August 29, 2004

The dictionary is the only place where success comes before work. 
Mark Twain
This newsletter is free and sent only to a select group of contacts that I have developed throughout the world. You can show your support by forwarding it to a friend.  Thanks for reading my newsletter and hearing your feedback; I enjoy bringing you these manic bits of minutia manna.  -Bill Stella
Dear Friends,

There are some very interesting things happening in the next few weeks.  I will keep you posted!

Goerge Baggott has asked me to canvas my readers for a request for new products (equipment only) for most innovative products that are in our industry.  The operative words are NEW and INNOVATIVE.  This request is for all products made for the foodservice industry worldwide.

I would appreciate all of your thoughts on this.

KEITH’S KORNER:  Read further down on the French Wines taking a hit.  This may be the time to stock up on the 2000 Bordeaux. 

This week there are some very interesting articles regarding China.  One of the articles I left in its entirety. My daughter who is an account coordinator for Young and Rubicon (one of the largest PR and Advertising Companies worldwide) sent this to me.

I also included an interesting summary of Sales Tips by Michele Nichols.  This is a summary, but you can access the entire article on my website:

Also included,

1. Come for the bed, stay for the food (Does the food really win out over the bed?)

2. The hits keep coming for French winemakers (Great time to buy French Wines)

3. One in three have high blood pressure as obesity rates soar (No surprises here)

4. Sharp microwave gets health-conscious (Is this really serious?)

5. Israel Hotel Overnights Up 17% In January-July (Despite the trouble, hotels stays are up)

6. High Oil Prices – Perhaps the Robust Chinese Economy is one Reason (We always think of oil as being a supply issue instead of a demand issue).

7. French Summer Reservations Down 6% To 8% (Anyone care to take a guess?)

8. Grapes yield natural food preservative (Does that mean if I keep drinking wine, I’ll live to be 100?)

9. INSIDE THE ASIAN COLOSSUS: China as Market and Marketer (This is worth the reading.  It has great insights into modern day China

10. Some Great Sales Tips by MICHELLE NICHOLS, Entrepreneur.com
==============================

Come for the bed, stay for the food

============================= 
Travel writer Joan Scobey says the fare at London hotel restaurants has vastly improved, to the point where people are booking certain hotels just for the restaurants. Among her recommendations are the Boxwood Cafe at The Berkeley and Brasserie Roux at the Sofitel St. James.   The Miami Herald (free registration) (8/22)
======================================

The hits keep coming for French winemakers

====================================== 
Increased competition from foreign wines, the high price of growing grapes, declining wine consumption in France and the soaring Euro have all attributed to a decline in the French wine market. French lawmakers are expected to relax some long-standing rules that would enable winemakers to use irrigation systems and wood chips during fermentation to better compete.   CNNmoney (8/24)

=================================================

One in three have high blood pressure as obesity rates soar

================================================== 
As many as one in three adults have high blood pressure, according to government researchers. The figure is an increase from about one in four a decade ago. The number was dropping two decades ago, but experts say the rising rate of obesity is causing the increase in people with high blood pressure, raising their risk for heart attack, stroke and kidney failure.   USA TODAY (8/24),   MSNBC (8/23)[image: image1.png]



==================================

Sharp microwave gets health-conscious

================================== 
Using "superheated steam," Sharp's latest microwave is designed to "melt" away fat, as well as reduce oil and salt from a variety of foods, including steak and chicken. Calories from a beefsteak cooked in the unit can be reduced by 13%, the company says. The new microwave will be introduced in the Japanese market next month.   CNNmoney (8/24)

=======================================

Israel Hotel Overnights Up 17% In January-July

======================================= 
There were 1.86 hotel overnights in Israel in July, up 4% compared with July 2003, but 16% less than in July 2000, the Israel Hotel Association economic division reported. Tourist overnights total 427,000 in July, 49% more than in July 2003, but 50% less than in July 2000. Hotel overnights by Israelis totaled 1.4 million in July, down 4%, compared with July 2003. Of these, 747,000, over half, were in Eilat. Nationwide hotel occupancy in July was 55%, 3% higher than in July last year. The highest occupancy rate was in Eilat 81%. 
Read the full story >>
==========================================================

High Oil Prices – Perhaps the Robust Chinese Economy is one Reason

===========================================================

News from China provided a reminder of how much the unstinting demand side of the equation eclipses the more dramatic supply worries when it comes to driving up prices.

In this summer of petro-inflation, when futures for light sweet crude -- the highest-quality oil -- fetch a new record price almost daily, the major players in the story have become as familiar as those of presidential politics. Among the supply issues, there's the constant threat to Iraqi exports from a multipronged insurgency; the Kremlin's war of attrition with energy giant Yukos that intermittently, if theoretically, endangers Russian exports; the twists and turns of Venezuelan democracy that raise doubts about the world's fifth-largest oil exporter; and the cliched if genuine terror premium pricing in potential violence in Saudi Arabia or elsewhere. While any one of these could periodically push oil prices higher, the tight global supply that gives them so much weight and prompted the steady climb toward $50 can in many ways be blamed on the U.S. and China, the world's two biggest consumers.

Today the Chinese government said oil imports in July were up 40.7% from a year earlier at 9.61 million metric tons, or an average of 2.27 million barrels a day. The increase brought the country's crude imports for the first seven months of this year to 70.63 million tons, 39.5% higher than the same period in 2003. Moreover, China's oil exports -- mostly low-sulfur crude it sells to Indonesia -- were down 38.1% in July. And demand from the insatiable Chinese economy isn't going to recede, even if the government succeeds in slowing growth to a manageable speed. In the U.S., which consumes much more than China, demand keeps rising as well if not as quickly -- 3.5% in the second quarter from a year earlier. The geopolitical vicissitudes may subside, or at least some of them. But costly oil isn't going away. Conversely, if oil prices stay this high or keep rising, the economic growth in the U.S. and Europe that helps drive them will likely take more of a hit. The early surge in trading today had petered out by this afternoon, and light crude for delivery next month closed 84 cents lower on the Nymex, at $47.86.

=======================================

French Summer Reservations Down 6% To 8%

====================================== 
The number of overnight hotel reservations during France's summer vacation season has fallen 6-8 pct from last year, with 21 of France's 22 departments reporting stagnant or declining activity, according to a study by industry group Protourisme. "Over the past two years, France will have seen reservations drop by 12 pct, costing about 5 bln eur of revenue and 50,000 direct and indirect jobs," the study found. 
Read the full story >>
================================

Grapes yield natural food preservative

================================ 
Turkish researchers have discovered a naturally occurring food preservative can be made from grape pomace extract. The anti-microbial could help satisfy a growing demand for natural solutions to food spoilage.   FoodNavigator (8/20)

====================================================

INSIDE THE ASIAN COLOSSUS: China as Market and Marketer

====================================================
 HONG KONG (AdAge.com) -- On Nanjing Road, Shanghai's answer to Madison Avenue, well-dressed women eye designer fashions at a new luxury shopping center, junior executives stop at Starbucks before heading to work in nearby skyscrapers and chauffeurs loiter near BMW sedans. 
A short cab ride away, a different picture of China emerges. Hawkers sell cheap dumplings from roadside stalls alongside crumbling houses with outdoor plumbing and endless rows of bicycle repair shops. 
Fastest-growing economy
China, 1.2 billion consumers strong, is the world's fastest-growing economy, projected to eclipse Japan by 2020. The world's biggest marketers are pinning their growth projections on China, already one of the top five global ad markets, in its dual role as the world's factory and one of its largest consumers. "If you are a major global player, you have to be in China. If you're not in China, you need to be aware of what's going on here," said Procter & Gamble Co.'s chief marketing officer, Jim Stengel, during a visit to China earlier this year. "It's not just a procurement and production center anymore." 
But the vast gaps between its urban and rural, rich and poor, educated and illiterate population, combined with its ethnic diversity, make marketing in China a daunting task. 
Ad Spending up 40%
The country's ad spending grew 40% to $14.5 billion last year, ranking it among the top five advertising markets in the world. Yet half the population can barely afford rice, much less Buick sedans and Nokia cellphones. 
China is made up of two dozen distinct markets sprawling across 2,000 cities. Each has its own culture and can be reached only through a cluttered, undeveloped media environment. "China is a very decentralized market," said Tom Doctoroff, area director for Northeast Asia and CEO for China at WPP Group's J. Walter Thompson Co. "It's like operating in an asteroid belt." 
"Even Beijing and Shanghai, China's most modern cities, are completely different from each other in language, food, culture and personality," said Quinn Taw, managing director, WPP's MindShare, which is based in Beijing, the epicenter of China's economic earthquake. 
Armani Group store
Yet consumers in Beijing, Shanghai and Guangzhou can be as sophisticated as shoppers in Hong Kong or even New York. Last April, for example, Armani Group opened an 11,000-square-foot flagship store on Shanghai's historic Bund and plans to open up to 30 stores in China by 2008. 
Multinationals eager to capitalize on China's stunning potential find they must beat back surging local brands or form uneasy alliances with local businesses. "It's painful for foreign marketers to set up an operation in China. The biggest challenges are distribution, management and geographical expansion," said Vincent Digonnet, CEO-Asia/Pacific at Havas' Euro RSCG in Singapore. 
Outsiders face tough competition from local firms, including both legitimate companies and copycats, which knock off foreign products, packaging, advertising and growth strategies. China's entry into the World Trade Organization has given foreign companies a more level playing field, but local companies adapt more quickly to market conditions and enjoy a head start from established distribution networks. Now they are also starting to engage consumers with sophisticated brand strategies rather than tactical promotions based on price. 
One strong leader
"Most Chinese enterprises have one strong leader who decides everything. That's good in the initial growth stage, but afterwards you need a development structure. Some companies are learning," said Kitty Lun, general manager and executive creative director for Havas' Arnold Worldwide Partners, Shanghai. 
Among the brands she cited was Lenovo. The company already markets China's top-selling computer, but recently upgraded its sales, marketing and distribution operations and invested more money in research and development. Lenovo was the first Chinese company to sign up as a sponsor for the 2008 Olympic Games in Beijing, a signal it wants to compete on a global stage against manufacturers such as Dell Corp. and IBM. 
Lenovo is "light years away from competing globally," said an executive familiar with the company, who also noted that Chinese companies "do learn fast, both in terms of product and marketing, and Lenovo wants to use the Olympics to present itself as a global player." 

Haier is already a big seller in the U.S., where its air conditioners, refrigerators, freezers and wine cabinets sell well at Wal-Mart Stores, Home Depot and Target. Known more for low prices than quality, Haier is trying to transform its image from cheap Asian knock-off to world-class player through branding, said Viveca Chan, Grey's chairman-CEO, Hong Kong and China, who has helped Haier with marketing assignments. 
That's a transformation that Japanese and Korean marketers such as Sony Corp. and Samsung went through in the past. 
Prickly partnerships
Multinational marketers don't just have to compete with local companies. Often they must partner with them, required to invest in China through joint ventures. Such alliances often stir up egos and mistrust. 
"Chinese companies don't want to be under the thumb of global players and they are suspicious of foreigners' ability to navigate in the local market," said Mr. Doctoroff. 
If the multinational is a minority shareholder, it seldom has the ability to make key decisions. Even in 50/50 ventures, there are questions about who is responsible for marketing decisions, because Chinese and foreign companies approach the discipline differently. 
"Local companies are vertically-driven models based on efficiency. They often view marketing as a function of the sales force and see ad agencies as suppliers. The focus is on cost savings, not brand-building," said Mr. Doctoroff. 
Global consumer marketers such as Procter & Gamble, Unilever and Coca-Cola Co. have, for the most part, taken control of marketing, sales and distribution decisions over time, but relationships are tense in categories dominated by manufacturing. 
Miller vs. Busch
Harbin Brewing Group grew so dissatisfied with minority investor SABMiller, for example, it courted a second foreign partner, SAB's archrival Anheuser-Busch, leading to a bitter takeover battle for China's fourth-largest brewery. 
In China's auto industry, more than one dozen marketers from the U.S., Europe, Japan and Korea have formed joint ventures with Chinese automakers to make passenger vehicles, but the top three, Shanghai Automotive Industry Corp., First Auto Works and Dongfeng Motors, account for two-thirds of all production. 
Rife with overlapping relationships, the industry is a hotbed of distrust. For example, both Volkswagen and General Motors operate joint ventures with SAIC, and Volkswagen maintains a second joint venture with SAIC's biggest rival, FAW. 
In fact, Volkswagen nearly abandoned plans to develop its first national brand campaign in China this year because the process had to include the German automaker and both Chinese partners, none of whom work well together. 
"Joint ventures cause a lot of problems in China," said a Shanghai-based agency executive. "Sometimes the partners hate each other. Decisions are often made at the expense of the other partner -- and the agency often gets stuck in the middle." 
GM gains on Volkswagen
Although Volkwagen remains the market leader, it's in danger of losing that position to GM, which locally assembles Buicks for professional Chinese, marketed with upscale, aspirational advertising from WPP's  Bates Advertising. GM hopes to broaden its appeal by introducing luxury Cadillacs and mass-market Chevrolets over the next year. 
With so much emphasis on economic development and foreign investment, even Chinese cities are starting to think about their image. The country's most Western metropolis, Shanghai, launched its first brand campaign earlier this year to promote business and tourism both within China and abroad. A TV spot, created by Bates, compares Shanghai to the romance of Paris, Tokyo's vitality, London's fashion trends, the atmosphere of Venice and New York's creativity. The ad was commissioned by Shanghai Media Group, an aggressive multimedia conglomerate with investments in radio, TV and newspaper outlets as well as sport and culture organizations. 
Heightened consumer expectations
Despite numerous obstacles and the expensive, time-consuming learning curve facing foreign marketers in China, they remain excited about China's future because consumers there have high expectations of their own. Many city children in Beijing and Shanghai fully expect their future includes a house in the suburbs with an SUV parked in front. In less developed regions, aspirations may be lower, but a growing middle class will, over time, consume more soft drinks, wash clothes with better detergents and be more likely to drive to work in a car than pedal a bicycle. 
At least that's what the future marketers are gambling on. "China's a slow build, a long-term promise," said JWT's Mr. Doctoroff. But "it has to rise. The thought of China not rising ... is a disaster." 
=======================================================

Some Great Sales Tips by MICHELLE NICHOLS, Entrepreneur.com
=======================================================
What would you do if the first words from a prospective customer were, "Hi, I'm in a rush, so let's cut to the chase -- and the bottom line." When this happened to a salesman I know, he dropped the list of questions he had honed with the intention of establishing a personal connection and went right into the sales spiel. He extolled the wonders of his offerings, the history of his company, and the price of his products. His reward? A terse, "Thanks, but no thanks."

The lesson is clear: Even in these busy, hustle-bustle times, when you're in front of a customer, it can be fatal to ignore the personal-connection aspect of selling. At its most basic, connecting with a customer doesn't need more than a thoughtful question or two -- but it can and does make the difference between a sales call and a sale. Here are seven reasons why: 

People buy from people they like.

People like people with whom they feel a connection.

Connections build trust between people.

A connection makes people less likely to cheat and deceive.

People want to help people they feel connected to.

People refer friends to people with whom they feel connected.

People want to do repeat business with people they share a connection.

====================================================================

Feel free to send this newsletter to a friend

Back Issues of the Newsletter can be found on my website: www.dmsintr.com
If you wish to unsubscribe to this newsletter, click here or kindly reply and put in the subject line “unsubscribe”
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