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1. Introduction
This study is a requirement for the fulfilment of a bachelor’s degree in European Studies at The University of The Hague. I would like to thank Peter van der Sman and Jan Nyeboer, respectively Managing Director and Commercial Director of Euracon, for their collaboration. I would also like to thank Mr. Harris, my supervisor during this research. 

Euracon is a full service marketing and communication provider for the industrial and engineering sectors. For many years they have provided these services for the export coaching programmes concerning companies in the industrial sectors of the Centre for the Promotion of Imports from Developing Countries (CBI) which is part of the Dutch department for foreign affairs. The work and so the income generated from the CBI is becoming less stable and is even decreasing. The new European legislation of 2007 concerning tendering plays a major role in this decrease. This is because the procedure of the allocation of projects has been extended dramatically, which resulted in delays. Furthermore, the CBI assignments that used to be allocated automatically to Euracon are now available for other companies as well to make offers for. What is more is that through the CBI they only reach companies from developing countries while organisations in other countries might be interested in Euracon’s services as well. Reason enough to commercialize Euracon more and provide their services and experience to other Business Support Organisations and, in a later stage, to companies as well. In this report a research is executed focused on the Business Support Organisations in the Czech Republic and South Africa. These two countries could be interesting for Euracon for several reasons. The Czech Republic because of the major role the industrial sector is playing in this country while lacking effective use of marketing. South Africa - gateway to the African continent - because of the assumed potential with regard to industrial and engineering products.

At first the company and its services will be described. Secondly, an external analysis will make clear what is important to know about the macro and micro environment in the chosen countries. After this, a SWOT-analysis will be executed which will lead to a suitable strategy. Finally, the marketing mix will be filled in. The goal of the research is to get answers to the central question: How could Euracon become successful as a full service marketing and communication provider for the industrial sector, in the Czech Republic and South Africa?
To obtain the answer to this question I performed a thorough desk research. Moreover, I executed a survey among Business Supporting Organisations in the chosen countries to get to know what services concerning marketing they would prefer and what is important for them when purchasing such services. 

2. Internal analysis

2.1 Euracon and its services

2.1.1 Euracon for the CBI
Euracon was founded in 1995 by Peter van der Sman. The foundation’s main area of expertise is in providing marketing services for companies active in the industrial and engineering sectors. Euracon started its reason of existence by executing export coaching programmes for the CBI (The centre for the promotion of imports from developing countries). The CBI is part of the Dutch ministry of foreign affairs and provides export coaching programmes concerning all kinds of products targeting companies in different developing or emerging countries. The following example contains the stages of a CBI export coaching programme:

2008: Selection and introduction stage:



  (Search for potential candidates for a programme.

(Invite those potential candidates for the kick-off presentation

(Kick-off presentation 

(Companies submit for the programmes 

(The submitted companies will have an inspection visit of an expert in the field


(An audit visit will result in an audit document which reports what the given company should change or develop.


(If candidates decide to participate and pay 1000 Euro, they will attend an export promotion seminar to be prepared for what will be coming up in the next years in order to establish exports to Europe.

         Action stage:

The participants will attend trade fairs with the CBI and will visit their European (potential) customers. 

2013: At the end the participating companies should have established quality exports to Europe. 

Different business-to-business and support-at-distance activities come along with the execution of the programme:

· Search for companies that could take part in the programme and select them;

· Export trainings and seminars;

· Making mailing lists of visitors for exhibitions where CBI exhibits with its participants;

· Matching European buyers with the participating companies;

· Provide the participants up-to-date market information;    

· Advise participants concerning their marketing and communication tools;

· Advise them concerning their product and/or production process 

Euracon at this moment provides the services needed to execute the export coaching programmes: Motion control, drives, transmissions, power transmission, tooling and handling equipment and Pipe and Process Equipment.

2.1.2 Euracon’s services

Euracon has a lot of experience with the activities mentioned above, and wants to extend its business and with this its income. As a full service provider of marketing and communication for companies in the industrial and engineering sectors we can divide Euracon’s services into the following:

· promotional campaigns

· copywriting

· address selection and screening

· market research

· market entry strategy

· fair representations

· e-business

· translations

· export seminars and training

· sourcing

· product design and development

2.2 Mission & vision

2.2.1 Mission

The mission of Euracon is to advise and guide businesses in international cases, including cases concerning regulations on local, regional, national or international level. The objective is to accomplish this through the following: Maintaining a multidisciplinary international centre of advice; providing guidance through training in the field of international marketing; coordination of advice through one or more specialists in different disciplines; management of an international network of companies and organisations that are executing activities or supporting objectives that serve the purpose of the foundation; the execution of audits at companies and organisations.(Statutes Euracon)

2.2.2 Vision

With the experience, knowledge and global network that Euracon has built up during its existence, they want to become an important player with respect to marketing for companies active in the industrial sectors. Within ten years they want to be the full service provider concerning marketing and communication for the industrial sectors, through having organizations purchase Euracon's services in order to provide them to their members.

2.3 Market segmentation

Euracon is targeting a niche segment, providing marketing and communication services for the industrial and engineering companies through Business Support Organisations, currently with the CBI as customer. They want to serve the same niche market in the chosen new geographical areas. Individual customer marketing plays a big role since every Business Support Organisation might have its own needs and preferences. Figure 2.1 shows the market definition of Euracon, which also makes clear that there are different BSOs to be identified.  


[image: image1.png]- = = ture ket doton
st martdetnion
-
Ve e
e tzlephone 7
.
) I
I e
| s
Jro— T
| T e
iy R S e
i T o

comgsnes nmausnd,





Figure 2.1: Euracon’s market definition.

2.3.2 Target groups

The group Euracon is targeting is Business Support Organisations, hereinafter called BSOs. Many of these organisations provide services to their member companies with regard to marketing and communication, which they could outsource. These services could contain - perhaps in the form of a programme like the CBI’s - export or marketing trainings, seminars or workshops, matchmaking and market research. Euracon is a specialist in providing these services to companies in industrial and engineering sectors. In a later stage Euracon wants to execute these services for companies directly, though at this point BSOs are the target group because they have the financial resources to purchase services like Euracon’s, through a budget allocated by the government.  
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Figure 2.2 Structure of purchase of Euracon’s services 

2.3.3 Sustainable competitive advantage

Euracon’s sustainable competitive advantage lays in its many years of experience in providing marketing and communication services to the CBI with regard to the industrial programmes. As a result they have built up a durable network of companies and other contacts in different emerging countries and in Europe. Furthermore, their Unique Selling Point is the fact that they are providing their services specifically to companies active in the industrial and engineering sectors.

3. The macro environment

3.1 Technical education 

South Africa

It is clear that the recent history of apartheid had negative consequences for the education of ‘black’ South Africans. According to the EVD, it is just since recently that they are catching up with their ‘white’ counterparts. With regard to technical education the problem is that there is a lack of linkage between the educational system and the skills needed. Moreover Frederick, G (2008) points out that South Africa currently has to deal with a brain drain which also causes shortages of highly qualified workers in the fields of engineering. 

The Czech Republic

Historically, engineering and in particular mechanical engineering plays a major role in Czech society. In the 1930s, The Czech Republic was even one of the wealthiest countries in Europe because of its strong engineering sectors. Moreover, the communist era in Czech history hardly affected this predominance, because the government of that time saw technology as the way forward. At the moment the level of Czech technical education is still very high. However, according to Muntean, C. (2009) some are arguing recently, that the Czech Republic is too much concentrated on the production and assemblage, relying on traditional trade partner Germany, not really knowing how to sell their products. In the meanwhile orders from Germany are sinking dramatically because of the economic downturn.

3.2 Language

South Africa

Even though there are many different languages used in South Africa, English is recognized as the language of commerce and science. 

The Czech Republic

Recently the Czech educational system is emphasizing more on languages. English is now the second language in the country. However, this is only since recently and earlier generations could choose German over English. Websites of BSOs are mainly in Czech and English, though I found out that a lot of information and reports are not available in English. 

3.3 International trade of industrial and engineering products

The Sector Vulnerability Index of PricewaterhouseCoopers reveals that the metal products sector is one of the most vulnerable sectors to the economic downturn. The sectors of engineering, transport and construction are also vulnerable above average. Even without looking at this index it is more than obvious that the industrial sectors are hit significantly by the downturn. This is also confirmed by the South African respondents of the survey.
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Figure 3.1 ‘Price Water Cooper Sector Vulnerability index’ (PWC 2009, ‘Which industry sectors are most vulnerable to the economic downturn?’)

However some professionals believe that the crisis also has positive effects. For instance, businesses seem to be more likely to look at the cost-side of their activities, which could mean opportunities for manufacturers in low-cost emerging countries. Moreover, for some countries this situation could be a wake-up call from being to reliant on one certain market and/or product. 

In this part of the external analysis we will mainly have a lot at the industrial sectors and their part in the exports of the chosen countries. This is relevant knowledge because Euracon’s competitive edge lays in the fact that they are specialist in executing marketing and communication services specifically for companies active in the industrial sectors. Besides, the export/import (potential) from these countries concerning these products could be an important motive for BSOs to spend or not spend their budget on companies in these sectors.
3.3.1 The industrial branches in the chosen countries

South Africa

Technologies achieved from mining

South Africa is well known for its mining industry. While solving the challenges of this industry innovative technologies were developed. Concerning exportable products we are talking about systems or sub-systems as drives and transmissions, handling equipment, hydraulics, pneumatics, tooling, dies and moulds. Because of the fact that these products come originally from mining in South Africa, suppliers were not focused on Europe in the past, because of its small mining industry. However, according to an investigation of the CBI (2008), these technologies are also applicable in other branches, like agricultural machining.
Automotive and automotive parts

The automotive and automotive components market is also very important for the South African industry. Research of the EVD reveals that it counted for about ten percent of South Africa’s manufacturing exports and counted for almost four percent of the GDP in 2008. With respect to export of components Europe is traditionally a very important destination while counting for more than seventy percent of those exports (National Association of Automotive components and allied manufacturers, 2007). 
The economic crisis
Business Monitor International reveals in its South Africa Autos Report Q1 2009 that the economic crisis is hitting the South African vehicle and component exports dramatically. Moreover the international trade with regard to this branch is expected to remain under pressure up until 2011. However, South African exporters in the sector will benefit of the low Rand which seems specifically beneficial to suppliers of components like steel components or catalytic converters.

The Czech Republic

According to an investigation of the Czech Statistical Office in 2008 regarding international trade, transport and machinery sectors have the most significant positive effect on the Czech trade balance.  

The graph on the next page shows that the positive trade balance concerning machinery and transportation equipment increased significantly especially since 2004, when the Czech Republic joined the European Union.  
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Figure 3.2 Trade Balance trends of Road Vehicles as a part of Machinery and Transport Equipment in total. (Czech Statistical Office, 2008 ‘External Trade of the Czech Republic’)

The economic crisis

Despite the fact that the industrial sector has been growing for years the Czech production decreased significantly at the end of 2008. This counts especially for the production of steel and vehicles. The situation in the most important export country Germany and the rest of Europe was the biggest reason for this. However, the BMI reveals in its Czech Republic Autos Report Q1 2009 that the worst decline has already occurred and that growth tends to continue after this period.

3.4 Political influences

3.4.1 Political stability

South Africa

South Africa voted in the 4th elections since the end of the apartheid, on the 22nd  of April 2009. Even tough, it has been fifteen years since this regime ended; major socio-economic inequality is still the biggest problem in South Africa. The current leading party ANC claims to diminish these problems through their programme of Black Economic Empowerment. At the same time leaders of this party are accused of corruption and other crimes. The black community is getting impatient and claims that ‘not freedom on itself feeds mouths’. This political situation could make South Africa less popular to do business with. Moreover the policy of Black Economic Empowerment, which gives advantages to victims of the Apartheid while searching for a job, could make it hard for Euracon to get assigned by a BSO to provide services.  

The Czech Republic

The Czech Republic’s centre-right government performed poorly from the beginning and fell in February 2009. This created doubts about their ability to assume the European Presidency. However the political instability did not start with this event, and does not seem to influence Czech international trade. 

3.4.2 Recent politics regarding trade

South Africa

The current government believes in incentives per sector to better the economic situation of the country. Industrial sectors, small enterprise promotion and the tourism sector are on top of the list regarding investment. Moreover the government regards export as the way to solve the major problems of unemployment. In addition, the focus is on exploring new markets. These facts could possibly affect the budget allocated to the BSOs.

The Czech Republic

In the export strategy plan of the Czech Republic (2006-2010) it is reported that the following regions are getting more important to the country concerning trade: Eastern and Central European countries, Asia and Latin America. The main goals stated in the export strategy plan are: more opportunities for entrepreneurs, improvement and extension of export support services and improved export capacities through funding and education. These objectives are likely to affect the activities of the BSOs.

3.5 Export of services

When planning to conduct exports to a foreign country it is important to know what regulations could have influence on Euracon. An article of ‘De Ondernemer’ in February 2009 revealed that tax should be paid in the service purchasing country from the year 2010. How this and other rules could have consequences for Euracon should be carefully investigated by an expert in the field. 

3.6 Internet usage

Euracon will also be promoting and providing its services through the internet. For this reason knowledge concerning internet usage in the two countries is very important.

South Africa
‘Internet World Statistics’ points out that in South Africa the number of households that has access to internet is rather low, especially when we compare it with countries in the EU. This is understandable because South Africa is still a developing country. However, all the South African BSOs have good working websites. 

The Czech Republic

The Czech Republic has a high penetration regarding the usage of internet. Like in South Africa all the important BSOs have websites and fig. 3.2 shows that internet is a very important tool for them. What is more, according to research of the EVD, the Czech Republic is the highest ranked of all Central-European countries, with regard to e-readiness.
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Figure 3.3 Employees of public organisations in The Czech Republic using selected ICT at work, 2006 (The Statistical Office of the Czech Republic, 2006)
4. The micro environment
4.1 Customer analysis
The users of Euracon’s services will be organisations that support in a certain way the international trade concerning the industrial sectors in their country. These organisations are often (semi)-governmental. More specifically, these Business Support Organisations include:

· Import support organisations;

· Departments of trade and industry;

· Chambers of Commerce;

· Export councils;

· Product or market associations.

 4.1.1 BSOs in the chosen countries

South Africa 
Organisations that promote business and foreign trade in general:

· The Department of Trade and Industry

· South African Chamber of Commerce and Industry

· Local Chambers of Commerce

Branch associations and export councils:

· The Capital Equipment Export Council   

· The Automotive Industry Export Council 

· The Electro Technical Council 

· Steel Tube Export Council 

· South African Iron and Steel Institute 

· Steel and Engineering Industries Federation of Southern Africa
· Southern African Institute of Steel Construction
· Southern African Light Steel Frame Building Association 
· The Southern African Institute of Welding
· South African International Steel Fabricators
· Southern Africa Stainless Steel Development Association

The Czech Republic

Organisations that promote business and foreign trade in general:

· Czech Trade Office

· Czech Chamber of Commerce 

· Local chambers of commerce and industry

Branch associations:

· Association of Agricultural and Forestry machinery

· Association of Engineering Technology

· Association of Mechanical Engineers

· Association of Plastic Industry of the Czech Republic

· Automotive Industry Association

· Branch association of the Steel Industry

· Czech Nonferrous Metal Industry Association 

4.1.2 Features of the BSOs

South Africa

BSOs in South Africa seem to be very active. The most important one in South Africa is the Department of Trade and Industry which also is connected to the different export councils. Moreover the South African Chamber of Commerce is also a very important BSO regarding programmes and services. Some of the regional chambers of commerce in South Africa are also very active individually. Additionally it is known that of the Department of Trade and Industry do outsource some of their export support services. An important difference with the CBI is that they do not divide their export support services or programmes per branch, the programmes are for companies keen on establishing successful exports in general. 

The Czech Republic

The Czech Trade Office is the most important organisation with respect to the promotion of exports from the Czech Republic which has build up a network of local offices in Czech in collaboration with the Czech Chambers of Commerce. It also has an extended network of international offices abroad. Further exist the Confederation of Industry of the Czech Republic, which functions as umbrella organisation for all industrial associations which are mostly very little and do not seem to be very active in providing services to their members concerning exports. All the organisations mentioned do not seem to outsource any of the services they do provide. 

4.1.3 Reasons to purchase Euracon’s services
BSOs might want to be able to provide certain service(s) related to marketing or communication to their members in the industrial sectors but might not have the time, experience or knowledge internally to execute these themselves.    
4.1.4 Critical Success Factors

Through conducting a survey among BSOs I tried to find out what is important for them when choosing a full service provider concerning marketing and communication for their industrial members. However there were not that many respondents, the overall idea is that the below listed characteristics play key roles in this choice. In the next part of the analysis of the micro environment we will rate Euracon’s competitors based on these factors:

· International experience

· Extensive international network

· Existing business relations

· Experience working for a Business Support Organization

· Multidisciplinary team

· Flexibility

· Specialization in industrial sectors

· Prices of the services
4.2 Competitors analysis

4.2.1 Identification of the competition

Euracon’s direct competitors would be companies that are also targeting BSOs and are specialised in providing marketing and communication services for the engineering and industrial sectors. It is very hard to identify these competitors, if they do exist, because these could be little firms like Euracon. Furthermore firms like these are likely to perform untraceable marketing strategies, since individual marketing plays a big role while targeting BSOs. 

South Africa

Despite the difficulties mentioned above, it was relatively easy to identify some companies that are providing services like Euracon to BSOs in South Africa. 

Imani Development South Africa

This company, which is part of the Imani Development Group, offers more or less the same services as Euracon. The Imani Group contains companies in Australia, Malawi, Mauritius, United Kingdom and Uganda. Important clients are the Department of Trade and Industry, the Danish International Development Agency (Danida), the ‘Deutsche Gesellschaft fur Technische Zusammenarbeit’ (GTZ) and the International Trade Centre. However Imani does not offer editorial services and e-business which Euracon does offer.

International trade projects

This firm also provides more or less the same services.

Bluepeter management consultants

This firm also serves BSOs, though with slightly different services. 

Kaiser Associates

This international strategy consulting firm is also targeting BSOs with services that cover the biggest part of Euracon’s services. 

The Czech Republic

Regarding the Czech Republic it was hard to find companies that provide services like Euracon’s to BSOs. However on the next page you will find a list of companies that are providing more or less the same services. These companies are found through Kompass, a business to business directory:

V Centrum S.r.o

According to information provided by Kompass this firm delivers more or less the same services to business associations.

Consulto spol. S.r.o

This company also provides export services, though it is not clear whom they are targeting; and they do not seem to have a website.
Veltron S.r.o

This company is also providing more or less the same services as Euracon, though also have an unclear target group.

International

Although this report is aimed at South Africa and the Czech Republic, it is also important to have a look at relevant firms in other countries. The list started below shows some companies that seem to follow a slightly similar strategy as Euracon:
Pohl consulting:

This firm provides services to companies both directly and through BSO projects. For instance, they executed projects for the United Nations Industrial Development Organization (UNIDO).

Integration:  

They have many years of experience in executing services concerning projects of the GTZ, an Import Support Organisation. However an important difference is that they are not specifically focused on industrial marketing.

Chris Headly Consulting:

This is a company from the UK that offers a range of marketing services to companies in several industrial sectors. However they are not focused on BSOs.

4.2.2 Rating the competition
Table 4.1 on the next page shows Euracon in comparison with (potential) competitors regarding the Critical Success Factors. They are rated with an ‘S’ when a certain success factor can be considered as a strength, with an ‘N’ when it is not a strong point nor a weakness or when it is simply unknown and with a ‘W’ when a certain factor is considered as a weakness of the company.

	
	
	South Africa
	The Czech Republic
	International

	
	Euracon
	a
	b
	c
	
	d
	e
	f
	
	g
	h
	i
	

	International experience
	S
	S
	S
	N
	
	N
	N
	N
	
	S
	S
	S
	

	Extensive international network
	S
	S
	S
	N
	
	N
	N
	N
	
	S
	S
	N
	

	Existing relationship with local BSOs 
	W
	S
	S
	N
	
	S
	W
	W
	
	N
	N
	W
	

	Experience working for business support organisation(s)
	S
	S
	S
	S
	
	S
	W
	W
	
	S
	S
	W
	

	Multidisciplinary team
	N
	S
	N
	S
	
	S
	S
	S
	
	S
	S
	S
	

	Flexibility
	S
	N
	N
	N
	
	N
	N
	N
	
	S
	N
	N
	

	Specialisation in industrial sectors
	S
	W
	W
	W
	
	W
	W
	W
	
	W
	W
	S
	

	Prices of the services
	W
	S
	S
	S
	
	S
	S
	S
	
	W
	W
	W
	

	
	3
	4
	3
	2
	
	1
	-1
	-1
	
	3
	2
	0
	


Table 4.1 Rating Euracon’s competition regarding the critical success factors (S = 1, N = 0 and W is -1)

South Africa

a. Imani

b. International Trade Projects

c. Bluepeter Consulting 

The Czech Republic

d. V Centrum

e. Consulto Spol S.ro 

f. Veltron Spol S.r.o

  International

g. Pohl Consulting

h. Integration

i. Chris Headly

4.2.3 The five forces framework of Porter

To evaluate the competitive rivalry in South Africa and the Czech Republic the elements of the Five Force Framework of Porter are used, which are presented in figure 4.1. 
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Figure 4.1 Porter’s five forces framework. (Johnson, G. and Scholes, K Exploring corporate strategy p 112)
*The threat of entry:
The Czech Republic +-
The threat of new entrants is medium in the Czech Republic. This is due to the fact that Czechs are highly educated technically and there are also many companies that are active in marketing and communication. This combination makes it possible for businesses like Euracon to be started once demand grows explicitly. However, it would take years for these new entrants to build up the expertise, experience and network of Euracon.

South Africa +- 
The same threat exists on the South African market since the mining industry has produced a lot of technical professionals, and there are plenty of marketing and communication providers. 

**The power of buyers and suppliers 

South Africa and the Czech Republic +-
The power of buyers tends to be rather high since the BSOs receive government budgets. However they do not have a lot of choice when looking for a marketing and communication service provider specifically for the industrial and engineering companies.
***The threat of substitutes

South Africa + -
The threat of substitutes is moderate since the BSOs could choose to execute their services themselves, though strong indicators that support this idea are missing. Furthermore, they could choose a general marketing provider in stead of Euracon’s specialised services.

The Czech Republic +
The threat of substitutes is significant because the Czech BSOs seem to want to deal with a lot of services and programmes themselves. In addition, they have a lot of choice among other marketing providers, though not specifically for companies in the industrial and engineering sectors.

4.2.4 Conclusions

South Africa

In South Africa there are some providers of the same variety of services as Euracon that are targeting BSOs. Especially Imani Development South Africa, it is an important player targeting BSOs. However none of the South African competitors are focused specifically on companies in the technical sectors. For this reason we could see them more as potential business partners than as real rivals. 

The Czech Republic 

In the Czech Republic direct competitors do not seem to exist. This could be because companies that target niche markets tend to be small and discrete. The fact that Czech competitors are hard to find could also mean that there is no real market (yet) for companies like Euracon. However the Czech Republic has the potential to form firms like Euracon. On top of this, some say that the assumed growing consciousness of the importance of marketing for technical companies could have people starting businesses like Euracon.

4.3 Relevant trends

It is a very hard task to give a complete idea of what the market for Euracon’s services really looks like. This is because it is complex to analyse the BSOs and their preferences at this point. However it might be useful to be aware of the following trends concerning the marketing and industrial sector.

4.3.1 Marketing in times of an economic downturn.

A statistical overview on marketing spending of the CMO (2008) reveals that companies in general are cutting costs through decreasing the marketing budget. However the Boston group states in its Collateral Damage report 2009 that these budgets should be trimmed with care and that maintenance of marketing and sales spending in a sensible way will lead to success after a downturn. Companies that would cut marketing expenses too dramatically would have to build it up again after the downturn which would request much of investment. Moreover, according to the Berger Consultants flexibility is of major importance for engineering companies at these times. For this reason supplying exactly what is desired by the customers is the challenge. Niche markets and new techniques concerning the preservation of the environment or energy economising production processes are playing an increasingly important role. 

4.3.2 Growing importance of e-businesses for industrial companies

Since recently e-business is growing in importance for companies in the engineering sector. In 2008 an investigation of the GlobalSpec revealed that ninety percent of engineers uses the world wide web to look for components and suppliers and that forty-five percent of them is online six hours per week for work related objectives. More over sixty one percent of respondents stated that they would expand their online marketing spending and thirty-five percent reported to spend more than thirty percent of the total marketing budget. 

5. The SWOT analysis
5.1 Strengths 
S1: Many years of experience in consulting business concerning marketing and communication specifically for companies in industrial sectors 

S2: Wide network in emerging and European countries

S4: Expertise in the field

S5: Experience providing services to CBI.

S6: Flexibility because of small size of the company

5.2 Weaknesses
W1: Highly priced compared with local (potential) competitors, because of higher overhead costs

W2: Shortage of human resources and no clear set of tasks

W3: Financial space to invest is limited
5.3 Opportunities
O1: Economic crisis could make developing countries and so South Africa more popular for the purchase of industrial or engineering goods.

O2: Low Rand in South Africa will create more exports from the country

O3: Product development will be come an important tool for companies to be best adjusted to the demand

O4: E-business is a significantly growing marketing tool in the industrial sectors

O5: Both South Africa and the Czech Republic are focused on exploring new markets

O6: Both governments have the stimulation of exports of industrial goods high on the priority list

O7: Marketing seems to become more important for Czech industrial sectors

O9: Low energy consuming industrial and engineering products and techniques to generate energy alternatively are a hole in the market on which companies in the chosen countries might want to specialize.
5.4 Threats 
T1: The economic down turn might mean that people are more likely to just concentrate on the home market

T2: From 2010 Tax on services has to be paid in the country of the purchaser 
T3: Substitution: BSOs might want to handle their services themselves
T4: South African Black Economic Empowerment

T5: Regarding both countries it is clear that the BSOs are functioning differently than the CBI in The Netherlands.
5.5 Confrontation matrix

	
	Strengths
	Weaknesses

	Opportunities
	S5, O6:

Euracon should use its experience with working for the CBI to motivate BSOs to purchase Euracon’s services  

09, S4, S1:

Members of BSOs might desire services like Euracon to help them develop and market these products.


	W3, O:

Exploit the opportunities as effectively as possible to increase income.

Save on overhead costs by forming an alliance with a local company

	Threats
	S7, S7:

Collaborate with local partners to avoid political/legal barriers 


	W1, T3:

Justify relatively high prices through exploiting its USP, which is the fact that they are specialized in the industrial and engineering sectors. 

 


Figure 5.1: Confrontation matrix

6. Proposed strategies
6.1 Goals

Because of the limited financial resources of Euracon it is essential to increase revenues while keeping investments as low as possible. More specifically the goal is to increase revenues with fifty percent in five years. The revenues on the Czech and South African market are only expected to count for a part of this together with other countries Euracon will focus on in the future. 

6.2 Extension strategy

In order to reach those goals Euracon will perform a strategy of (geographical) market development. This means that Euracon will be providing services, which it already has been providing, to customers in new geographical areas. In these new markets it will perform a market- niche strategy, targeting BSOs. For this reason a secondary role will be reserved for diversification since every BSO might have its own needs and preferences.
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Figure 6.1 The Ansoff matrix: Strategic choice. 

6.3 Porter’s value strategy 

The most suitable value strategy is focused differentiation, since Euracon is unable to compete with local competitors by price. Euracon has to communicate its USP very well to the target group in order to justify the premium price in comparison with local (potential) competitors.

6.4 Market approach

Collaboration is a crucial method to execute the chosen strategies. Not only because of the goal to enter the markets successfully, though also because of the ability to save on (overhead) costs.  

South Africa

Since Euracon already had build-up contacts in South Africa through the programmes of the CBI they should use these to enter the South African market and find suitable business partners.

Business trips to South Africa for the CBI should be used at the same time to promote Euracon’s services. 

The Czech Republic

Since it was hard to identify the Czech direct competitors it seems like BSOs do not really have a tradition of outsourcing their services and/ or export support. It is important to identify potential business partners and create demand for Euracon’s services. Collaboration with a company that provides (technical) translation services would be a good option since Euracon can not provide these services itself directly.  

7. The marketing mix

7.1 Product

While building up relations, which is the most important way to communicate Euracon’s concept to its customers, it will be clear which specific services are preferred per BSO. However the outcomes of the desk research and survey already gives us an idea. 

South Africa
The overall idea is that South Africa might be especially interested in market entry strategy services and market research to new markets. This is because of the fact that South Africa is actively looking for new markets. Especially Brazil and Russia are becoming more important. 

The Czech Republic
For the Czech Republic market research and the identification of new markets also seems very important. Furthermore sourcing is also an interesting service for the BSOs in Czech. This is because of the fact that Czech companies might want to outsource more of their production to developing countries to lower production costs. 

Overall
Recently marketing and especially e-business are growing in importance for industrial and engineering companies. Offering e-business services in combination with the rest of the portfolio of services under one roof, specifically focused on the industrial and engineering sectors could mean a winning combination. Product design and development services also tend to become important for BSOs since the market demand for tailor-made engineering products is increasing. This also counts for the market of sustainable energy technologies. The table of appendix VI gives an overview of the services and their importance concerning the the two countries. 

7.2 Place (Distribution)

7.2.1 Combining business activities

Most of Euracon’s services can be conducted at distance through internet and telecommunications. For some services however presence in the country itself is indispensable. Those services are seminars, trainings and workshops. To keep costs as low as possible I advise to combine business purposes as much as possible. For instance the CBI missions of Euracon to South Africa could be combined with conducting Euracon’s services for the new customers. Regarding the Czech Republic there will be possibilities in combining providing Euracon’s services with trade fair visits in the Czech Republic or Germany.

7.3 Promotion

South Africa + the Czech Republic

Responding to tenders of the government and their BSOs is one of the ways to obtain assignments. However, certain BSOs might not outsource many services or programmes yet with regard to the services Euracon provides. We can conclude from this that it is of the utmost importance to create demand for Euracon’s services. For both ways to generate assignments it is very important to build up a sustainable network in the two countries. The following promotional tools are relevant in this case:    

1) Email, introduction letter and brochure 

The most important goal is to convince BSOs to choose Euracon’s services to execute their services for their industrial and engineering members. A personal approach is of utmost importance. For this reason knowing the right contact person per BSO is indispensable. I advise sending this person a short introduction email in which Euracon promises to send them an introduction letter with folder. The folder should contain clear information on who Euracon is and what they could mean for the Business Support Organisation and their members. More over this introduction should entice them to have a look at Euracon’s website. After this, Euracon could call the BSOs to receive their comments and to develop a business relation. As a result a personal proposal per BSO could be made.

2) Website

Euracon already has a website. The objective is to have this website in the languages English, French, German and Dutch in the near future. The most important visitors will be BSOs that have received the letter with de brochure. In the first place a reference list will give Euracon a reliable image. Exposing success stories of the participants of the CBI programmes would be a nice way of showing the BSO how a certain programme could make a major difference for a company. In the second place the website will be visited by members of the BSOs for whom it might be nice to place an interactive tool. 

3) Trade fairs

Trade fairs are the perfect way to make contacts with people in the industry. At the end it will be the industrial companies that will make use of Euracon’s services, which makes it important to find out what their preferences and needs are regarding support concerning marketing and communication. Appendix VII shows an overview of relevant trade fairs.

4) Free publication

To give Euracon a little bit of extra attention I advise to send press releases to magazines regarding engineering or industrial products. 

7.4 Price

South Africa + the Czech Republic

Euracon will set a premium price compared with the (potential) local competitors.

The fact that they are not only providers of marketing and communication services, but are also specialised in the industrial and engineering market should justify these prices. 

To give an indication of prices Euracon could request for its services, herewith some relevant European averages:

Copywriting / text writing:  5 Euro per line

Translations: 0.15 Euro per word




Consultant price: 800 Euro per day

8. Conclusions and recommendations

Euracon definitely has a lot of opportunities in both countries, though they have to approach these markets carefully and it is important not to invest too much in the beginning. 

In both countries many BSOs exist and are actively stimulating exports from their country, including industrial and engineering products. A lot of these BSOs provide for this purpose certain services concerning marketing, communication and exports which they could outsource to Euracon. Furthermore Euracon’s experience for working for the CBI is a big advantage, though we have to keep in mind that most of the BSOs in the investigated countries are less advanced than the CBI in Holland and are structured differently. 

Moreover for the Czech Republic there is no evidence of BSOs outsourcing there services. For these reasons a personal approach is important. Besides this, Euracon should be very active in creating demand for their concept by perfectly communicating its USP, which is being specialised in the engineering and industrial sectors concerning marketing and communication. To motivate the prospects it is recommended to use the experience and expertise built up during the CBI programmes. For instance we can offer to help them build up programmes that are more or less similar to the CBI’s. 
Euracon will be performing a market development strategy though also diversification since every BSO is different. Since Euracon could not compete with the prices of the potential competitors, a value strategy of focused differentiation is the best option. The best method to perform these strategies is to form an alliance with a local company. 

Recommendations

· In order to benefit from the opportunities provided by the external environment Euracon should first make work of the company internally. This means that the organisation should be structured more clearly with a proper set of tasks. It is also recommended to employ extra personnel. At least one technical specialist which also has good marketing and communications skills needs to be employed. In addition, support from at least two trainees would be desirable.

· Before actively approaching the BSOs it is necessary to have all relevant information up to date. For instance upcoming markets Russia and Brazil should be investigated. It is also recommended to build up a network in these regions.

· Since the industrial companies will be the final users of the services it is important to investigate them thoroughly too. Visiting relevant exhibitions will make it possible to get to in touch with them.    

· Euracon should emphasise on developing E-business services for the industrial sector since this is an indispensable upcoming marketing tool in this sector. 

· An introduction letter with brochure should be sent to the BSOs in both countries. The introduction letter should be personalised for each BSO. After this I advise calling the BSOs to ask their comments and eventually to do a proposal.

· Since most BSOs are not executing specialised export coaching programmes yet, Euracon should communicate its success stories with programmes of the CBI. These success stories should be available on their internet page.

· To approach the markets, collaboration with local companies is indispensable. This is because this makes building up relations with the BSOs and/or government easier and might spare overhead costs since some activities can be better done locally. For instance, in the Czech Republic it is recommended to collaborate with a proper (technical) translation company of which you can find a list in appendix V. In South Africa they could try working together with companies that are already related to BSOs. The various possibilities should be investigated carefully. 

· Following a value strategy of focused differentiation, Euracon must justify its premium price compared with local (potential) competitors. Euracon sees its marketing and communication services specifically for the industrial and engineering sectors as its Unique Selling Point. However, how do you make BSOs see it as something worth paying extra for? Promotion with an individual approach plays a major role at this point. They should use the experience and expertise built up while providing their services to the CBI concerning the technical programmes to push their USP forward. The services of Euracon should be sold as a total tailor-made concept rather than as services on their own. 
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