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AUALLU  In contrast, Coors, a third brewer, refused to enter the price war and saw its

revenue-per-barrel increase by over $1.50 in the period. It seemed that the

price war had served only to cheapen the well-known brands, despite

intensive advertising, causing many consumers to trade up, despite the

higher prices.(p.17)
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“As it happened, Coors ended up having its best year ever in 1997, with shipments
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rising 1.1% to 18.8 million barrels in an industry that was up only 0.4%. In 1998, as it
celebrates its 125th anniversary, Coors stock has doubled and it has won the admiration
even of some rivals in its emphasis on building brands rather than cutting prices. True,
some of its success in this regard has been fortuitous, since some of the most intense
pricing battles between A-B and Miller have occurred in markets where Coors is not a
major player, but few dispute that Coors has staked more on funneling value into its
brands than its bigger rivals, just saying "no" to price-cutting for short-term share gains.”
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AURLIL In 2004, liford called in the receivers. For photographers, the 125-year-old

company was an icon, and had a 60 per cent share of the black-and-white
film market. But the switch to colour photography and digital cameras led to
a 26 per cent fall in sales of its monochrome film in just six months. (p.12)
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"The move follows a 26 per cent plunge in sales at the UK division in the first seven
months of this year, blamed on falling demand for black and white pictures and a surge
in the popularity of digital imaging.The UK division employs 740 people at Mobberley in
Cheshire, where it principally manufactures black and white supplies.Mark Byers, head
of recovery and reorganisation services at Grant Thornton, which is handling the
receivership process, said that it planned to analyse the traditional photographic
business with a view to selling it as a going concern.”
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AUALL  Service companies tend to stop promotional activity when its staff are fully

employed. Marketing takes place when the principals see that long-term
projects are ending. This produces 'feast and famine' marketing activity. The

same can be seen among engineering companies when they experience a



76

decline in orders. (p.25)
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FaEnaT 4

AURLLY CHANGES IN CHANNELS - GROWTH OF THE INTERNET (p.14)
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AURaLL  CASE HISTORY: WHEN A BIG BRAND WAS SAVAGED BY AN UNKNOWN
COMPANY (p.27)
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AURLIU Counterfeiting is a particular risk for companies with strong brands that sell

in South America, Eastern Europe and South East Asia. But the problem can

also arise in Europe and the USA. The latter is a major producer of

counterfeit goods. (p.20-21)
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economies. Asia is emerging as the main region for counterfeit trade, with China being
the single largest source of production. The report notes that the nature of pirated goods
varies from market to market.”
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AURLL  Table 14.2 Leaders and laggards (p.28)

Leader Laggard

Innovates Follows

Makes news Makes imitative 'me-too’ products
Concentrates on strategy Concentrates on tactics
Manages for the future Manages for the status quo
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AURLL UK supermarkets continue to build new and larger superstores, but the
consumer is spending no extra money. (p.18)
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AURLIL Grocery brand manufacturers such as Unilever and Procter & Gamble have
found it hard to maintain market share in supermarkets as consumers find

cheaper own label products as effective. (p.19)
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AURLL  The BSA has also found that over half of all web users have downloaded
software illegally, often using 'Peer to Peer' (P2P) programs such as Kazaa.
(p.21)
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AURLL  Its clients could get from the government half the cost of gaining
ISO 9000, the quality standard. (p.13)
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qzinn7anIAT (W.44)
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AURLL  Customers buy the product that offers the best performance. In the end, the
product with the best performance becomes the market leader. Performance
means different things in different markets. It might mean cleaning power,
speed of operation, reliability or customer service. (p.23)
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AUALYU  EuroTunnel initiated a price war with cross-channel ferry operators. With
strong performance in other sectors of the company, P&O was able to
withstand the competition but not without reducing its Dover-Calais capacity
from eight to seven ships. This forced reduction in competition will obviously
benefit EuroTunnel. (p.19)
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At 15

AURLL  Innovation isn't always easy. For years, Woolworth, one of the world's biggest
retailers, tried to find a winning formula to replace the declining 'five-and-ten

cent' variety store on which it was founded. (p.29)
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AURLIU Companies can also become the fall-guy for meeting customers' needs.
Food companies, restaurants and supermarkets are now in the firing line

for giving consumers food that makes them fat. (p.15)
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AualL  Foran industry which preaches the virtues of promoting strong brands,
advertising agencies are notorious for their failure to promote themselves.
(p.26)
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Aualu UK supermarkets continue to build new and larger superstores, but the
consumer is spending no extra money. (p.18)
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AURLL  There is no shortage of marketing threats. Faced with one problem or another,

companies often try to win business tactically by cutting prices or spending
more on publicity and sales promotion. (p.9)
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AURLIL  Seeking to escape its reliance on mice, the company launched into new

markets such as webcams and speakers. (p.13)
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AURLIL According to the IFPI, the organization which represents the world's record

companies, music piracy was worth $4.6 billion in 2002, up seven per cent
on 2001. (p.21)
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AUALLU  EuroTunnel initiated a price war with cross-channel ferry operators. (p.19)

avuwila 13y lsviuua” (EuroTunnel) 183GBuaRATINIATLLIIAN K9z naIFsNALTS
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Aaas1ef 23

AURLLU  There is excess production capacity in the industry. (p.17)
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Aaas1ef 24

AUaLU  The company should estimate what levels of sales and profit would result at a
given price level. (p.19)
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AURLL  From a small plant in Switzerland, Logitech moved its manufacturing to a big
factory in California and then to low-cost bases in Taiwan and China (p.13)
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el 26

AURLLY Performance improves over time (shown by the dotted line), so that next
year's models will be better than this year's, giving the consumer better value

for money. A company which was once a leader can quickly become a

laggard. (p.24)
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AuUal  There has been little innovation in the market. (p.17)
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AuRLU ...require skills not easily imitated (p.10)
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AURLIL For example, estate agents are directly affected by government policies
(p.12)
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AURLIL ...an innovation introduced by one firm is soon matched by
competitors.(p.22)
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AURLIL  This is because we are drawn to food with extra salt, sugar and fat, and in
larger pack sizes. (p.16)
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AIBEN 32
AuRLIU ... especially the throwaway Bic ballpoint pen, of which 15 million are

sold every day. (p.31)
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AL 33

AURLL  In 2004, liford called in the receivers. For photographers, the 125-year-old

company was an icon, and had a 60 per cent share of the black-and-white
film market. But the switch to colour photography and digital cameras led to
a 26 per cent fall in sales of its monochrome film in just six months. (p.13)
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AURLL  For an industry which preaches the virtues of promoting strong brands,
advertising agencies are notorious for their failure to promote themselves.
Other than Saatchi and Saatchi, few big agency names can be recalled by

more than 25 per cent of big advertisers, according to research.(p.26)
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Aaatnadi 35

AURLIL Many companies are over-dependent on a few major customers. In some
firms 80 per cent of sales often come from just 20 per cent of the customers.
The UK grocery market is dominated by five major supermarket chains, so
the food processing industry is particularly vulnerable to having its brands
de-listed, especially in favour of the supermarket's own-label goods. (p.32)
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