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Question 5 (15 azuuy)
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Question 6 (15 marks)
Read the case study on “Some Foods Get Lost in Translation”, and answer

the questions.




U.S. companies find that success with a food
doesn’t always cross borders.

Remember Tang? Astronauts used to drink «t, so it got a lot of
ink in the 1960s and 1970s. Nowadays, it gets about as much
notice as the space program, holding just a small slice of the U.8.
powdared-drinks market.

But in developing markets from Brazil to China, Kraft Foods
Inc bas turned 115 Tang brand into a juggernaut with $750 million
in annual sales

Kraft's boxed macaroni and chegse, on the other hand, is a
famous product that dominates is market in the United States.
But in developing markets, Kraft doesn’t even focus on il. The
upshot: Powdered cheoese food doesa’t travel well; powdered
bevarages do.

It's not just & Trivial Pursut sort of fact Deciphering which
products will sell well in emerging markets, and then correctly
marketing and distributing them, is the Holy Grail these days of
packaged-food companies such as Northfield, Hl-based Kraft.

Boistering its emerging-markots presence was a key driver
behind Kraft's recent $19 billion purchase of Cadbury PLC. And
tompanies from General Mills to Campbell Soup have made
emerging markets a key plank of their corporate strategios.

it's where the best growth prospects are as a middle class
emerges and grows. But packaged-food firms face a spacial chal-
lenge: Food, more than most products, is an expression of culture.

Even hetore the Cadbury deal, Kraft was ong of the more in-
ternationally griented U.S, food companies, last year deriving
41 percent of its $40 bilion in sales from foreign markets, not
ircluding Canada.

Krat, maker of diverse products from Oscar Mayer meats to
Riz crackers, retooled its developing-market efforts three years
ago, moving away from a scattershot approsch.

“Planting flags slf aver the world was the old strategy,” said
Sanjay Khosla, Kraft's president of developing markets and global
¢ategories.

Now, the company focuses on 10 “power” brands and 1§
countries. The idea is to push brands that are the most easily
translatable across borders.

READING {'Zammem

"Mag¢ and cheese is icoric, but it's nat one of owr 10 power
brands,” Khosls said. That's because aside from Kraft's Philade:-
phia cream cheese, cheese-related products don't resonate s
well outside of the United States and Western Europe, particularly
in Asia. That's not the case for Tang, though. which is one of Kraty's
10 power brands in developing countries, right up there with the
powerhouss Oreo brand,

Tang's U.S. heyday came when it was known as a beverage
astronauts toted into spaca. Nowadays, it has a 2.5 percent share
of the U.S. powdered-truit-drink market.

But the United States accounts for less than 10 percent of
Tang sales. The rest is spread across mere than 30 countries. The
beverage is particularly big m Latin Americg and in Asia. L ast year
was a blowout, with Tang's giobal sales growing 30 percent in
developing markets.

Minnesota-based Genaral Mils inc. has also made Chma a
prime target. General Mills has been in Cluna since 1998 and has
particularly been successiul with its Hiagen-Dazs ice cream ang
its Bugles com snacks.

Bugles have becoma the country’s sccond-deading salty snack,
after potato chips. General Mills worked with one particular Ch:.
rese village to grow the right kind of corn for the snack, and Bugies
are offered in severat local flavors, including seafood. But Genera!
Milis also found limits to its snacking success i China. Kix, a saity
snack made of what Americans know as Chex cereal, was miro-
duced along with Bugles but dudn’t click with the Chinese. So Gen
eral Mills dumped it to focus solely on what was working' Bugles.

Questions
1. What are the benefits of having a global product design?

2. Whal are some of the factors that need to be considered by the
global design team when brainstorming s new globa! product
dasign?

3. List some products that can be introcuced successfully to the
difterent markets with a global design. Provide some reasons
for your selection.

Source: Mike Hughlett, “Some Foods Get Lost in Translauon,” Slar?': hung
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