The “Made in Italy” in the Chinese Market

Index

1. The international strategy and modality to eitr a new foreign market 25

1.1 The economy theory of the internationalization
1.1.1 The theory of international trade
1.1.2 The theory of direct investment abroad
1.1.3 The chain value management

1.2 Modality to enter into a new foreign market
1.2.1 Export
1.2.2 Franchising
1.2.3 License
1.2.4 Joint ventures or strategic alliances
1.2.5 FDI

2. The Marketing strategy 20
2.1 Product (Position) (Strategy discussion: Statide o Adapt)
2.2 Price
2.3 Promotion
2.4 Place (Distribution)

3. The products Made in Italy 25
3.1 Introduction
3.2 The most famous products “Made in Italy” in therld
3.2.1 The fashion industry
3.2.2 The food and beverage industry
3.2.3 The automatic machine industry
3.2.4 The furniture industry
3.3 Challenges and opportunities for the Italiaodpicts
3.4 Luxury products Made in ltaly



4. Analysis of the Chinese market 24
4.1 Overview of the Chinese market
4.1.1 Economical environment
4.1.2 Political environment
4.1.3 European companies in China
4.2 Analyze of different sectors of China
4.2.1 Clothing
4.2.2 Food and beverage
4.2.3 Machines
4.2.4 Decoration and furniture
4.3 Analysis of business environment
4.3.1 FDI in China
4.3.2 China intellectual property protecting system

5. The case of clothing industry, the brand “Kappa34
5.1 Introduction
5.2 The BasicNet
5.2.1 Introduction of BasicNet
5.2.2 Value chain management
5.2.3 Activities with China
5.3 The brand “Kappa” in China
5.3.1 The development history
5.3.2 The business result of the recent years
5.3.3 Analyse of the marketing policy
5.3.3.1 Product
5.3.3.2 Position
5.3.3.3 Price
5.3.3.4 Communication
5.3.3.5 Distribution
5.3.4 Analyse of their strategy
5.3.5 How to solve the capital problems



The “Made in Italy” in the Chinese Market

Introduzione

Today, expanding a business across borders hasmhecone of the
most used suggestions for the international mankgtstrategy. More
and more companies have <chosen to be involved ine th
internationalization activities. There are more dap and financial
flows all over the world. With such kind of worldcenomical
background and trend, the aim of this thesis istdize the “made in”
effect, further dig out the comparative advantagesthe Made in
Italy products among the world and to analyze thesgbility of
marketing in the Chinese market, particularly thpportunities and

the challenges.

In this thesis we will firstly review the main inteationalization
theories and display the methods of entry into aefign market. We
would review the 4P theory (Product, Price, Pronootiand Place), as
a foundation which would be further utilized as anmketing mix in
the case study in the last chapter. We will alsaeu® on the “Made in
Italy” products, mainly on the clothing and fashiomdustry, the food
and beverage industry, the automatic machine indusand the
furniture and decoration industry. In the followinghapter, we will
introduce the related industries in the Chinese kearto illustrate the
economical and political environment for foreignnepanies to invest
in this market. In the case study, at the last paré have taken the
brand “Kappa” as an example to study how to succaethe Chinese

market.



In conclusion, today there are more and more com@arnhat have
made tentative tries in the Chinese market, someeh&on, some have
lost. The most important things are to make a brettesearch, a
complete self evaluation and find the right opparitty to enter that

market.



