary stability of the UAE.
In the National Competitiveness Report for 2009 - Dubai was ranked 16th out of 65 global economies, it was the first time Dubai has featured in the 8 years old report, moreover, it was ranked even ahead Germany, Japan, France and New Zealand.
Due to simple visa regulations, labour force is easy recourse for any company in the emirate. In 2007 labour force was about 3.065 million estimated.  Mostly, there are laborious at agricultural 7%, industrial 15% and service sector 78%.
Dubai was also ranked 41st of the 214 countries regarding the electricity consumption: 57.88 billion kWh in 2006. By this Dubai has the biggest electricity consumption in the Middle-East. (The world Factbook, Electricity consumption, 2008)
Consumer expenditure and external trade have been increased due to the tourism, commerce, infrastructure, industry, finance and banking services.  
In 2007 inflation has reached 11.1% while 2006 has a rate of 9,3. 
Social and cultural

This social and cultural factor may be crucial for GSB Grötsch. A lot of attention should be paid to the culture and religion of Dubai’s population. Islam makes the social and business life different than in Europe. For example, it is better to wait for a Muslim man or woman to offer a handshake, as he or she may not be in the practise of shaking hands with people of the opposite sex, one should use a smile or verbal greetings. 
Another important issue of doing business in Dubai is Ramadan.  During the holy month of Ramadan Muslims are required to fast from dawn until dusk. Those fasting abstain from all food, drinks, smoking cigarettes and chewing gums during daylight hours. Non-Muslims are also required to refrain from all this in public. 
Regarding business, during Ramadan there is almost no activity and working hours of the companies might be different. Some businesses take a mid-afternoon break, and people often eat later in the evening. Friday and Saturday are the days off. 
The Arab mentality is totally different from German or Dutch. The person may say “yes” to you, but in the reality he or she will mean “no”. They are not straight to the point. It will take a while before an Arab man will start talking about business during a business lunch. Coming late or not coming at all to the meeting has been also often practised in Dubai. Having a cup of thee (or a traditional thee with milk) is a must during a visit to another company. In general, local people are genuinely warm and friendly.
Current trends are environmental friendly products (green products) and luxury high quality products. Current issues are air-conditioning systems which are unhealthy and have been used in every building, and pollution.  
Technological        
The infrastructure of Dubai is one of the best in the world. There are 7 different industrial areas, 2 world class seaports (Jebel Ali is the biggest), an international airport inclusive a cargo village, 3 free zones, which are very successful and of an international distinction and a modern highway network. Etisalat is the main telecommunication company, which is delivering high quality service in all seven emirates.
A lot of investors are fascinated in the possibility of combining money and imagination, and as a result it is home to the world’s most groundbreaking contracture ventures. Some of these are listed below and can be useful for GSB Grötsch as a target – most are still under construction.
Burj Dubai

Emaar Properties is currently building the world’s tallest building, which is the focal point of the massive Downtown Dubai. Burj Dubai will feature luxury apartments and modern amenities including health clubs, shops, restaurants and library. (www.burjdubai.com)
Business Bay 

Set to become the new business heart of the city, rivalling the business centres of New York and Tokyo. It aims to attract local, regional and international company headquarters. The first phase, which has yet to be constructed, is sold out. (www.businessbay.ae)

Dubai Internet City

This project is embracing technology at breakneck speed and is cashing in on its proximity to one of the largest talent pools of technology workers. A huge core of companies, from multinational to one man shows, is using this hub to expand their presence into the region. (www.dubaiinternetcity.com)

Dubai Metro

A solution for traffic congestion – Dubai Metro, which will run underground in the city areas and along elevated tracks in other areas. There will be two lines, covering most of the city’s areas, with completely automatic metro system. (www.dm.gov.ae)
Dubai International Airport

As one of the fastest growing airports in the world, Dubai International Airport accommodates over 100 airlines flying to 140 destinations. A new extension includes a new terminal, two new concourses and a cargo mega-terminal. These developments will enable the airport to handle 70 million passengers a year. (www.dubaiairport.com)
Planned Construction Projects in Dubai, 2005

	Project Name
	Value $ (Mln) 
	Project
	Client

	
	
	Start
	End
	

	Emirates Pearl
	9.500
	Q4 2005
	Q4 2009
	Al Rayyan Investment company

	Dubai Mountain City
	3.400
	2005
	2008
	Al Salam Holding Company

	Dubai Int. Chess City
	2.700
	2006
	2009
	Armada Group

	Dubai Legends
	2.500
	2005
	2009
	Gulf Finance House

	Stars Islands
	2.500
	2005
	2008
	Al Hanoo Holding Company

	Jebel Ali Airport City
	2.000
	2006
	2010
	Dubai Civil Aviation

	Falcon City of Wonders
	1.500
	2005
	2010
	Salem al-Moosa Group

	Aqua Dubai 
	750
	2006
	2008
	Al Sharq Group

	Dubailand
	700
	2005
	2011
	Dubai Tourism Projects development Company (DTPDC)

	Green Works
	650
	2005
	2009
	(DTPDC)

	Mall of Arabia
	600
	2005
	2008
	I&M Galadari Group

	Jebel Ali South Zone
	550
	2005
	2009
	Jebel Ali Free Zone 

	Dubai Waterfront 
	500
	2005
	2009
	Private Developer

	Al Burj Tower
	500
	2006
	2009
	Nakheel Corporation

	Palm Island New Hotels & Resort
	500
	2006
	2008
	International Financial Advisors

KSG (IFA)

	Victory Heights
	500
	2005
	2008
	DTPDC

	
	
	
	
	


Other projects are The World, Dubailand, Dubai Knowledge Village, Dubai Pearl, Dubai Health city and many others which are coordinated by the major real estate companies in the UAE: DAMAC, Nakheel, Al Hanoo, Schön Properties, Dubai Properties, Emaar, Better Homes and many more.
In 2004 The Dubai Chamber of Commerce made a survey of Real Estate and Construction sectors.

Clients of the Real Estate Sector in Dubai, 2004

	Serial
	Type of Client 
	Number of enterprises servicing the client
	Percentage (of total respondents)

	1
	Individuals for residential purpose
	82
	92

	2
	Industrial enterprises
	41
	46

	3
	Retailers
	41
	46

	4
	Government Offices
	26
	29

	5
	Wholesale traders
	29
	33

	6
	Hotels
	23
	26

	7
	Restaurants
	25
	28

	8
	Other
	5
	6

	Note: Percentages do not add up to 100 as one enterprise can render services to more than one client


Source: DCCI, Real Estate Sector 2004
Buildings Completed, 1998-2002

	Year
	Villas & Residential Complexes
	Multi-Storey Commercial Buildings
	Industrial, Recreational, & Services Buildings
	Total

	1998
	927
	199
	455
	1.581

	1999
	986
	328
	516
	1.830

	2000
	1.098
	330
	489
	1.917

	2007
	1.672
	355
	418
	2.445

	2002
	1.558
	412
	289
	2.259


Source: Dubai Municipality
Flats & Shops completed, 1998-2002

	Year
	No. of flats completed
	No. of shops completed
	Total

	1998
	4.631
	1.406
	6.037

	1999
	7.295
	1.339
	8.634

	2000
	4.677
	915
	5.592

	2001
	5.221
	635
	5.856

	2002
	5.801
	782
	6.583


Source: Dubai Municipality
Ecological
One of the biggest ecological problems in Dubai is waste of water and energy. Other problem is the traffic, the daily traffic jams which have a big impact on environment due to many cars with enormous engines.                                                                                                                                  
Recycling is also a growing issue in Dubai. Cause of the fast growing of the city the problem of recycling and environmental products of materials is increased. 

Political
This part will highlight the role of the government of the UAE and Dubai.

Dubai is one of the safest cities in the world. It has a low-crime and political – stability. (Sleeping tight in Luxembourg, 2003)
The Supreme Court of Rulers, made up of the ruler of each of the seven Emirates, is the highest authority in the UAE. These seven rulers elect the head of state, the president, from among its members. The president of the United Arab Emirates is HH Sheikh Khalifa bin Zayed Al Nahyan, who is also the ruler Abu Dhabi. The Vice President of the UAE, also elected by the Supreme Court is HH Sheikh Mohammed bin Rashid Al Maktoum, also the ruler of Dubai. Other members of the ruling Maktoum family hold significant post in Dubai and in the UAE. Sheikh Hamdan bin Rashid Al Maktoum is the Deputy and UAE Minister of Finance and Industry.
The government policy is to minimize the control and regulations of private sector.
Many foreign companies which are doing business in Dubai or exporting their products to Dubai, have established their presence in several ways: joint venture with UAE nationals (Limited Liability Companies); commercial agent or distributor or a branch office.
The LLC companies should have an UAE national who will own at least 51% of business establishment (except companies established in Free Zones). If the company is only distributing or importing the products the 100% or 51% UAE-ownership is required. In this case there are some subsidies available for manufacturing firms.
Please note, there are no direct taxes on corporate profits or personal income.
4.3. Competitor’s analysis 

There are many competitors with relatively same product as GSB Grötsch on the target market. For this research the biggest 4 companies have been selected: Interfaceflor, ASP, CMM and Flowcrete.
Interfaceflor

Interfaceflor is the flooring division of Interface Inc. Company based in United States of America, they produce environmentally-responsible modular floor coverings and other textiles including raised floors for cable management Intercell. 
This cable management flooring system is one of the many other products the company is offering. It is made of steel, which means: limited weight and not soundproof.
Comparing to GSB Grötsch, Intercell is not specialized in one specific type of floors and doesn’t invest in the development of this product. The main product is modular carpet covering.
They are very active in Europe but also in Dubai.
The strengths of Interfaceflor are strong brand and popularity.

The weakness is a wide range of products and a medium quality of materials used.
A.S.P. Access Floors
A.S.P. is an Australian company specialized in the installation, manufacture and supply of access floors in Australia, New Zeeland, China, Dubai and Qatar. Their clients are mostly multimillion dollar international organizations.
The company has an Australian patent on the product T3 Ultra Series Pedestal.

The quality of Flexa Thermovent system is higher; nevertheless A.S.P. will be a potential competitor for GSB Grötsch in Dubai.

Flowcrete
Flowcrete is a company from United Kingdom which is operating at the moment in 26 countries. They offer flooring specification service, Skills Development Service for Architects, Engineers and Contractors available globally, Flooring Product Supply, Flooring Installation Service via their global network of competent applicators. 
The wide range of the services/products may also serve as a weakness of the company; despite that it might be a strong competitor for Flexa Thermovent system.
CMM Dubai
This company is specialized in supply and installation of raised access flooring, raised floor systems, accessible flooring, flooring platforms and loose lay carpet tiles throughout the UAE.
The head office of the company is based in Dubai.

CMM Dubai offers standard raised floors and doesn’t have a High German quality like Flexa Thermovent system. This will be a meaningful advantage for GSB Grötsch.
The general strengths of the competitors are the knowledge and experience of the market and the design and information of the website.

GSB Grötsch has a high quality product inclusive ventilation and air-conditioning system, the technology and flexibility of the Flexa Thermovent system is much better that the other systems. But the biggest plus of the GCB Grötsch is that they have a patented product, what means that the competitors are unable to deliver exactly the same product. 
The weaknesses of the company are the website and image, knowledge and experience of the new market.
Conclusion:
There are many competitors on the Dubai’s market, but the unique concept of the Flexa Thermovent system makes the market attractive enough to enter to.

This market is highly oligopoly, which means that it is dominated by a small number of businesses which have the biggest part of market share and the power in the market. This market form makes it rather difficult for new entrants to enter the market. Also it is very competitive and price sensible. GSB Grötsch should distinguish their self on the quality and functionality of the product. Also safety, flexibility and environmental friendly product will serve as an advantage. 
4.4. Distribution Analysis
Registered and unregistered commercial agents are two forms of the Dubai’s legal system. 
Most of the companies prefer a registered commercial agent. Other possibilities are direct sales, joint ventures, licensing and franchising.
Not every local company is reliable. One should pay attention while selecting a partner.
Below is a table with a number of advantages and disadvantages of an agent and distributor.
Agent 
	Advantages 
	Disadvantages

	Has grip on the market 

Has his own network 

Direct contact with the customer

Knowledge of the local market and business

Takes over market cultivation

Commitment to product and company 

Feels responsible for sales, price and promotion 

Works on a commission based method 

Useful strategy for emerging markets 

Quick way to extend your own network
	Relationship sensitive 

Time consuming 

No after sales service

Has a good legal protection 

Has both other and competitive products in assortment

Hard to gain control over his activities

Does not keep stock 

If other products in his assortment have a higher commission fee, he will prefer those

Exclusivity prevents own approach and working with different partners on the same market 

Higher payment risk than a distributor


Distributor
	Advantages
	Disadvantages

	Knowledge about the market 

Good product knowledge 
Keeps stock 

Takes over market cultivation 

Possibility for after sales service 

Has financial responsibility for the end users

Low costs and risks

Common channel in many countries

Bringing out a report can be obligated in the contract

Commit him to the company by giving after sales training and sales meetings
	End users unknown 
No influence on promotion 

Can mean a loss of margin 

No influence on choice of end user

Needs to be kept up to mark in order to give enough attention to the product

Extra link can mean a price raise

Parallel import 

Products of competitors in assortment


Considering the type of GSB Grötsch products, using an agent would be preferred over using a distributor. The company does not need to keep a stock, after sales service is not important too, because this will be provided by GSB Grötsch themselves. For these products the direct contact with the customer and commitment with the company and its product are very important. Also using an agent for emerging markets like Dubai and to extend its network will be essential for the future.

4.5 Porter’s Five Forces framework
To assess the profit potential of the industry the Porter’s five forces framework is of value to most companies. According to the book “Exploring corporate strategy” this framework can provide a useful starting point for strategic analysis even where profit criteria may not apply, it also can help to set up an agenda for actions on the various “pinch-points” that the five forces identify.
These forces are: the threat of entry to the market/industry; treat of substitutes, the power of buyers, power of suppliers into the industry and the extent of rivalry between competitors in the industry.

Threat of Entry
Bargaining Power





Threat of Substitutes
Bargaining Power
In the following section the theoretical framework provided above is used to identify the sources of competition for GSB Grötsch in the Dubai’s market. 
Buyers 

The bargaining power of the buyers is very high. The customers decide the success or failure of the business.  The reason of the high buyers’ bargaining power in Dubai is that they are concentrated. That means that there is only a small number of customers who are making decisions.
Suppliers 

The bargaining power of suppliers is not very high. The Flexa Thermovent system is produced in Germany, GSB Grötsch has a waterproof contract with the manufacturer; what means that the power of suppliers is not very important to them.  The labour is also an easy available source. These reasons make the bargaining power of suppliers relative low.
Substitutes
The power of substitutes is very high. There are a lot of companies offering simple raised floors, wall cable system or ceiling systems. These products are relatively less expensive, but the product of GSB Grötsch is unique, thanks to its multipurpose, high quality and other advantages. That is why GSB Grötsch should focus on its strengths to underline the unique selling point of Flexa Thermovent system.
Potential Entrants 
The chance for new entrants is medium. The market is oligopoly market, which means that few suppliers control most of the market share and have the power. That makes it relatively difficult for new entrants to enter. However, a reliable partnership or a commercial agent can be a success factor of entering the Dubai’s market.
Competitors 
The competitive rivalry regarding this product is quite high. There are several options for the customer. Different suppliers offer almost the same product and all try to attract the customers, however it has to be considered that this regards only to the product such as cavity floor system, and not cavity floor with air-conditioning and ventilation system. Therefore the competitive rivalry is medium/low. 

4.6 Opportunities and Threats
Opportunities of The GSB Grötsch:

· O1. Growing demand of the environmental friendly products
· O2. Attraction of  energy economical products
· O3. Growing demand of high-quality products
· O4.  Upcoming trend of Corporate social responsibility 
· O5. Many upcoming projects
Threats of GSB Grötsch: 

· T1.  High power of substitutes

· T2.  Difficulty of entering the market
Explanation:
O1.  As it is mentioned before, Dubai is starting to pay more attention to its environment. This is why the growing demand of environmental friendly products may serve as an opportunity for GSB Grötsch to enter the market in Dubai.
O2. Economy of energy is one of the main success key factors of Flexa Thermovent system.
O3. The high-quality of the product is being high-valued by many users of this market.
O4. The well-being of the employees is getting more important for companies. That is why the workplaces are an important component of corporate social responsibility, which is upcoming trend in Dubai.
O5. There are around 500 upcoming sky towers and ca. 1800 have been planned. The value of the many upcoming projects is 800 billion AED (200 billion US Dollars): a good opportunity for GSB Grötsch in Dubai.
T1. As it mentioned before, the power of substitutes is very high. There are a lot of companies offering simple raised floors, wall cable system or ceiling systems, these products are relatively less expensive.
T2. The market is oligopoly market, which means that few suppliers control most of the market share and have the power. That makes it relatively difficult for new entrants to enter. One of the entering issues is identifying a reliable and appropriate partner and agreeing appropriate contractual terms. 
5. SWOT 

5.1. SWOT-analysis model
This strategic method helps to evaluate the strengths, weaknesses, opportunities and threats of the business.
	Intern


	Extern

	Strengths


	Opportunities

	· S1. Lots of experience and knowledge of the product 

· S2. There is a patent on the product

· S3. The product is of high German quality 

· S4. Fireproof and environmental friendly 

· S5. Efficient and energy economic 

· S6. Healthy cooling system
	· O1. Growing demand of the environmental friendly products
· O2. Attraction of  energy economical products
· O3. Growing demand of high-quality products
· O4.  Upcoming trend of Corporate social responsibility 
· O5. Many upcoming projects

	Weaknesses


	Threats

	· W1. The company has a lack of experience and knowledge of the target market

· W2. The company is not well-known in Dubai

· W3. The company does not have a local network 

· W4. The current website of GSB Grötsch is incapable
	· T1.  High power of substitutes

· T2.  Difficulty of entering the market




5.2. Confrontation Matrix 

	
	EXTERN

	
	Opportunities


	Threats

	
	O1. Growing demand of the environmental friendly products

	O2. Attraction of  energy economical pro-ducts

	O3 Growing demand of high-quality products
	O4.  Upcoming trend of CSR
	O5. Many upcoming projects
	T1
 High power of substi -tutes

	T2 Difficu-lty of ente -ring the market


	INTERN
	Strengths
	S1. Experience and knowledge of the product 
	
	
	
	
	
	
	 

	
	
	S2. Patent on the product
	 
	
	
	
	
	
	

	
	
	S3. High German quality 
	
	
	
	
	
	
	 

	
	
	S4. Fireproof and environmental friendly 
	
	
	
	
	
	
	

	
	
	S5. Efficient and energy economic 
	
	
	
	
	
	
	

	
	
	S6. Healthy cooling system
	
	
	
	
	
	
	

	
	Weaknesses
	W1.Lack of experience of the target market
	
	
	
	
	
	
	

	
	
	W2. No local network 
	
	
	
	
	
	
	

	
	
	W3. Current website 
	
	
	
	
	
	
	

	
	
	W4. The company is not well-known in Dubai
	
	
	
	 
	
	
	


5.3. Strategic choice

There are three strategy levels in an organisation: corporate-level strategy, business-level strategy (competitive strategy) and operational strategy.
GSB Grötsch is a relative small business, which means that the corporate strategy and competitive strategy are nearly identical. For this strategy the most logical way of competing in the particular market will be (broad) differentiation by offering a better product in combination with international strategy.
Broad differentiation strategy provides product with benefits different from those of competitors. High raised floors are offered by many companies in Dubai, but Flexa Thermovent system distinguishes itself by installation of air conditioning and ventilation. The high quality of the product will offer a strong position on the market. This advantage permits GSB Grötsch to achieve enhancing margins by pricing the product slightly higher.
The success of this strategy is depending on difficulty of imitation, in other words, how easy the product can be imitated by competitors. The fact that GSB Grötsch has a patent on the Flexa Thermovent system gives the company a strong advantage. However the fire and sound resistance and new technology of the product serve as an advantage too.
Imperfect mobility is the second success key of the differentiation strategy. This means that the strong and positive image of GSB Grötsch in German market and the good reputation of German quality in the Middle-East (so-called intangible assets) are difficult for a competitor to imitate or obtain.
Starting small and concentrating on a specific project will give GSB Grötsch an opportunity to grow and to develop her own local network. Better margins obtained by slightly higher priced product can be reinvested in branding, after-sales service and quality of the product.
This (broad) differentiation strategy is combined with one of the international strategy, complex export strategy.
The other three international strategies (global, multidomestic and simple export strategy) are less applicable due to the next reasons:
· A simple export strategy requires all activities of the company being operated from home market, selling the product abroad without any other after-sales services by hiring an independent agent. GSB Grötsch should keep marketing, promotion and after-sales service and maintenance in her own hands and not operate from the home market but by transferring them to Dubai market.
· Multidomestic strategy involves manufacturing and product developing overseas. It might be a good strategy for GSB Grötsch in Dubai, however not at the start position. Perhaps after doing business for a longer time and growing at the potential market, the company can transfer these main activities from home market to Dubai.
· Global strategy needs international networks and experience, activities in more than one country. GSB Grötsch is not yet at this level of doing business.
These reasons make a complex export strategy most suitable for GSB Grötsch than the others. A complex export strategy involves the location of most activities in Germany, but activities such as marketing, branding and pricing are more coordinated and systematic managed from the home market. The market of Dubai is an emerging market and GSB Grötsch seeks to build a stronger brand and network in Dubai, but still retains many locational advantages from her home country.

All red-marked fields above in the confrontation matrix are matching the extern and intern factors, which make the following chosen strategy most effective.   
The combination of two strategic choices, international strategy and (broad) differentiation, might be the success key for the company to enter the market.
6. Marketing Mix

6.1. Product
The sales of the product depend on actual (physical) product and other factors as well, for instance image, quality, assortment and after sales services.

Actual product: cavity floor system which provides under floor cavity for feeding the cables through the cavity to outlet boxes positioned anywhere on the floor. Electrical cables, network cables, ventilation and air conditioning can be installed under the floor.

This system is flexible thanks to possibility of being covered by all floor kinds including marble, broadloom, parquet etc. Also, the outlet boxes can be placed everywhere and anytime on the floor. Moving the furniture or reorganizing the interior is not a problem.  
GSB Grötsch has to put the quality of the product at the first place. By doing this the company will distinguish herself from the competitors and similar products on the market. Sound and fire resistance, stability, maintenance and high quality are giving the product more advantages on the market.
The product doesn’t need to be modified for the new market. GSB Grötsch is responsible for the installation of the floors according to clients’ wishes. This means that after-sales services will be very important for the client and GSB Grötsch. 

6.2. Promotion
To communicate with the target group and to stimulate sales of Flexa Thermovent system, it is crucial for GSB Grötsch to build a strong image in Dubai. The primary goal will be to create brand awareness and to build a customer trust by highlighting the High German quality, multipurpose and flexibility of the product. This can be done by following promotion methods: advertisements, seminars, internet, exhibitions and magazines. 
Because of a specific target group, a really specific advertisement campaign will be needed. This includes seminars with face to face communication, samples and catalogues of the product. 
A list of construction and real estate magazines published in Dubai may serve as a first step of promotion:
· A major weekly published magazine “Construction Week” for construction industry in GCC region. www.constructionweekonline.com 

· Dubai Real Times, InsideOut are magazines providing information on trends, expert opinions, rules and regulations of real estate in Dubai. 

· Urban Planning magazine is specialized in construction industry in Gulf countries.
E-commerce is one of the main marketing tools worldwide. Having a good structured and attractive website with enough information on it, is a must for every business.  Offering the same information on product in Arabic will be essential for GSB Grötsch. Putting banners on popular website like www.constructionweekonline.com or www.dubaichamber.ae may attract clients’ attention as well. Same effect will have all references of the clients who have been using the products of GSB Grötsch.
According to Mr. Abdo, expert in running business in Arabic countries, putting a logo of ISO-certification on the website is crucial for any company in this industry. 
Also, Dubai chamber of commerce is providing services for small and medium enterprises regarding promotion and governmental support. Consulting this institution will help GSB Grötsch in establishing her business in Dubai.
Dubai Cityscape – the world’s largest international real estate investment event which takes place every year;
The Big 5 Show – annual international building and construction exhibition of Middle-East;
Index Exhibition – annual international furniture and interior design exhibition;

Are the names of three main events which take place in Dubai International Exhibition and Convention Centre every year bring together different developers, biggest investment authorities, consultants and all other professionals in specific industry? Participating in this event brings a lot of opportunities for networking, branding and promotion, and attracting potential clients for every company.

6.3. Price
One of the most important marketing instruments is the price strategy. This will define the annual turnover of the company. The price of the Flexa Thermovent system should cover the all the companies costs and generate a slight profit. However, the price clients are willing to pay in Dubai is more important than the other aspects. This might bring the risk of starting business in Dubai with very low or no profit at all. At the first level of entering the new market the company should invest her finances in marketing and promotion of the product. 
There are several strategies depending on the goals of the company. GSB Grötsch has to use the price penetration strategy mixed with some other pricing aspects. Every client should be researched individually, depending on the importance of the client and a size of the project, the price should be agreed with every client separately. By putting the price as low as possible in the beginning of doing business, the company will have more chances to build her local network and brand. Afterwards, the company may use the premium pricing strategy by highlighting the best quality of the product.
6.4. Presentation
A strong and professional presentation of the product and company can be performed during above listed exhibition or face to face meetings with a potential client. This ways of presentations give the company an opportunity to receive a feedback on the product and direct negotiations may take place immediately after presentation. A strong marketing team and representatives with a excellent knowledge of the product will contribute to the image of the presentation.
6.5. Place
As discussed before, the best strategic place to start business in, is Dubai City. Dubai City is known as an international business centre with biggest foreign investment quota and a number of current and upcoming construction projects. There are several options to start business in Dubai: partnership with a local company, finding an agent or distributor and having own local representative office. (Please note, the own branch in Dubai seems to be very complicated for a small foreign company, that is why this way of starting business will not be mentioned as an option.)
Most essential aspect of having a partnership is having a good and reliable partner, who will provide company with all equipment needed for the business, inclusive office and labour. A limited liability company requires 300.000 AED (€ 60.000). The profit will be divided between the partners as follows: a local partner will receive 51% and GSB 49% of the net profit.
Finding an agent or distributor requires trust and loyalty as well. The advantages and disadvantages of both can be found in chapter “Distribution Analysis”.
Having an own office in Dubai, means some limitation in choosing strategic place. A fully independent representative office without any local partner can be located in Free Zones only.
However, this can be useful too. Many foreign companies are located in Free Zones, what makes communication and visiting much easier.  (Business in UAE, n.d.)
6.6. Physical Distribution
GSB Grötsch will keep operating in Dubai from its home base in Germany. However, having a representative office will be preferred. Nowadays, GSB is renting several warehouses in Germany, where the products are stored, for a faster delivery of goods.
Renting some storage place in Dubai will reduce delivery time even more. Choosing this storage strategy, GSB Grötsch may be able to have the cheapest transportation to deliver the product to Dubai in advance.  Almost all imported products are delivered by sea transport, which is the cheapest method of transportation.
The management of international transactions and the trade terms should be done according to International Commercial Terms (Incoterms). There are five types of Incoterms: 

·  EXW (Ex Works)

· FOB (Free on Board)

· CFR (Cost and Freight)

· CIF (Cost, Insurance and Freight) 

· DDU (Delivery Duty Unpaid)

Cost, Insurance and Freight Incoterm will be the best option to choose for. This way GSB Grötsch will be responsible for costs, freight and insurance of the goods and will have less risk.
Many companies on the same starting level of doing business are choosing for this CIF Incoterm.
6.7. Politics
Two thirds of all Dubai needs are imported from the foreign countries. China, USA, Germany, UK and India are the biggest import partners of this Emirate. The local government is interested in stimulation of the foreign trade and is making improvements regarding import and export regulations.

Standard documentation is required for import of non-food goods: certificates of origin, bills of lading and embassy attestations.

Dubai has no income, sales, property, income of value added taxes.
6.8. People
By having a representative office in Dubai, GSB Grötsch will need a team of representatives as well. Especially a strong marketing leader has to manage company’s business activities. This employee has to have an excellent understanding of local culture and business. Arabic speaker will be preferred, but it is not necessary. Having a female representative may give GSB Grötsch some advantages attracting potential clients. This person has to move to Dubai permanently and to run the office. In case of getting an order, remaining personnel may be temporary transferred to Dubai during the project. Or to safe some costs, the company may hire new employees from the local employment agency. 

7. Conclusion

This export-policy plan was written in order to answer the central question:
How can GSB Grötsch enter the Dubai market and what does the company need to do that?
To answer this question, the following factors have been researched:

- The internal analysis of the GSB Grötsch with its strengths and weaknesses. The most important strength of the company is the high quality of the product. On the opposite side, there is a weakness called lack of experience in Dubai and current website of the company, which is totally incapable.
- The external analysis which consists threats and opportunities of the business. The biggest threat is the high power of substitutes, however the combination of growing demand of high quality products and a huge number of ongoing and upcoming projects offer the company great opportunity to enter the market.
- The target group of the product will be: 
Building owners, Real Estate, consultants and construction companies in Dubai, who are interested in using the high quality cavity floor systems and control the climate inside the building on a healthy, safe, environmental friendly and high-qualitative way; to take care of their employees and to create a strong image by means of corporate social responsibility.

A small number of businesses has the biggest part of the market share and the power in the market. This market form makes it rather difficult for new entrants. Also, it is very competitive and price sensible. GSB Grötsch should distinguish their self on the quality and functionality of the product. Safety, flexibility and environmental friendly product will serve as an advantage. 
There are many competitors on the market, but the unique concept of the Flexa Thermovent system makes the market attractive enough to enter to.
By summarizing internal and external analysis, SWOT analysis, marketing mix and other findings, one can conclude that Dubai market gives great opportunities for GSB Grötsch and its product Flexa Thermovent system. 

8. Recommendations 
To enter the market in Dubai successfully, the company should pay attention to some important aspects.
The target group will be construction and consultancy companies, real estate agencies and building owners.
GSB Grötsch has to distinguish its self from competitors by highlighting the High German quality of the product.
New trends of the market are perfect for the Flexa Thermovent system.

GSB Grötsch has to open a representative office in Dubai to start with. If the company will prefer to choose a distributor or an agent, the best option will be a local agent.
A strong marketing leader and campaign are a must to run business in the new country.
Knowledge of the local culture, religion, tradition and people is crucial for GSB Grötsch.
These reasons make a complex export strategy most suitable for GSB Grötsch than the others. A complex export strategy involves the location of most activities in Germany, but activities such as marketing, branding and pricing are more coordinated and systematic managed from the home market. The market of Dubai is an emerging market and GSB Grötsch seeks to build a stronger brand and network in Dubai, but still retains many location advantages from her home country.

The combination of two strategic choices, international strategy and (broad) differentiation, might be the success key for the company to enter the market.
GSB Grötsch may have decreasing revenues in the beginning, because it should make big investment in marketing and research. However this should not be a restraining factor for entering the market. The company have to take the risks and face the consequences of exporting her product to a new market. 
Although, according to my research, the chances of success in entering the market are bigger than the risks. 
It is recommended to use the opportunities and enter the market of Dubai, by following the list of advices above and by following this plan in general. 
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Interview I

This interview is taken face to face on 9-07-09 in Doha, Qatar.

Dear Muhsen Abdo, 
As you know, I am a student of the European Studies, faculty International Business Management, at The Hague University in The Netherlands. This year is my graduation year, wherefore I am writing my final paper. The subject of my final paper is export-policy plan of a German company named GSB Grötsch and her product cavity floor system named Flexa Thermovent . The company is interested in exporting her products to Dubai,  The United Arab Emirates.
Your help, as a GCC countries expert, is crucial for my work. Doing business in UAE, Qatar and other Gulf countries, your knowledge and your experience will be of a great value to me. Therefore, I would like to have a short interview with you. 
I would really appreciate your cooperation and your time spent on this meeting.

GSB Grötsch is a small family company located in Germany and is highly specialized in different kinds of cavity floor system (under floor cable system). 
This system restores to the user all the traditional benefits of a solid floor while also providing him with a continuous under floor cavity for his services network. This product is unique and patented.
The cavity floor system is a proven system installed across hundreds of thousands of square meters of office space in Europe for a client list including IBM, Glaxo, Sony, Mitsubishi, Mercedes-Benz etc.
GSB Grötsch is specialized in under floor cavity system. This system contains different methods: cavity floor, monolithic cavity floor, flexible under floor trunking and combinations of them.
The under floor cavity system is very successful and useful in administration and industrial buildings. It makes a room modern, flexible and wide. The telecommunication and electrical cables are totally invisible and can be trunked anywhere under floor at the same time.
The floors are made of high quality materials and are soundproof. They are fire protected and can be recycled (environmental friendly) or renewed at any time very quickly.

This business plan is meant for the integral floor system named Flexa Thermovent system, which is good for solving problems related to communication engineering, heating, cooling and ventilation. Heating and cooling pipes are arranged directly above the unfinished floor and covered with heat-resistant screed. This heating and cooling accumulator ensures a comfortable room temperature in the winter and in the summer. This is one of the healthiest ways of keeping the space cool. 
Moreover, the Flexa Thermovent system is combined with ventilation system which diverts the outdoor air into the rooms, even if the windows are closed. Through the trunking system the air is distributed to every room.
1. First of all could you please introduce yourself?

My name is Muhsen Abdo, I am a general supervisor (steel structure) at Steel Fab Co company in Qatar. I am responsible for all projects for American Airbase construction.

I have studied at Kuwait High school and have a correspondence diploma of International Marketing. I have been living for more than 6 years in Doha, Qatar.
2. What kind of business activities did you do before and at the moment?

I have my own family business, Construction Company, since 1984, which is active in Jordan, Qatar and UAE. Besides that, I am a general supervisor of the Steel Fab Co, which is a part of the biggest steel company in Qatar named QIT.

3. Which countries have you been business-active in?

For my own business it have been in countries like Qatar, Jordan and UAE, for the steel structure countries like Germany and Britain. We have a partnership with a German company at the moment.

4. Would you like to explore more countries in the future?

No, I think it has been enough. It is better to concentrate on these countries for now.

5. Do you have any experience with European companies?

Yes, first of all because of our partnership with the German company I mentioned before, and I have experience with companies in Cyprus and Britain as well.

6. Is it easy to do business with the European companies?

No, the difficulty is a lot of obstacles and taxes we have to pay. And for the European businesses it is difficult to run the business here. You will need a good sponsorship on basis of 51/49% shares.
7. Do you think that TRUST is an important issue in cooperation between two companies in UAE?

It is important, but it is not the most important aspect of doing business here. There are many more other things playing even bigger roles in business. For example, sponsorship or networking.
8. Why should foreign companies come to Dubai? What makes Dubai so attractive?

It is simple. It is the best market. Which is booming now. Annual investments are 3-4 trillion US dollars at the moment. Take a look at oil and gas industry of the region. You should have a share of it as a company  in my opinion.
9. What is the best way to promote the new product in Dubai?

Well, there are a lot of different ways of promotion. First will be the most important one – Advertisement campaign with seminars; face 2 face promotion with construction companies and consultants companies. Second, attending international exhibitions. And last but not least will be the samples and catalogues of the product.

Again, sponsor is really important. He will be providing you with all facilities you need. After some time you will have enough cash flow to establish your own office. 

To have a woman in business is really good for sales and promotion. In my opinion having a female marketer will be much better for your company. Having this meeting with you is much more pleasant to me then with a male representative. Female can convince me as a male much better in her point. 
10. From my experience in The United Arab Emirates I have got the idea that women are not taken seriously in deals like that. Men are looking at her but not listening at her. They have something else in their minds. 

Exactly, you are right. But women can manipulate us. Using her charms she will make us weak to say no to her. Believe me, it is more effective  to have a woman as a sales person or as a company’s representative.

11. How can a new company enter the UAE market? Would finding an agent be a good solution for that?

Well, an agent is interested only in a good selling product. It means, that before hiring an agent the company needs to invest a lot of money and time in the marketing of the product and company itself. The best option to enter the UAE market will be finding a sponsor who will provide an office to you. The costs will be not more than hiring an agent. Your sponsor will support you, because he will be interested in you and in your profit.

12. How can a company find a good sponsor?

A good sponsor can be find by looking for a good reputation between the companies. Asking different companies about their experience with particular sponsor. A plus will be a powerful sponsor.

13. By powerful you mean market share or?

Yes exactly, I mean market share and political influences.

14. Which target group will be really important for GSB Grötsch, according to you?

Well there are two of them, in that case it would be the construction companies and consultants/consultancies.

15. What about the building/office owners?

No, the two I have mentioned before are more important. Because they follow the advice of these companies 100%. You will have to convince construction companies and consultants in your product, only they will decide to use it or not.

Building owners and office owners might be the target group as well, but less important, like secondary target group.
16. What is your private opinion on the product cavity floor systems, is there a demand for such a product?

I think the chances of this product are really good. Skyscrapers are not using this system because the price is really important to them. Military base, like American one here in Qatar, will be attracted by safety of the product. Soundproof and fireproof qualities of this product will be high valued by them. However, once an office owner followed an advise of the consultancy company and built his building by cheap material, which was unsafe at all. After a while, a small accident happened and the hole building was totally burned out. Another good side of the product is its portability. If I had an office, I would not use the walls system, but floor.

17. Could you please value the following product-buy-motives as the UAE customer:

Price, Quality, Healthy, Fire and soundproof, flexibility, air-conditioning and ventilation

Which motive will be most important for you as a buyer of Flexa Thermovent system? And which will be of the less value?

Weighing factor: 1 – 5:   1 = less      5 = most 

	Buy motives
	Weighing Factor         1-2-3-4-5

	· Price
	4-5

	· Quality 
	4-5

	· Healthy 
Not very important, they want to make money and to safe money
	1-2

	· Fire- and soundproof
Fireproof is depending on location, for an  airbase, airport and so on  it is very important.  Cause the safety level is very high there. By normal contractors not really. 
	3

	· Flexible
Important
	3

	· Air-conditioning 
Are they pushing  the air through the pipes? That is great, coz they will change the hole design
	4

	· Ventilation
	3

	· Energy-economic 
It is cheap in UAE that is why it is less important.
For example in Jordan, Lebanon,  Syria energy price is high, there it would be really important coz people want to save money on that.
	2-3


18. If you will have to choose between two or more companies that have almost the same product, which aspect will be valued the most?

Weighing factor  1-less  /  10-most

Criteria
Factor
Criteria
Factor

	Patent 
Yes, it is important, because of the copyright. You will not have any imitation on the market.
	7
	Safety (fireproof)
	9

	Technology the way they install the product. Is very important. Production not
	9
	Flexible
	9

	Personnel
 is the image which is going to the market, you have to be very choosy specialy the 1st year. Marketing, manager image will go to the customer

	9
	Delivery time
	7-8

	Quality 
very important yes
	8
	Market Knowledge
	10

	Target Market Experience Saudi Arabia is much different.  
	7
	Image
	5-6

	Variation Assortment creating a lot of difficulties, here are not real competitors except one german. Company Kuwait and SA
	6
	Air-conditioning
	8-9

	Price
	10
	Ventilation
	8-9

	Environment friendly
	6-7
	Website website is very important specially to the people don’t know the company
	9-10


ISO certification – the EU have the standards called ISO, the certificate has to be on the site. It is a must here . Nobody will buy your product as long it is not ISO certificated.
19. What strategies are best to enter the market of UAE? Can you give an advice for GSB Grötsch?

Besides what I mentioned before, I would like to pay attention to the marketing plan, it  is very important. Why? Because it decides if your product will be successful sold on the market or it will be very limited. But, in my opinion,  it will sell. 
Second what is most important, is to tell your clients what is so different about this product? How can they safe time and money?

I would not give my sakes people a brochure with information on product to read, because they will look stupid. You will need a special training for that. Seminars.
The first year you will not make any profit. Sacrifice your 1st  year by spending time and money on marketing to sell your product.
20. Every business is like that right?

This is a basic rule by doing the marketing. But not all the products need marketing and promotion. For example, Chinese production, a bulb for example. They are very cheap. German bulb will cost you 2 $, Chinese 40 cent. Only limited group of customers will buy German product. But the good thing is that your product is only one at the market. Without any competitors.
21. Well, it seems very clear to me now. It was my last question. Is there anything you would like to add to this interview?

Well, the company should distinguish  3 categories of clients for a proper marketing process: 

1 consultancy companies;
2 contracting companies;
3 suppliers of construction material for the product. 
22. But they have suppliers in Germany

No, I mean suppliers here.  After establishing your office here or anywhere in GCC you will need  suppliers here. You can convince them, by showing your products. But before that you will need 2-3 major projects. To prove the people that big companies are using it. Airbase is using it, skyscrapers  are using it. It will show them that your product is being used by such companies.
People are not convinced by what they read, but by what they see and feel.

If we are talking about skyscrapers, pay attention to price, flexibility and safety. 

Military- or airbase and oil and gas companies are same: forget the price but pay attention to safety, quality and flexibility of the product. 

You will start small and will grow up slowly.  Starting a business here will take time. You can use the office or half of it and use it as a accommodation. But we still need marketing personnel. Not the hole team should be here, only  a few in the beginning, otherwise your expenses  will be very high.

Go for local people they are much cheaper.

Example, I cost my company about 45.000-50.000 US Dollars annually, a local one will cost them 20.000.

Thank you very much for your time spent on this interview. Your opinion will be highly appreciated.

Interview II 

Dear Mr. Atheer Hatam, 

As you know, I am a student of the European Studies, faculty International Business Management, at The Hague University in The Netherlands. This year is my graduation year, wherefore I am writing my final paper. The subject of my final paper is export-policy plan of a German company named GSB Grötsch and her product cavity floor system named Flexa Thermovent . The company is interested in exporting her products to Dubai,  The United Arab Emirates.

Your help, as a GCC countries expert, is crucial for my work. Doing business in UAE, Qatar and other Gulf countries, your knowledge and your experience is of a great value to me. Therefore, I would like to have a short interview with you through this e-mail. Below you will find a short information on a company and its product. Attached you will find a small enquiry with questions. 

I would really appreciate your cooperation and your time spent on this enquiry.

I am looking forward to hearing from you soon and would like to thank you in advance.

Sincerely yours, 

Christina
GSB Grötsch is a small family company located in Germany and is highly specialized in different kinds of cavity floor system (under floor cable system). 

This system restores to the user all the traditional benefits of a solid floor while also providing him with a continuous under floor cavity for his services network. This product is unique and patented.

The cavity floor system is a proven system installed across hundreds of thousands of square meters of office space in Europe for a client list including IBM, Glaxo, Sony, Mitsubishi, Mercedes-Benz etc.

GSB Grötsch is specialized in under floor cavity system. This system contains different methods: cavity floor, monolithic cavity floor, flexible under floor trunking and combinations of them.

The under floor cavity system is very successful and useful in administration and industrial buildings. It makes a room modern, flexible and wide. The telecommunication and electrical cables are totally invisible and can be trunked anywhere under floor at the same time.

The floors are made of high quality materials and are soundproof. They are fire protected and can be recycled (environmental friendly) or renewed at any time very quickly.

This business plan is meant for the integral floor system named Flexa Thermovent system, which is good for solving problems related to communication engineering, heating, cooling and ventilation. Heating and cooling pipes are arranged directly above the unfinished floor and covered with heat-resistant screed. This heating and cooling accumulator ensures a comfortable room temperature in the winter and in the summer. This is one of the healthiest ways of keeping the space cool. 

Moreover, the Flexa Thermovent system is combined with ventilation system which diverts the outdoor air into the rooms, even if the windows are closed. Through the trunking system the air is distributed to every room.

23. Could you please introduce yourself?
My Name is Atheer Hatam , Marketing Account Manager for Baker Hughes Inc.

24. What kind of business activities did you do before and at the moment?
Before I used to have my own contracting company in Iraq for the security reasons I had to break up that company and join Baker Hughes Inc. 

Activities :

Al- Amyal contracting company , We were a company that had both supplying and construction companies that had activities with the US Government in Re-building Iraq program .

Baker Hughes Inc. We are a drilling services company , we supply drilling  tools to different companies that drill Oil & Gas wells in different countries in the world .

And I'm an account manager for this company based in UAE and Oman .
25. Which countries have you been business-active in ?
All over the world 
26. Would you like to explore more countries in the future?
Sure , like any country that are planning to start producing oil and Gas 

27. Do you have any experience with European companies? If yes, please give an example.
Yes , We are working for companies like Shell , BP and BG.
28. Do you have any experience in importing an European product into GCC? If  yes please give an example.
We have a manufacturing  facility in Germany that we import our products from to use it in the Middle East.

29. Do you have a wide network in the UAE? How long did it take to build this network? 
Most of the Oil service companies ( Middle East HQ) are based in Dubai . And that's  just because it is the commercial center of the middle east .
30. Do you think that TRUST is an important issue in cooperation between two companies in UAE?
It is hard to build any business if there is no TRUST .
31. What do you think, what is the important issue for the young foreign companies to enter the UAE market?
Prices , Quality AND Best marketing Team 

32. Why should foreign companies come to Dubai? What makes Dubai so attractive?
I consider Dubai and an international commercial center in the Middle East 

33. What is the best way to promote the new product in Dubai?
Advertisements 

34. How can a new company enter the UAE market? Would finding an agent be a good solution for that?
That doesn’t need an agent , All what you need is to register your company in the ministry of trading and the Chamber of Commerce 

35. If the commission sharing agreement is not the best way to run the business together, what other options are there you think?
You don’t need to an agent .. so you don’t need to share the commission .

36. What is your private opinion on the product cavity floor systems, is there a demand for such a product?
Sure there will be a lot of demand especially when the economy picks up again in Dubai

37. Could you please value the following product-buy-motives as the UAE customer:
Price, Quality, Healthy, Fire and soundproof, flexibility, air-conditioning and ventilation

Which motive will be most important for you as a buyer of Flexa Thermovent system? And which will be of the less value?

Weighing factor: 1 – 5:   1 = less      5 = most 

	Buy motive
	Weighing Factor         1-2-3-4-5

	· Price
	5

	· Quality 
	4

	· Healthy
	4

	· Fire- and soundproof
	4

	· flexible
	5

	· Air-conditioning
	5

	· Ventilation
	5

	· Energy-economic
	5


38. If you will have to choose between two or more companies that have almost the same product, which aspect will be valued the most?

Weighing factor  1-less  /  10-most

Criteria
Factor
Criteria
Factor

	Patent
	2-5
	Safety (fireproof)
	7-10

	Technology
	5
	Flexible
	7-10

	Personnel
	10
	Delivery time
	10

	Quality
	7-10
	Market Knowledge
	7-10

	Target Market Experience
	4-7
	Image
	

	Variation Assortment
	8-10
	Air-conditioning
	10

	Price
	10
	Ventilation
	10

	Environment friendly
	5-8
	Website
	8


39. What strategies are best to enter the market of UAE? Can you give an advice for GSB Grötsch?

 Basically you'll need to find similar products in UAE , get some details like prices and qualities and try to enter the market from there , show what is the difference between your products and your competitor and high light your performance or what can your product achieve compared with others . start with one client first .
Thank you very much for your time spent on this interview. Your opinion will be highly appreciated.

1





2





High Quality 





Healthy





Flexible





Cooling system





Sound- and fireproof





Cavity Floor system


Airconditioning system


Ventilation system


Ceilings system 


Wall system





4





3





2





1





Usersgroup*





Alternative technology





Usersfunction





Affordable 





3





5





Building owners


Real Estate companies/Architects


Consultancy companies


Construction companies





Potential Entrants





Suppliers





Competitive


rivalry





Buyers





Substitutes














4








PAGE  
3
The Hague School of European Studies


