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Questions

1.
What is a global strategy?

2.
Why is the BIC brand so important in helping it to develop a global strategy?

3.
What are BIC’s three core values and how do these underpin its global strategy?

4.
Why has BIC narrowed its product range down from 9,000 to 150?

5.
How has BIC reorganised its production structure to enable it to deliver its global strategy? 

6.
How does BIC’s matrix structure enable it to target geographic markets more effectively?

7.
In Poland, BIC supplies both 24hr/7 day supermarkets and small kiosks. How will this affect its marketing mix?

8.
Why does BIC pilot new products such as the Smooth Gel Ink system in pilot plants?

9.
BIC’s strategy is to focus on three core categories. How does this strategy enable effective global distribution?

10.
What are the benefits and drawbacks of a global strategy that focuses on a relatively narrow range of core products?

BIC
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Answers

1.
A global strategy is an organisation wide plan (including a marketing plan) designed to enable the organisation to develop a strong global presence, in terms of marketing, producing and selling its products.

2.
Because the BIC brand is so widely recognised and admired it helps the organisation to project a strong positive image and thus to develop a strong marketing presence across the globe.

3.
BIC’s three core values are: functionality - products designed to perform a specific function e.g. to shave, to write, to light, etc – affordability, and – universality i.e. capable of being used by anyone, anywhere. These three values appeal to global markets because everyone needs functional products at affordable prices.

4.
It is impossible to compete with 9,000 product lines in global markets. It makes more sense to focus on powerbrands and to build the resource support and marketing for these brands, so that they sell across the globe. The sales value of BIC’s current 150 products is much higher than the previous 9,000 because they are being sold universally.

5.
Today BIC produces from a number of superfactories on a very large scale. Production can then rapidly be shipped to global markets at competitive prices – hence meeting the criteria of affordability and universality.

6.
BIC’s matrix is based on two reporting lines:

1.
by product

2.
by geographical area. 

By using geographical area as one part of the matrix, BIC is able to create a marketing mix that is both appropriate to a global strategy and yet which enables individualisation to meet local needs. BIC thus operates in a multi-local way.

7.
BIC has to organise the marketing mix so that it is appropriate both to large and small scale retailers. For example, this involves organising the logistics of distribution to deliver small quantities of the product to kiosks, and bulk supplies to large supermarkets. Different promotional support is required for different sellers. Supermarkets will be able to buy at much lower prices because of their bulk purchasing. However, it is also essential to supply kiosks in such a way that they can be profitable.

8.
Developing new products involves a lot of research and development work before a product can be made available to a global market. It makes sense therefore to pilot production in markets where demand will initially be strong, and where consumers are prepared to experiment with new products. It is very expensive to re-tool an existing plant, thus the initial testing of Smooth Gel Ink in factories in France and the Americas.

9.
By focusing on three core categories – stationery, lighters and shavers, BIC has been able to develop a structure with a Category General Manager who has overall responsibility for marketing, development and manufacturing across the globe. Product distribution is then organised by continent, with country managers reporting to a continental manager.

10.
Focusing on core categories enables an organisation to build up a real strength in these lines – in marketing, production, sales, etc. A company and its brand therefore becomes closely associated with these lines. Economies of scale give the company a real competitive advantage. The drawback is that should one of these categories start to suffer, for example because of changing social and buying patterns, then losses can be substantial. It makes sense therefore to concentrate on categories that are growing in importance, or which consumers will always require. It is then essential to create clear points of differentiation from rivals and to offer customers better value for money.
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