Market Leader (Intermediate)
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Home Task   -  to write an e-mail.
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Case study

A luxury luggage manufacturer is facing
increased competition from cheaper imports.

It must decide how to protect its brand and

create new markets for its products.

Background

Hudson Corporation, based in New Jersey, USA,
makes top-of -the-range luggage and travel
accessories. It is a well-known brand name in the
USA. Its suitcases and bags are associated with
high quality, traditional design and craftsmanship.
Hudson emphasises in its advertising that its
products are ‘made in America’. Recently, the
company’s market share in the USA has decreased.
One reason for this has been the increased
competition from Asian companies selling similar
products at much lower prices

A year ago, the management decided to boost
sales by entering the European market, focusing
initially on Switzerland, Germany, France and

Italy. They set up a branch office and warehouse
facility in Zurich, which would be the base for their
European expansion

What problems do you think Hudson will face
on entering the European market? Make a list
of your ideas.

Market research

Hudson recently set up a series of focus groups to
find out how consumers perceived the company’s
brand in the USA

Which of the findings do you think may have
contributed to the company’s lower market share
in its home market?

% of people
answering ‘yes’

Do you think Hudson’s
luggage and bags are:

expensive? 72
exclusive? 7 7576
vale for money?. |48 ==
good quality? 82 e
old-fashioned? | 68
exciting? | 15
innovative? [ TE;

€D1.6 Four of Hudson’s
American managers are
talking about the problems
they could face in Europe.
Listen and make notes on
the key points.
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Sell Hudson suitcases and bags at medium price
ranges. Manufacture the products in a country
where labour costs are low, e.g. India or China.

Do not promote the products as ‘Made in America’.
Use a high-volume, low-cost strategy for Hudson's
core products.

Promote the Hudson products as an exclusive
brand and keep the ‘Made in America’ tag. Sell

the products in the higher price ranges. Use product
placement in films and television to support the
brand. Hire a famous, sophisticated, influential

man and woman to endorse the products. Two
well-known French film stars have shown interest

in endorsing a new range.

1 Work in small groups as directors of the Hudson Corporation.
Hold an informal meeting. Consider the advantages and
disadvantages of each option listed above. Choose two of
the marketing strategies which Hudson should focus on to

expand sales in European markets.

2 Meet as one group and decide which two marketing

UNIT1 »» BRANDS

Employ a top designer to produce a new range
of smaller suitcases and shoulder bags aimed at
businesspeople travelling in Europe and at rich,
younger, fashion-conscious buyers. Sell the
products under a new label.

Sell a wider range of products under the Hudson
label, e.g. trolley-backpacks, document cases,
briefcases, name-card holders, shoulder bags for
men and women. Sell at lower, competitive prices.

Put the Hudson brand on high-quality watches
and jewellery. Make an agreement with the Swiss
manufacturers of these top-of-the-range products.

Sell the existing product lines via the Internet at
very competitive prices.

Writing

Asthe CEO of Hudson Corporation, write an
e-mail to the head of European Marketing
Associates, David Wright, summarising the
actions you agreed totake atyour meeting,
with your reasons. Suggest a time fora meeting
with David Wright and his associates.

strategies you will use to develop sales in European markets.

Watch the Case study commentary on the DVD-ROM.
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. Grammar reference

Talking about the future

146

Present simple and present continuous

Present simple
We use the present simple:

1 to give factual information, for example
about company activities.

Unilever makes a wide variety o fconsumer
goods.

Does it market these goods globally?
It doesn’t sell in every sector.

2 totalk about routine activities or habits.

Ialways buy the supermarket’s own brand
of detergent.

Do you usually pick up groceries on the
way home?

He doesn’t choose clothes with designer
labels.

3 foractions and situations which are
generally true.
Many consumers prefer well-known brands.

4 for timetables and scheduled events.
We launch the new ronge on 15 January.

Present continuous
We use the present continuous to:
1 talk about ongoing situations and projects.

We're developing a completely new image
for the brand.

Are you still working with those designers?
They aren’t saying anything to the press
this time.

2 describe temporary situations.
We're testing a new logo at the moment.
Are they offering a good discount during
the launch period?

3 describe trends.
The number of people shopping online is
growing.

4 talk about personal arrangements and
plans.
I'm meeting Frau Scharping next week.

We use going to to talk about what we
intend to do or what someone else has
already decided to do.

I'm going to buy a new car.

She's going to tell us about the ideas
they've come up with for the ad campaign.

Both going to and will are used for
predictions.

There's going to be a flight of capital from
the West towards India and China.

The Fortune Garment Company will
continue to lose market share unless it
solves its problems.

We use 'll to make a spontaneous promise
or offer to do something.

‘I haven't got time to do this myself."
‘Don’t worry. I'll give you a hand.”

We use the present continuous to talk
about fixed plans or arrangements.

I’'m meeting Mrs da Silva next week.
She's arriving on Wednesday.

We use the present simple to talk about a
schedule.

The flight leaves at 15:50 tomorrow.

In time clauses, we use the present simple
torefer to future time. It is incorrect to use
will in a time clause.

We won't start until everyone gets here.

I'm going to go round the world when |
retire.

As soon as | have the results, I'll give you a
ring.
Come and see me before you go.
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Writing

As the CEO of Hudson Corporation, write an
e-mail to the head of European Marketing
Associates, David Wright, summarising the
actions you agreed to take at your meeting,
with your reasons. Suggest a time for a meeting
with David Wright and his associates.
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E-mails

To:
From:

Be careful to type in all e-mail
addresses accurately.

Ce:

Bccmeans ‘blind copy’ (a copy will be
sent to this person, but other people
will not know this).

Tom

Harry
To:
From:
& subject:

This style of e-mail is similar to a
standard business letter. The ending
canbe the less formal Best wishes or
Best regards or the more formal Yours
sincerely, depending on how well the
writer knows the recipient.

Dear Mr Waters

WRITING FILE

| tom.hunt@promoworld.com

| Harry King

| mary fowler@audiovision com

| claudia stahnke@audiovi

| Friday’s meeting

Just to confirm that we will be able to attend the meeting next
Friday. I'll be with our Sales Director, Mary Fowler.

| John Waters (John.Waters@sitco.com)

Peter Lewis

Extension of trading agreement

It was very good to see you again at our meeting in Paris on
16 July. | hope you had a safe journey home afterwards.

We agreed that your company will continue to represent us and
to promote the full range of our services throughout Europe, the

Middle East and North Africa for three years, with effect from
1 August. During this period, we expect to see an increase of at

least 15% in the value of business we do in this region.

Full details of the payment we will make and the expenses we will
cover are included in the attached agreement. Can you please
check this and, if all is in order, sign and return one copy of the
agreement to me
We look forward to continuing to develop our business in the region
in association with yourselves.

Best wishes
Peter Lewis

Managing Director
Mesnik Professional Services

397 City Lane

London EC2 3RW
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