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"
Analisi: Elettropneumatica e
Mermec a confronto

Mermec (Italia)
Punti di forza — Punti di debolezza

_-Innovazione
tecnologica
-Condivisione dei
valori
-Valorizzazione
risorse umane
provenienti da tutto il
mondo
-Collaborazione
istituti di ricerca
-Strategia chiara
-Obiettivi condivisi
-Relazioni lungo
termine con i clienti
-Pluri prodotto

-Prezzo elevato
-Difficolta di
integrazione culture e
stili direzionali delle
societa acquisite

- distanza culturale
risorse umane

Elettropneumatica (Italia)
Punti di forza — Punti di debolezza

-Personalizzazione
-Focalizzazione
target

-Analisi normativa e
ottemperanza
-Qualita
-Motivazione
dipendenti
-Obiettivi definiti e
condivisi

-Contatto diretto
azienda/cliente
-Prodotto nicchia
unico

-Assistenza
-Quota di mercato
-lInnovazione
tecnologica
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-Unico prodotto
-Assenza di
attenzione alle
evoluzioni ambientali
-Prezzo elevato
-Orientamento al
prodotto e poca
strategia



Small and Medium Enterprises
Abroad.
An empirical research
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Objectives

m Investigate the behaviour of Italian small
and medium enterprises In the international
context

Kind of presence

Tradition In international markets

Strategy and operative instruments used
m Outline sustainable paths for Italian SMEs
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Research Method

+ Why and how SMEs decide to operate internationally, which international A
marketing strategy (marketing mix and operative instruments), results
achieved and future perspectives

Quantitative Why SMEs d t te internationall d main difficulti
el © Why s do not operate internationally, reasons and main difficulties
~N
¢ In-depth personal interviews (best practices) to understand significant
v and innovative aspects outlined in the quantitative phase
SLENEINE o Still on going
Research )

« To define interpretative models or sustainable paths for SMEs willing to
expand successfully abroad.

» To define models that should absorb operative, organisational and cultural
specific characteristics of SMEs y

Main goal
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Scheme

of the questionnaire .

General information on the firm

How long have you been working on the international markets

Number of foreign customers

% of foreign turnover on total turnover

turnover trend

foreign countries the firm works in or for

Motivation

Why the firm decided to internationalize

Propedeutic activities

Market researches on foreign countries

Operative behaviour

Active or driven internationalization process

Number and characteristic of foreign customers

Existence of alliances or networks to support the internationalization

Firm's strenght on international markets

Human resources needs and organizational changes for internationalization

The international marketing mix: ethnocentric, globalilzed or adapted to the local peculiarities

The international promotion

Results

Advantages of the internationalization

Problems and difficulties of the internationalization and their impact on the management

Future perspectives

Other interesting countries to work in or for
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Sample characteristics

Number

ltalian Regions of firms |%
Abruzzo 2 0,4%
Campania 11 2,0%
Emilia Romagna 29 5,3%
Friuli Venezia Giulia 1 0,2%
Lazio 2 0,4%
Liguria 2 0,4%
Lombardia 267 48,9%
Marche 138 25,3%
Piemonte 21 3,8%
Puglia 4 0,7%
Toscana 22 4,0%
Trentino 4 0,7%
Umbria 6 1,1%
Veneto 37 6,8%

Firms in the sample 546| 100,0%

Number

Sector of firms |%
Food 27 5%
Furnishing 25 5%
Footwear 25 5%
Chemistry, rubber an plastic ma| 20 4%
Commerce 17 3%
Construction 14 3%
Mechanics 238 44%
Services 12 2%
Textile and clothing 126 23%
Others 42 8%

Firms in the sample 546 100%
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Research Method

¢ Structured Questionnaire sent by email (or Fax) to SMEs
— about 10% redemption - respondent 546 SMEs

Quantitative fiy Period: since July 2006 (pilot test in III Qter 2005, not included)
o= e Still on-going to complete market sectors

» Preliminary personal interviews (best practices) to elaborate first thoughts
Qualitative IRaSLLEelaReellyle

Research

» To discuss a proposal of interpretative model for the development of
SMEs in the international context

Today » Evolution of the behaviour of the SMEs in international markets
(Ellake[e=1))| e« Strategic approach of the SMEs
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Research Findings
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Italian SMEs have a stable and wide presence in international
markets.

They have been operating abroad for more than 10 years and
In term of size they are both micro and medium size
enterorises.

Lifetime of the internationalization per Sector

> 10 5-10 1-5 few

Sector years years years months

Food 42% 37% 16% 5%
Furnishing 29% 29% 29% 14%
Footwear 91% 9% 0% 0%
Chemistry, rubber an plastic materials 60% 33% 7% 0%
Commerce 57% 43% 0% 0%
Construction 33% 33% 33% 0%
Electro-mechanics 86% 0% 14% 0%
Mechanics 78% 14% 7% 0%
Services 63% 0% 38% 0%
Textile and clothing 75% 14% 9% 3%
Others 57% 13% 22% 9%
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Distribution of entreprises per number of employees

and duration of the internazionalization

tra5el0| traleS
Fascia addetti | > 10 anni anni anni pochi mesi
1-14 61% 24% 13% 3%
15-49 77% 14% 8% 1%
50-99 85% 10% 3% 2%
100-249 84% 13% 3% 0%
250-500 88% 13% 0% 0%
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" J
They market in many Countries at the same time,

Independently from the geography closeness and the
reduced cultural distance

Presence per industry and number of Countries

0,3

0,25 o

0,2 T

—e&— Footwear

Mechanics
0,15 -~

Textile - Clothing

01 - —&— Sample Average

0,05

011(2|3(4|5(6|7|8]9 1011121314151617192025303132T33T35505178

Number of countries
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" A
Mainly, they privilege a reactive approach: in fact they “search new destinations for they
products” or “reply to foreign requests”.
They lack of a long term entrepreneurial management and vision

They do not consider collaboration and alliances as catalysts and stimuli to the expansion.
Suspicion and lack of trust limit and impede the innovation and the “working together”.

Reasons for the internationalization

Other
Availability of government incentives

Availability of ECC incentives

Availability of regional incentives
to reduce production costs
Because client needs are similar

To protect the domestic market

Identification of strategic partnerships

To increase profits

To reply to foreign requests

To find new markets

0 20 40 60 80 100
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"
In general, the “Made in Italy” concept is less important than quality
They do not |localise their products. Product modification and production

flexibility are less important than quality and design
“Service” is a rare optional. They deliver the requested solution mainly

from indirect distribution channels
They actively act in all the operational stages

Focus on the internationalization strategy

Food Furnishing |Footwear [Chemistry |Commerce [ConstructiojMechanics |Services ZT(;(:;:;'Q Others Average
Flexibility 26% 32% 20% 15% 12% 21% 31% 8% 33% 19% 28%
Product
innovation % 20% 48% 30% 6% 14% 39% 8% 39% 29% 34%
Quality 59% 40% 64% 55% 24% 21% 65% 25% 60% 45% 5T%
Design 15% 36% 56% 10% 12% % 11% 17% 44% 17% 23%
Price 33% 28% 12% 25% 12% % 29% 25% 23% 33% 26%
Services % 20% 28% 15% 12% 14% 33% 0% 20% 17% 24%
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But, they promote themselves widely with:
- magazines and specialised trade exhibitions for niche companies
- specialised trade exhibitions and the Web for other SMEs, but following a
generalist approach

Promotion Activities for internationalization

%

No 18%
Yes 82%
Web site 75%
Specialized magazines 43%
Domestic trade exhibitions 60%
International trade exhibitions 73%
Trade journeis 16%
Other 7%
Only a communication tool 18%
Two or more communication toos 83%
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- They use traditional distribution channels (indirect)

- ..do not use innovative and up-to-date ones (JVs, Franchising, ...)
- They occasionally search information about the destination market and in a de-

structured way

Entry Mode to the foreign markets %

Export 72,0%

~ domesfic esporters 13.0% Kind of Research done

- international esporters 13, 7%

- trading companies 4,9% 7

- cooperatives 0,5% Communication _:l

- buyers, representatives 55,1% Distribution research

- export managers 7,0% i

- representative officers 10,3% Customerresearch j

Licensing 0,7% Analysis about products

Franchls.lng 0,4% Analysis of competitors 4‘_\

Production contracts 2,6% ]

Management Contracts 0,4% Rese%:r?n(grgorelgn ]

Service Contracts 0,4% Market/sector research |
Construction Contracts 0,5% | ! !

Joint Venture 4,2% 0 0,1 0,2 0,3 0,4
Acquisition of a foreign firm 2,0%

Green field 4,2%
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Services offered by consortia
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Servizi di base (es. fax, telex, manifestazioni fieristiche) 46%
Servizi di assistenza e consulenza alle problematiche esportative 38%
Servizi di supporto alle politiche di marketing internazionale 35%
Convenzioni per usufruire di servizi da parte di operatori privati o pubblici | 33%
Servizi promozionali 52%
Brand del consorzio 17%
17




Difficulties In internationalization

l'esistenza di Barriere artificiali di protezione:

- ditipo tariffario (dazi doganali o tariffe imposte dal paese ospite)

- di tipo non tariffario (quote, standard tecnici/commerciali/sanitari)

- di tipo monetario (restrizioni valutarie, tassi differenziali di cambio...)
l'instabilita economica del paese straniero

l'instabilita politica del paese straniero (l'influenza dell'orientamento governativo)
il rischio operativo (contraffazione marchi, pirateria...)

|la diversita culturale

altro
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30
173
73
109
99
48
119
97
85

%

8%
44%
19%
28%
25%
12%
31%
25%
22%
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. Conclusions anc

Behaviour towards the market

A

Collaboration
Network

Consortiums
Collaboration
Districts

Individualistic
approach

A
Wide Angle
|_
(9p]
D
o
— /
/
Stam;({ >
compact CULTURE
Production Tailor made Very Localization
capacity specialized of
eXCess niche market marketing mix
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>

Strategic approach/marketing mix
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Conclusions and Discussion

We identify two evolving paths for SMESs in the international process: their
strategic approach towards internationalisation and their market behaviour.

mAs for the internalisation strategic approach, SMEs move from a total reactive
approach to a tailor-made focused on the client/segment, to a very specialized
niche market, and then to a (partial or complete) localisation of the whole
marketing mix to the destination Country.

mAs for the SMES’ behaviour, it seems they move from an individualistic
approach (total lack of trust and cooperation) to a “limited” collaboration in the
District context and, finally, to an “innovative” international network approach.

mKey elements for both the axis are cultural dynamics and trust.

1 - The (managerial) understanding of cultural distances is the key to understand
international markets and to define the right approach, both strategic and
operative.

2 - Trust is the other key to share knowledge and expertise, inside and outside
the firm, to evolve and develop internationally and to guarantee the sustainability
of the firm.
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