1von2

https://www.managerprogramm.de/flippingbook/journal/2015-6/en/#p=47

RESEARCH

MARKETING

CEPT
& STRATEGY

ADVERTISING

(. AN ] .
,1/ ',x p- ﬂ'h“\
' % _M‘.", L

CONTENT
MANAGEMENT

BRANDING

Marketing Strategies for SMEs

A typical situation for small and medium-sized Mongolian enterprises: Man-
agement is responsible for marketing, but doesn’t have enough training

in the field. So it comes as no great surprise that ‘Marketing Strategies for
SMEs’ was received with great interest by Mongolian alumni. The work-
shop was designed to teach practical marketing skills, while simultaneously
preparing participants for effective co-operation with German companies.

Traditional marketing work-
shops or seminars generally follow the
classic Anglo-American 4P approach
(product, price, place, promotion) or
one of its modern variations. This ap-
proach was primarily developed for large
firms with specialized departments and a
fixed marketing budget. It does not cor-
respond particularly well to day-to-day
life in an SME. Companies in transition
countries face additional hurdles: West-
ern textbook knowledge is only limitedly
applicablc, since the economic structures
are in an carlier stage of development and
the framework conditions are different.
Additionally Western concepts are often

not appropriate duc to cultural norms.
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These were the challenges facing the
trainers at Training Development Con-
sulting (TDC) as they prepared an alum-
ni workshop for Mongolia. The needs
and requirements of the 22 Mongolian
executives from middle and upper man-
agement who came to-

gether in Ulan Bator on

March 14, 2015 could

not have been more

different.  The wide f¢ peni
range of sectors rep-
resented — agriculture,
mining, trade, cnergy,
health care, tourism and construction —
spoke for itself. Most participants were
managing directors of small firms with
fewer than 20 employees and as such also
rcsponsiblc for markcting within their

companies. Only one participant had
training in marketing.

A 7-stage model was dcvclopcd espe-
cially for the workshop. It is universally
applicable, though the importance of
the different stages changes dcpcnding
on the size and structure of a company.
The concept is based on the fundamental
idea that marketing as a role is present
throughout a company and should there-
fore be viewed as market-oriented com-
pany management. It is important to ac-
quire markcting cxpcrtise, see the market
as the point of
departure  for
all  decisions,
and under-
stand the com-
pany’s market
opportunities
and its cus-
tomers and their needs in particular. So
it was essential that participants start by
cxploring the function of markcting in

their own companies.
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7-stage model of the marketing process

o Improve your marketing skills in order to
understand the market and customers
(market opportunities and customer
needs).

Analyse the external environment along
with the strengths and weaknesses of
your company (SWOT analysis).

Market segmentation and targeting:
Define your customer base.

Positioning: Define the unique selling point
of your company and formulate a value
proposition for users.

Develop a marketing programme
Develop a marketing plan

Implement and monitor the marketing
plan
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Developed by Doris Gutting, TDC Deutschland, Feldafing

The model’s second stage is most im-
portant for SMEs: Understanding the
company’s environment and analysing
the firm’s strengths and weaknesses. Here
business management offers SWOT
analysis (strengths, weaknesses, oppor-
tunities and threats) as an effective tool,
a concept few participants were familiar
with. Attendees used SWOT analysis to
develop an appropriate foundation be-
fore applying the next stages of the TDC
model, which addressed market segmen-
tation and differentiation in competi-
tion, and the drafting, introduction and
monitoring of a suitable markcting plan.

It is particularly important for SMEs
to sound out possible collaboration op-
portunities with other companies, as

marketing partners or partners in a joint
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venture for example. Many types of net-
works (horizontal, vertical and diagonal
co-operations) will play an increasingly
important role. In tourism, for example,
networking with hotels and other service
providers is a way small firms in partic-
ular can bring a range of different skills
together and distribute the risks and
costs of attractive offers across a number
of partners. The ability to cooperate is an
important prerequisite for opening up
new options for SMEs.

Digital marketing is also increasingly im-
portant. Social media are already wide-
spread in Mongolia and are an attractive
way SMEs can usc modern technology
inexpensively. Social media can be em-
ployed in campaigns, for cxample, and
a website can serve as the firm’s mod-

crn ‘calling card’ (see article in Journal
2-2014). B

Andrea Gleichenstein, TDC Deutschland,
has been a trainer for the GIZ /
Engagement Global and for the chambers
of commerce and industry for decades.
She prepares participants for successful
cooperation with German companies,
provides on-site coaching for them and
frains aspiring or former participants in
their countries of origin.

Dr Doris Gutting contributes her man-
agement and marketing expertise as a
cooperation partner of TDC Deutschland.
In her capacity as a professor, she con-
ceived and directed various management
trainings for the GIZ between 2008

and 2010.
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