DOI: 10.18267/j.pep.453

BOOK REVIEWS

DIVERSITY IN EUROPEAN MARKETING

Paul-Marc Collin, IAE, Centre de Recherche Magellan, Université Jean Moulin, Lyon,
France

T. Rudolph, B. B. Schlegelmilch, J. Franch, A. Bauer, J. N. Meise (Eds). Diversity
in European Marketing. Texts and Cases.
Wiesbaden : Springer Gabler, Gabler Verlag, 2012, pp. 273. ISBN 978-3-8349-1420-0.

The book “Diversity in European Marketing”in marketing and related domains, managers
contributes to the knowledge and to the debatevolved in diverse marketing issues such as
on European marketing and more sfieal- product and brand managers, retail category
ly on the diversity of marketing frameworksmanagers, supply chain managers or commu-
and practices in Europe. A research agendécations and public relations managers. The
was establisbd among the scholars of thebook puts practices in perspective and draws
CEMS Marketing Faculty Group regardingsome academic lessons by discussing marke-
Marketing Challenges in a Diverse Europeating literature in relation tdield observations
Market. The book offers non-traditionaland secondary information collection.
perspective to European Marketing throurn thefirst chapter
gh interpretation of cases studies as well gs Europe”
through the relevant theory.

“Migration and Minorities
issues such as migration and
catering to ethnic minorities are illustrated
The contributions by twenty authors are grouwith case study of Deutsch Bank’s subsidia-
ped into three main parts. Tfiest part conta- ry Bankamiz and the fast food chain KFC in
ins articles dealing with the targeting divers&rance. Acculturation process and the concept
demographics and managing structural diveof ethnic marketing are the main theoretical
sity in Europe. The second part deals with aclepproaches used in this chapter. The second
nowledging and managing diversity in conchapter is dedicated to the problenfighting
sumer behaviour in Europe. Finally, the thirdgainst social isolation. The text addresses
part deals with responding to diverse marmgeing consumers and provides the case of
keting environments and managing diversitdazile Telecom offering simple communica-
in Europe. tions solutions to elder customers. The third

The book is written to be accessible to Mast(_ﬁhapter na.med “Changing Media Ezegulation
and PhD students willing to pursue a cared? EUrope: VIASAT3 in Hungary” shows
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how to deal with changing and incongruenBeetle by Volkswagen, Mini by BMW, or the
media regulations. This is illustrated by theew Fiat 500. The risk for marketers is lower
case of the TV station VIASAT 3 in Hungary.than introducing a brand new product.

The first pgrt closes with the fourth chapteg;or the author, the general model of brand
on managing early and mature markets ang, i, may be applied to retro brands to show
acase on the banking industry, focusing on tl’fﬁe benéts an old brand may bring when laun-
UniCredit Group. ching a new product (Machkové, Lhotakova,
The second part of the book pertains to ackral, 2010 and Aaker, 1995). What is intere-
nowledging and managing diversity in consusting in this article is to look back at the role
mer behaviour in Europe. of brands in communist times and to compare
Of particular interest is theifth chapter It With today. The brand was publicly known,
“Nostalgic Branding in Central Europe”, thelts funpt|0n was to identify a product. Several
contribution by Petr Krél, a Senior Lecturef@ctories could even produce under the same
at University of Economics, Prague - ysgbrand. One brand could become the generic
As Deputy Head for corporate cooperatioh@Me for a category of products. Jar, a brand
at the Department of International Trade hBame of Czech washing detergent today pro-
is responsible for tutoring business as weffuced by Procter and Gamble, is still used
as research projects with leading companid@day as a general name for the whole catego-
such as L'Oréal, Skoda or 3M. The papé?’ of p'roduct. Companies were not forced to
deals with Nostalgic Branding in Centralnvestin brands.

Europe, illustrated by the Kofola case studyObviously, the situation changed after the fall
According to the Industrial property fofe, of the Iron Curtain. Consumers took advantage
the Kofola brand does not belong to everyonef the variety of western brands offered on the
The author starts with refreshing our memamarket. Consumers generally perceived local
ry with the context of the Velvet Revolutionbrands as old fashioned. Local producers did
in 1989 in Czechoslovakia. At that time thenot have the expertise to build a brand. Many
brand Kofola almost disappeared from théocal brands disappeared. Also, some local
market. This case provides an opportunitprands were taken over through privatizati-
for mobilizing the concepts of Nostalgia andn process, such as Skoda Auto as a member
Retro branding. P. Kral agrees that these aof the Volkswagen group. At the end of the
not just Central and Eastern European phen®990s, Central European markets were alrea-
mena. Some authors argue that this is a typiady dominated by global brands. Branding
phenomenon for the turn of centuries. Classigas still relatively underdeveloped and brand
brands bring the consumers back to the godidtings were based on experts” opinions, not
old times (Brown Kozinets and Sherry, 2003)on statistics.

Regardless of personal or communal nostalgig s 4t the end of the 1990s, attitudes of con-
consumers start to buy products of their youtly ners started to change. First of all, quality
Generation Y consumers purchase retro brangg, astern products was not found as positi-
to feel the cool things of their parent's genergy 4q expected. Moreover, attitudes towards
tion with technology of today. their own countries changed also. They felt
For further research, it could be relevant tobliged to support their home economy. This
consider retro brands and new embeddesl an interesting point somewhat connected
technologies and identify thought provokingo the issue of the “Made In”, which surpri-

case studies to be analyzed and comparesingly reappears in times of globalization.

Good examples under review include the NeWwinally local producers started to get organi-
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zed to compete witmultinational corporati- ted by insights into the private label strategy
ons. They revived old brands. of the Belgian supermarket distribution chain
The article, after presenting the situation irl? Sel:aclz:. r-g;licilrggagﬁgfdml—&ecgr?\?::irgfée
East Germany with the famous “Ostalgia’a P ’

and the Czech Republic, focuses on the ca%god Marketing” is showing how the

study of the Kofola as a revived brand. In Eas orwegian food producer Toro empowers 'ts.
Sonsumers to become co-producers of their
Germany, change was abrupt. Local brands . .

. . . convenience food by using so called I-made-
lost their appeal overnight. No language barne{_m <elf effect

existed between East and West Germany. The ™Y ’

retailers did not want to support local brand&he third part of the publication deals with
anymore. The nostalgia trend in East Germari}pw to respond to diverse marketing environ-

was driven by older consumers, which make®ents and how to manage such diversity.

it difficult to sustain. In the Czech RepublicThe ninth chaptefi¢st chapter of third part) tells
the main competitive advantage of locaj;s how today’s companies are often using the
brands was their lower price. But the examplgysters, explains the role of regional headquar-
of a Czech watch company PRIM which introyers and presents the case of Puma, the sports
duced a one to one marketing approach to Cigsmpany. The tenth chapter deals with mana-
tomers shows good practice of repositioning Cﬁing consumer experiences and provides two
the local brand. Each customer could choosgses on design as a solution for transformation.
the material that the PRIM watch will be maderne eleventh chapter “European Market Entry”
of. The brand gave an individualized platinum jjiystrated by the case of the Swedish market
watch to the Czech President Vaclav Klaus. |eader in dairy farming and automatic DeLaval.
This product Kofola dates back from 1962The twelfth chapter “Growing with the Wind:
with the Kdi-Syrup. The author believes thafThe Case of Vestas” addresses the important
this brand could be used as a benchmark issue of renewable energy, and provides the
a successful Central European company thé@se of the successful Danish company Vestas
used the nostalgia to start again and develop ¥énd Systems.

strategy continuously in order to becomeareaili0 conclude, this book provides a rich and
market leader. The comeback of Kofola stakzontrasted view about European marketing

ted in 2000, when the company Santa napoj, ts strengths and weaknesses: the con-
acquired the license for the drink. The branﬁ'ibutions are as diverse as their authors,

was bought for 8 million euros. TV was Cho'coming from as many countries as chapters.

sen for the advertising campaign to show the, .y chapter provides a detailed bibliography
ambition of the company. Today, Kofola is thg,,;ging reference books as well as academic
most popular Czech brand. articles. Each chapter makes sure that updated
The sixth chapter addresses diversity in Eurdigures are presented and historical backg-
pean retailing and outlines the history andound explained. Altogether, the book presents
challenges of the German hard-discounter Ald comprehensive perspective on the Diversity
in the United Kingdom. The seventh chaptein European Marketing, including updated
“Private Label Strategies in Europe” is illustrareferences, and pragmatic case studies.
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