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*  This fields are required to be filled 
ALL QUESTIONS MUST BE ANSWERED. TO ANSWER THE QUESTIONS, USE THIS DOCUMENT. 
Assessment 1 – BSBMKG516 Profile International Markets 
Please complete this assessment and submit for marking. This forms part of your assessment for BSBMKG516 Profile International Markets.

The following documents are related to this unit.
·  BSBMKG516 Unit of Competency
·  BSBMKG516 Learner Guide
Word count 
In this assessment some of the questions include a word count. This is a guideline only, but your answers should not vary substantially (i.e. +/- 10%) from the word count provided. Microsoft Word includes a word count tool. 


Reasonable Adjustment 
Whilst reasonable adjustments can be made in terms of the way in which evidence of performance is gathered, the evidence criteria for making competent/not yet competent decisions (and/or awarding grades) cannot be altered in any way. That is, the standards expected are the same irrespective of the group and/or individual being assessed; otherwise comparability of standards will be compromised. Please consult your trainer or the Director of Studies if you have any questions or special needs. 
Instructions to the Student
Please read all the information given to you before you start this assessment. If you do not understand some or all the questions, please discuss them with your trainer/ trainer. Answer all questions in your own words. The questions are designed to assess your understanding of the unit as well as your underpinning knowledge. Please follow the below mentioned instructions before starting the assessment. 
· This is not a group assessment. Submit the assessment individually unless instructed otherwise.
· Submitted documents must have the following criteria. Font must be Times New Roman, Font Size needs to be 12, line spacing must be Single line.

Assessment Requirements
Students must answer all questions and demonstrate all required skills to a satisfactory standard. If you do not answer some questions, and are therefore deemed to be Not Yet Satisfactory, your trainer/ trainer   may ask you supplementary questions to determine your competence. Should you still be deemed Not Yet Satisfactory, you will have the opportunity to undertake a supplementary assessment or appeal the result. 
This assessment is intended to be equitable, fair and just.  If you feel that the college should change any aspect of this assessment to be fair, equitable or just, immediately contact your trainer who will attempt to make alterative arrangements.

[bookmark: _gjdgxs]Submission details
· When you are ready to submit your assessments, upload the files in ACCIT Moodle, either by dragging and dropping your assessment into the space provided or browsing the files on your computer. 
· Upload this assessment online in ACCIT Moodle once you have completed your assessment with all required evidence attached. 
· It is important that you keep a copy of all electronic assessments submitted to ACCIT Moodle. 
Note: Please submit all assessment components in one file, or with as few attachments and separate documents as possible; i.e. do not include templates or emails in separate documents – place them all in the one document. 

Performance objective
The students need to understand how to select potential international markets for further investigation, identify target market, profile target audience, develop positioning strategy. 

Assessment description  
This assessment provides questions on how to profile international markets.
To complete this assessment successfully refer to the case studies and answer the questions in as much detail as possible.

















Case Studies
	
[bookmark: _30j0zll]Case Study 1 – Entering the international market[image: Close up of mao tse tung of china yuan banknote. Premium Photo]

An IT organisation based in Brisbane has conducted a SWOT analysis to determine whether it is ready to enter the Chinese market. The results are:
	Strengths
	Weaknesses
	Opportunities
	Threats

	Innovative new product
	No cultural or linguistic expertise with China
	Electronic communication easier than ever
	Current legal challenges to business 

	Located in a city with strong trade routes to China
	Little capital for investment in new market
	Global economy is growing strongly
	Possible price wars and low profits

	Strong reputation
	High turnover in management
	Main competitor pulling out of China
	Changes in taxation



[bookmark: _1fob9te]Case Study 2 – Suitability criteria
 The managers of a luxury wine organisation have a meeting with a business consultant to determine which international market would be most suitable for them. At the end of the meeting, they haven’t settled on a specific one but identifed several criteria that they would look for in the market. [image: Wine bottle and grape on wooden table Premium Photo]
The business consultant summarises them at the end of the meeting:
“During the meeting, we talked about your brand and how it targets high-income professionals, particularly women and those with children. When moving into new markets, we need to ensure there’s a substantial middle-class with the disposable income for products like yours. It would help if they were already familiar with products like yours, but not essential.
“Since you will need to transport delicate products overseas, it would be beneficial if the market has cheap, established trade routes with Australia. The mode of transport doesn’t matter as long as the cargo is protected.
“As we’re looking at a long-term venture, we will need to select a market with a good amount of political and economic stability. It would help if the country is growing economically, or at least isn’t in recession. Obviously, alcohol consumption will need to be culturally acceptable.”
[bookmark: _3znysh7]Case Study 3 – Wine Consumption[image: People order food and drinks. they are in a good mood. Premium Photo]

The luxury wine company accesses data about wine-consumption per country throughout Asia, and how their individual markets are changing. 
Their findings are listed below:


	Country
	Wine consumption per year (thousands of litres)
	Change from previous year

	China
	1,580,000
	-10%

	New Zealand
	93,000
	+1%

	Hong Kong
	73,600
	+5%

	Thailand
	17,000
	+7%

	India
	14,300
	+3%

	Colombia
	13,500
	+3%

	Vietnam 
	12,500
	+20%

	Philippines
	10,600
	+10%



[bookmark: _2et92p0]cv

[bookmark: _tyjcwt]Case Study 5 – Motorhome buyers

A business that sells motorhomes is attempting to describe its target audience. For four months, it collects information from everybody who purchases a motorhome from them.[image: Image result for motorhome wallpaper]
The results are:




	Question
	Response

	Gender
	Male
	Female
	
	

	
	68%
	32%
	
	

	Age
	18-29
	30-45
	46-59
	60+

	
	5%
	16%
	55%
	24%

	Income
	-$18,000
	$18,000-26,000
	$26,000-$38,000
	$38,000+

	
	2%
	21%
	49%
	28%

	Relationship status
	Single
	Married
	
	

	
	35%
	65%
	
	

	Family
	No children
	Children living at home
	Children left home
	

	
	10%
	41%
	49%
	

	Level of education
	High school
	College
	University
	

	
	10%
	57%
	33%
	

	Daily media access
	TV
	Newspaper
	Magazine
	Internet

	
	98%
	67%
	22%
	70%


[bookmark: _3dy6vkm]
Case Study 6 – Cultural appropriateness
[image: Image result for mcdonalds wallpaper]
McDonald’s has adapted its products to many different markets around the world. Here is a selection of the regional products or changes it has made for various markets:

· Multi-floor restaurants with café atmospheres
· A vegetarian Big Mac
· Walk-up express windows rather than drive-throughs
· Shrimp nuggets and shrimp burger
· A Big Mac made from lamb or chicken.
Each of the markets it has entered have their own unique requirements. Some of the Asian markets are:
· India: Largely Hindu, which prevents people eating beef
· Japan: Seafood is very popular, prefer quieter atmosphere
· China: Many people don’t own cars and are short on available time.

[bookmark: _1t3h5sf]Case Study 7 – Consumer Profile
[image: Couple in grand canyon Free Photo]
A business selling sports equipment has conducted an in-depth interview with one of its most frequent purchasers, Sarah, to improve its customer profile.
Interviewer: How old are you?
Sarah: I’m 28.
Interviewer: And what do you do?
Sarah: I’m a personal trainer at a gym.
Interviewer: Do you live alone?
Sarah: I live with my partner, and our two dogs.
Interviewer: What do you do in your spare time?
Sarah: We’re both very outgoing and like to go hiking or mountain biking. Most weekends, we’ll head out to the country and spend the day walking or biking around.
Interviewer: Do you enjoy it for the exercise?
Sarah: Partly, and also just to get away from the city. I think it’s really important for people to get in touch with nature. I also bring my camera – my photography is getting better.
Interviewer: What sort of products do you typically buy from us?
Sarah: Mostly sports clothing – shorts, t-shirts, shoes, that sort of thing. I already have my own biking and hiking equipment.
Interviewer: Are there any other products you’ve been considering buying in the future?
Sarah: I’ve been looking at getting into rock climbing, but the price of the equipment has been putting me off. Maybe in the future. 
Interviewer: What else do you spend your income on?
Sarah: Mostly eating out at restaurants and going on trips. 

[bookmark: _4d34og8]Case Study 8 – Profile standards
[image: Business executives doing a video conference Free Photo]
A business which sells IT technology to other companies is updating its profiles on potential clients. Each of them must meet the following standards:




	Characteristics
	Technology

	Organisation name
	Current technology

	Number of employees
	Budget for improvements

	Location
	Interest in upgrading

	Annual sales
	



Here is a profile of a company in New Zealand:
‘Ace Sales Ltd. sell washing machines. They have several offices around New Zealand, including in Auckland and Wellington. They currently have video-conferencing facilities for their managers and are interested in rolling this out to all salespeople within the next year. Ideally, anyone in the organisation will be able to video chat with anyone else while they set their desk.”
[bookmark: _2s8eyo1]
[bookmark: _17dp8vu]Case Study 9 – Positioning strategies

TechTown is entering the competitive Chinese market for electronic goods. In order to secure strong early sales, they are pricing their goods low. Although the market is large, consumers expect quality and low prices. [image: ]
For the first few months after launching the China franchise, the company monitors its competitor’s prices, offers and sales. They want to be seen as among the cheapest, even if it initially hurts their profits.
One of their competitors begins advertising that they are offering a TV for their lowest price ever; in response, TechTown drops theirs even lower and makes it a prominent part of their marketing campaign. 










Question 1 
	Objective
	· Determine readiness to market products or services internationally

	
Please refer to Case Study 1 – Entering the international market

A) List out three reasons for which the organisation is ready to market products or services internationally, and three it isn’t?? 

	
A) 
	Reasons why it is ready to market: 

	· Innovative new product 

	· Located in a city with strong trade routes with China.

	· Strong reputation



	Reasons why it isn’t ready to market: 

	· No cultural or linguistic expertise with China

	· Possible price wars and low profit

	· Legal challenges to the business







Question 2
	Objectives
	· Make a list potential international markets for further investigation
· Complete international market profiling based on established criteria, specific targeting and positioning strategies
· Summarise cultural aspects relevant to international markets profiled

	
Please refer to Case Study 1 – Entering the international market

A) The IT organisation determines it doesn’t have the resources to translate its product into another language. However, it is able to reach markets further away due to electronic communication.

What are three potential international markets it could investigate further? 


	
A) 
· North America
· Middle east
· Africa 



Question 3
	Objectives
	· Identify information sources to inform process for selection of international markets
· Complete international market profiling based on established criteria, specific targeting and positioning strategies
· Identify sources of external and internal information on international markets

	
A) Research and list three information sources relating to entering an international market of your choice. 

	
A) 
· Governments
· Trade shows and Expos
· Business associations





Question 4 
	Objectives
	· Determine and document criteria to determine suitability of international markets for product or service
· Complete international market profiling based on established criteria, specific targeting and positioning strategies

	
Please refer to Case Study 2 – Suitability criteria

A) What criteria should the organisation use to determine the suitability of international markets for their product? (within 30-50 words)

	
A) In order to determine the sustainability of an international market, the availability of the target group is the primary criteria. Furthermore, international market having economic and political stability, while also having acceptance for the product is their culture. 



Question 5
	Objectives
	· Access and use information sources to determine suitability of international markets for product or service to be marketed
· Complete international market profiling based on established criteria, specific targeting and positioning strategies
· Explain market profiling techniques and related software programs
· Identify sources of external and internal information on international markets

	
Please refer to Case Study 3 – Wine Consumption

A) Which country has the largest market for wine consumption?

B) Which is the smallest market?

C) Which is the fastest growing?

D) Which is the slowest growing? 

(within one word for each question) 


	
A) China

	
B) Philippines

	
C) Vietnam

	
D) China



Question 6
	Objectives
	· Selecting international markets for profiling
· Completing international market profiling based on established criteria, specific targeting and positioning strategies

	
Please refer to Case Study 3 – Wine Consumption

A) The wine organisation decides they want to profile international markets that have a substantial wine consumption and are currently growing.

Which three would you suggest, and why? (within 40-60 words)

	
A) In order to select the best three countries, a balance between the consumption value and growth percentage needs to be maintained. The first international market is Hong Kong, out of the top three it has the highest growth rate and a considerable consumption value as well. Second would be Thailand, its consumption is less than Hong Kong but it has the higher growth rate. Lastly, Vietnam, because this market has the highest growth rate with a considerable consumption rate as well. 



Question 7
	Objectives
	· Evaluate and choose approaches for determining and describing total market within selected countries, for a product or service
· Define target market for a product or service in terms of prospective users/consumers, selected market segment/s, and cultural appropriateness of product or service
· Complete international market profiling based on established criteria, specific targeting and positioning strategies
· Summarise cultural aspects relevant to international markets profiled
· Explain market profiling techniques and related software programs

	
Please refer to Case Study 4 – Extreme sports

A) What approach could the company use to determine the total market in New Zealand? (within 40-60 words)

	
A) In order to determine the total market in New Zealand, a number of steps need to be taken. Primarily the target customers need to be defined and the number of target customer needs to be estimated. Furthermore, the penetration rate will be determined for the service being offered. Then the potential market size would be calculated, for the volume and the value.



Question 8
	Objectives
	· Use segment descriptors to describe target market
· Complete international market profiling based on established criteria, specific targeting and positioning strategies
· Explain market profiling techniques and related software programs

	
Please refer to Case Study 5 – Motorhome buyers

A) What is the organisation’s demographic target market? (within 10-30 words)

	
A) The demographic target market includes males, in the age group of 46 to 59. Furthermore, the income group of $2600 to $38000 who are also married are included. People having college level degree, have no children at home and have access to TV are also part of the target market.






Question 9 
	Objectives
	· Identify available marketing strategic options and selecting targeting strategy that best meets requirements of the marketing plan
· Produce targeting and positioning strategies accounting for cultural differences
· Explain market profiling techniques and related software programs

	
Please refer to Case Study 5 – Motorhome buyers

A) What would be the best media vehicle to target the market, and why? 
(within 20-40 words) 

B) Which other marketing options might be suitable? (within 10-30 words)

	
A) The primary media vehicle is the TV and TV ads. This is because it is included in our target demographic research and the highest number of people have access to it. Furthermore, it will be directly advertising to the target market. 

	
B) Furthermore, the internet and social media can also be used as a media vehicle to target the market. This has the second highest usage according to the demographic research. 



Question 10 
	Objectives
	· Check cultural appropriateness of chosen targeting strategy using available information sources
· Produce targeting and positioning strategies accounting for cultural differences
· Summarise cultural aspects relevant to international markets profiled

	
Please refer to Case Study 6 – Cultural appropriateness

A) Which changes did McDonald’s make to ensure products are appropriate for the following markets? (within 10-30 words for each country)
· Japan
· India
· China

	
A) For Japan, they formed shrimp burgers and nuggets with café atmospheres and multi floor restaurants. For India, they formed vegetarian Big Mac’s and Big Mac’s made from the meat of lamb or chicken. Lastly, for China, they formed walk up express windows.



Question 11 
	Objectives
	· Describe total and selected market and selected market segment/s as a consumer profile
· Complete international market profiling based on established criteria, specific targeting and positioning strategies

	
Please refer to Case Study 5 – Motorhome Buyers

A) Which market research categories do the typical motorhome buyers best fit into according to the:

· ABC1 method
· Life stage
· Acorn method

(within 70-90 words)


	
A) In this the ACORN method was used and the purchasing behaviour was researched. ACORN is an anagram for a classification of residential neighbourhoods. The buying behaviour for the motor homes was calculated on the basis of their age, gender, income, relationship status, family, level of education and the daily access to media. These factors determined which sub parts of these groups would be the most ideal target market for the Motor homes. 



Question 12 
	Objectives
	· Ensure consumer profile identifies consumer characteristics in standard statistical terms and/or descriptive terms used in media selection
· Complete international market profiling based on established criteria, specific targeting and positioning strategies

	
Please refer to Case Study 5 – Motorhome buyers

A) Which other descriptors could be added to the consumer profile? 
(within 20-40 words)

	
A) Other than the ones listed above, there are several other descriptors that could be used. Owning property or house of their own is another descriptor that could be used. Outdoor camping and other recreational activity indulgers can also be used as a descriptor. 



Question 13 
	Objectives
	· Use demographic data and/or psychographic descriptions in consumer profile in accordance with requirements of the marketing plan
· Complete international market profiling based on established criteria, specific targeting and positioning strategies

	
Please refer to Case Study 7 – Consumer profile

A) Create consumer profile of Sarah. Make sure it includes both demographic and psychographic descriptors. (within 50-70 words)

	
A) Sarah is a female between the age group of twenty-five to thirty-five years old. She is currently working and is in a relationship and living with her partner. She is adventurous and likes to explore the great outdoors. She is an avid buyer of sports apparel. Sarah is looking for more adventurous sports but finds it expensive. Most of her income is used on restaurant dining and travelling. 



Question 14 
	Objectives
	· Ensure profile meets organisational requirements for language, format, content and level of detail
· Outline organisational requirements for presentation of completed profile

	
Please refer to Case Study 8 – Profile standards

A) Does the profile meet the requirements for content? If not, what is missing? 
(within 20-40 words)

	
A) The profile does not meet the requirements for the content. Firstly, because it is missing the number of employees. Furthermore, they have not mentioned their annual sales and they have not dictated any budget for improvement within their technology. 



Question 15 
	Objectives
	· Identify available positioning strategies and choose a strategy to meet marketing requirements and consumer profile, including culture of profiled groups
· Produce targeting and positioning strategies accounting for cultural differences

	
Please refer to Case Study 9 – Positioning strategies

A) Which positioning strategy is the company using? How do you know? 
(within 30-50 words)

	
A) Positioning strategy based on competitors have been used. Whereas, the lowest prices are kept in response to competitors in order to gain a higher market share. This hurts the company at first but gives them an advantage in the long run.  



Question 16 
	Objectives
	· Check cultural appropriateness of chosen positioning strategies using available information sources
· Produce targeting and positioning strategies accounting for cultural differences
· Summarise cultural aspects relevant to international markets profiled

	
Please refer to Case Study 9 – Positioning strategies

A) What would be another potential positioning strategy which is culturally appropriate for the company? Use information in the Case Study and Chapter 4.2 to help you. (within 60-80 words)

	
A) [bookmark: _GoBack]Positioning strategy based on cultural symbols should be used. People in China expect low prices and high quality. This is culturally appropriate in China, so the product should also be positioned in that way. This way, even if they hurt their profits, they will still be seen as the cheapest company available. This will make them culturally significant for the Chinese people. 





Question 17 
	Objective
	· Write a positioning implementation plan in accordance with organisational requirements

	
Please refer to Case Study 9 – Positioning strategies

A) What could follow this phrase to summarise TechTown’s strategy in a positioning implementation plan?

“When people think of our brand, I want them to think of…”

(within 20-40 words) 

	
A) [bookmark: _3rdcrjn]When people think of our brand, I want them to think of trust, quality and low prices. This is how TechTown’s strategy in a positioning implementation plan is summarised. 




















Marking Sheet for Assignment: Profile International Markets
	 Did the candidate
	Competent

	
	Yes
	No

	Answer all questions and address all the requirements specified in the Assessment Task?
	☐
	☐



Student Submission Checklist:
	Trainer name is written on the first page
	☒

	Student name is written on the first page
	☐

	Student number is written on the first page
	☐

	The student submits the assessment within the due date
	☐

	1. The student incorporates employability skills (such as communication, team work, problem solving, initiative, technology, self-management& learning)
2. 
	☐

	[bookmark: 26in1rg][bookmark: lnxbz9]The student used the required style for this document 
	☐







	Comments:
Comments will be provided as feedback files or in ACCIT Moodle







	

	Result:
	☐ Satisfactory
	☐ Not Satisfactory

	
	The declaration below will appear when you click submit in ACCIT Moodle assessment submission link. You must check the checkbox and click submit. A draft copy will not be accepted as submission.

	Student Declaration:
This assignment is my own work, except where I have acknowledged the use of the works of other people. I have retained a copy for further reference.





	

	Trainer:
I declare that I have conducted a fair, valid, reliable and flexible assessment with this student, and I have provided appropriate feedback
	Date:
	

	
	Signature:
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