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Approaching the local market for Fisherboats

MANAGEMENT SUMMARY

This report describes the research done for Fisherboats. This company is located in Vietham
where it produces several types of boats. Since the great political reforms of 1986 the country
made an enormous economic growth. Fisherboats wants to participate in this growth of the
local Viethamese market. As it nowadays only focuses on export their home base is a new
target market, which they want to approach with a polyester lifeboat. Therefore they
formulated the following research problem:

"What is the right marketing strategy to create competitive advantage, in order to obtain
growth, sustainability and finally market success regarding the market of polyester
lifeboats in Vietnam?”

This research describes the different aspects of the local market and their possible influence on
the market strategy. The research problem is split up in three sub-questions:

What do we understand by market strategy?

When does a company have a competitive advantage? And is this currently the case for
Fisherboats?

What are the relevant characteristics of the market regarding polyester boats?

The research starts with a literature review. For the description of the macro environment a
PESTEL analysis is being used, which will indicate the positioning of the polyester lifeboats in
its market. PESTEL is an acronym for Political, Economic, Socio-cultural, Technological,
Economic and Legal factors from the environment. On the hand of Porter’s 5 Forces
Framework, the position of Fisherboats in its branch is described. The model observes five
different forces: new entrants, suppliers, buyers, substitutes and competitors. The structure of
the internal organization is described on the basis of McKinsey’s 7S Model. This will provide
insight in the quality of the performance of the organization.

The research can be categorized as an observational study. In order to explore the general
area of water sports in Vietham several interviews were held. Based on the results of the in-
depth interviews some questionnaires have been formulated for different sub-populations.
Almost a hundred resorts were asked to fill in an online questionnaire. Besides, over a hundred
tourists at the beach were asked for their opinion about water sports. Within the company, the
action of the employees and staff was being observed in order to get insight in the operational
exercises of the company. Finally, a database with all the information of the resorts was made,
which provided a descent basis for the market description.

Vietnam is a political stable country with a steady growing economy. Foreign investments grew
rapidly the last three years. The tourist sector also shows great potential by its growth in the
last ten years. As Fisherboats is one of the only yacht building companies in the country it has
a rather unique position. On the other hand this involves a threat of nhew entrants, who want to
fill the niches in the market.

The inland of Vietnam is not ready for sailing, as there is a lack of descent harbors for yachts.
With a large number of tourists visiting Vietnam and an underdeveloped water sport offer, the
resorts at the coastline form an interesting target group. Therefore this research focuses on
the coastal area, where harbors are not necessary for lifeboats.

The research showed that the internal structure of Fisherboats is unstable. The company
cooperates with several unreliable suppliers for major parts of the boat. This results in lots of
delay with their current orders from outside Vietnam. The current laborers could not execute a
growth of order portfolio, as they already are too busy with the existing projects. The
confrontation matrix exposed three focus areas within the strategy. First of all there is the
importance of the assistant manager. He can help by making use of the opportunities of the
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market. Two other important focus points are the threat of new entrants and the lack of
descent supp iens,

Fisfierboats has to sowve these pnobems finst, befone appnoaching the oca manket. The
neseanch showed potentia fon the oca manket at the coastine. Instead of spending 2 ot
money fon mass manketing Fisherbosts shoud uvse dinect manketing as manket stnategy.
Instead of Focusing on the whaole market or a8 part of it, direct marketing puts its focus to the
individual market, or target market: the resorts at the coastline. The research shows the
customer characteristics and its preferences. This should be used when approaching the local
market.

Fon appnoaching the possib e customens dinect v, the company has to hine a commencia agent,
who can visit the target gnoups. This penson has to make use of the know edge gathened by
the neseanch. As a8 motivational incentive the function can be cneated on a commission basis,
Most respondents of the resort survey think that they will attract more tourists if they have a
mare diverse offer. As most of the resorts already have many general facilities, water sports
can be a diversification of their current offer. According to the research, user friendliness and
purchase price are the two most important factors of buying a boat. Besides, the database will
provide the commercial agent with information about the resorts,

The fina chapten descnibes the steps to take fon Fisherboats in onden to adapt the oca manket
successfu y. The p an descnibes an intenna neconganization and a specification of tasks fon the
commencia agent.

- Internal reaorganization

¢ Fisfierboats should hire more personnel. The company needs ungqualified
employees. It will not be hard to find in Vietnam,
& planning structure should be made in order to answer the current and Ffuture
demand,

= Fisherboats shoud hine 8 commencia agent who wi se  the pnoduct in the
manket This agent shoud be pewanded with a cstapdand sz any pusa
commission as a motivationa incentive

z The company have to make promotion materials, like a prospectus with pictures
and prices of the boats and additional products / services.

- Specification of tasks for commercial agent
¢ \isiting the possible customers in order to sell lifeboats,
i+ He / she has tb make use of the database with infonmation on a | the nesonts,
n  Shou d keep in mind the nesu ts of the questionnaines {nesont & tounist)
n If possib e make use of an individua gquestionnaine fon & nesont (if they have
fi ed it out).
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PREFACE

During the last three months I had the privilege to accomplish my Bachelor Assignment by
doing an internship for Fisherboats in Vietham. This gave me the possibility to get insight in
the company and the country it operates in. The diversity of life, which completely differs from
the Western life, was an amazing experience.

First of all I like to thank Mr. Visser for his support during my internship at his company. He
provided me with all the information needed and gave insight in Fisherboats by taking me to a
lot suppliers and customers. I also like to thank my colleague Trung who was always willing to
help me in his role as a translator for phone calls, letters and conversations in Viethamese.

The rapidness of the responses of Mr. Stienstra — my first supervisor — helped me a lot when
writing this report. Therefore I like to thank him a lot. The marketing background of Mr.
Constantinides proved to be a good help when I had theoretical questions concerning this
subject. I am very grateful with his help.

Finally I like to thank all the people who totally unselfish helped me when doing my research,
most of the times only in exchange for a cup of coffee or a simple smile.

Cam <n!
Ho Chi Minh City,

April 2008
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1 NTRODUCT ON

1.1. Research background

In this chapter the reader will be introduced to the company Fishlierboats @nd its Current
projects. The developments in Vietnam, which are rather promising, can be seen as an
opportunity for the company in approaching the local market. Fisherboaks wants to do this with
# re ative new product: a po yester ifekboat [ue to the ack of a decent marketing and sa es
depantment thene is no knowledge avai ab e about the cumnent manket situation. This neseanch
gives insight in possib e neyw =sads fon appnoaching the oca manket with a po yesten ifeboat,

1.1.1. Fisherboats Co. Ltd.’

Fisherboats was estab ished in 19953 in Binh Duong, Vietnam. This is night next ta Ho Chi Minh
City, the economic capita of Yietnam The company was founded by Jan P Vissen and a
Vietnamese nationa which Mn. Vissen met duning his vo untany aid wonk with Vietnamese boat
nefugees in The Nethenands, With his manitime backgnound fmom the Univensity of De £ Mn,
Visser decided to start a company in wooden boat construction in Vietnam.

In the mid nineties Vietnam was a country

which was still not very open to the rest of

the waorld and hesitant to permit foreign =]

companies. The stant-up yeans soon pnoved ‘
veny difficu bt unden the communist negime,

The govennment and the ange cutuna gap

between the Dutch and Vietnamese s owed

down pnoduction nesuting in 8 ow s5aes

volume. At the beginning of 2000 the

situation began to improve allowing a8 more

ctable organization. Figure 1 - Map of Vietnam

Mow aften mone than a decade the company is no ongen a Dutch-Yietnamese joint ventune,
but fu ¥ owned by Dutch investons with Mn, Vissen nesponsib e fon daiy management.
Changing fnrom the occasiona y bui ding of boats in the mid nineties the onden-pontfo io has
become incneasing y fu |, putting stness on the capacity of Fisherboats The company cunnent y
employs over 20 people of which the majority is production staff.

Fisherboats is specialized in customized boats. Together with the customer ideas are being
transferred into designs and designs into real boats. This essentially means that most of the
boats ane custom pnojects and #ne not ike y to be buit again The stnength of Fisherboalks is
the combination of high ski ed abon fon acceptab e costs. Most of the wonk is speciaized
handicnaft, which woud be costy in Westenn Eunope. By pnoducing in Vietnam, customized
boats ane made availab e to a angen customen gnoup. Cunnent ¥ Fsherboafs pno ifenates itse F
with the unique technique of a combination of wood and stainless steel ko build the hull. By
making the submerged part of the hull of stainless steel boats requires much less maintenance
than boats of the competition. Besides boats of wood and stainless steel, Fisherboats also
produces boats of steel and polyester. Recently, the company collaborated with a Vietnamese
cshipyard, named Nguyen. In cooperation with this yard, Fisherboafs will build 22 hotel boats
and a8 3Z2-meten sai ing boat, both fon the oca manket, Besides these pnojects, the company
has some othen pnojects in its pontfoio®,

1.1.2. Developments in Vietnam

Fisherboats mentions a couple interesting developments in which it wants to participate. The
deve opment of Yietnam in companison with othen Asian countnies shows a gneat potentia . The

! Lisser, 1 P,, 2008
* Bppandix 1 Pictures of the current projects
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Vietnamese economy has grown on average 7,29% in the last 10 years®. The GDP (Gross
Domestic Product) raised from 31.2 billion in 2000 to 52.9 billion in 2005 and 60.9 billion in
2006; an enormous growth®. Dutch traders and investors are participating in these
developments. In 2005, the total trade volume between The Netherlands and Vietnam reached
710 million Euros.

Ho Chi Minh City developed itself as economic capital of Vietham with an interesting future
perspective; the city has great potential for the coming years. Besides, the coastal area has
lots of possibilities. Compared with other countries in the region, like Thailand, Cambodia and
Indonesia, the offer of water sports is still underdeveloped.

1.2. Problem definition

Fisherboats wants to participate in this growth and these possibilities by adapting the local
market with a relative new product: polyester lifeboats for coastal as well as inland navigation.

The company likes to know what the current
possibilities are for approaching the local
market with a polyester lifeboat. The mall of
this boat has already been made, and used
for two orders in the Netherlands.

The company has a lack of a decent
marketing and sales department. Besides,
there is no knowledge available about the
current market situation. Future sales depend
on individual orders, which threatens the
stability of the organization.

A market study in Vietham that describes the
complete process from purchase until sales
will assist Fisherboats in defining their
Figure 2 - Polyester lifeboat in production marketing strategy. By doing this research a

business plan for the described new products
will help the company in selecting the best way to approach the local market.

Fisherboats wants to confirm their strategic position and adapt where necessary. Furthermore
they want to know what the possibilities are for growth, as nowadays the Viethamese market
is very advantageous.

1.3. Research problem

In chapter 1.2 the current problems of Fisherboats are described. In order to react in a right
way to these problems the company wants to have an answer on the following research
question.

"What is the right marketing strategy to create competitive advantage, in order to obtain
growth, sustainability and finally market success regarding the market of polyester
lifeboats in Vietnam?”

1.3.1. Sub questions

The research problem will lead to the following sub questions. Finally, these questions have to
answer the research question as set in chapter 1.3.

What do we understand by market strategy?

3 International Monetary Fund, 2007
4 The World Bank Group. Vietnam Data Profile
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When does 3 company have 3 competitive advantagers And is this currently Fhe case for
Fisherboais?

What are the relevant characteriskics of the macket regarding pofyester boats?

132 Research design

In order to answer the research problem the research has split up in smaller subjects, which
cover altogether the broader topic of the research.

The study starts with a general description of Fisherboats and its environment. It will give
insight in the business their operating in and the internal structure of the company. The
cunnent manketing system being used is discussed by showing the stnengths and weaknesses,

Aften this genena company descniption insight wi  be given about the envinonment of
Fisfrerboats, The extenna envinonment wi pay a8 no e in setting up business, in this case in the
local market of Vietnam. Therefore we need to understand the developments and the current
impact of the domestic and international environment to determine the local market Ffor
polyester lifeboats. The market is split up in three different segments {macro, meso, micro)
which all have their own characteristics. Moreover, global trends can possibly be a forecast to
local developments in Vietnam. The position of Fisherboaks in its branch can play a role in their
manket success. The intenna onganization of the company can possib y infuence the manket
success of the po yesten ifeboats Thenefone these factons have to ke obsenved so that thein
no e in the pnocess can be detenmined

In orden to get insight in the chanactenistics of the possib e customens and with that the manket
possibilities, a8 study will be done to map the demand for boats and water sports in general and
polyester lifeboats in particular,

This research helps to define which threats and opportunities the company faces. By knowing
these Facts the cunnent manketing stnategy can be adapted in onden to neach the best poscsib e
manket success

1.4. QOutline of the report

This nepont wi  descnibe the neseanch done fon Fisherboats fniom Febnuany unti Apni 2008, This
finst chiapten gave the neaden backgnound infonmation about the company. The pnob em was
made ¢ ean and the neseanch design was defined,

In the second chapter the theories used as a framework for this research are being described.,
These models outline the research, which start with 3 general description of the company to a
specific exertion of the research problem.

The methodo ogy being used fon this neseanch is descnibed in the thind chapten The in-depth
intenviews, questionnaines, field nesearch and theony study wi be exp ained

In the fourth chapter the data analysis will be described. On the basis of the literature as
described in chapter 2, a data analysis is done in order to answer the research questions.

The first bridge to the conclusions is being made in chapter 5. A discussion wile give insight in
the market possibilities and make a note to the methodology used.

The conc usions and necommendations ane given in the ast two chaptens, The conc usion wi
be fonmu ated on the basis of the neseanch guestion. Recommendations ane given to
Fisfierboats what to do aften this neseanch. Besides, thene ane made some suggestions fon
funthen neseanch.

The report concludes with 8 personal evaluation, which gives a reflection on my personal
behavior during this internship.
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2. LITERATURE

In onden to answen the neseanch questions and fina y the reseanch pnob em an ana ysis is done
in foun diffenent steps, This wi  constnuct & framewonk fon the so ution of the neseanch pnob em
and pnovide suppont fon the necommendations in chapten 7. The envinonment of Fishierboals
wi be descnibed in thnee eve s, stanting fnom the genena into the company specific. A | factons
are specified for the subject of the research: approaching the local market with the polyester
lifeboats, After every paragraph the specific conclusions can be found, which finally will be
integrated in a SWOT analysis as described in chapter 2.4,

research \ macro >> meso >> micro \stratagy>
problem / analysis #/ analysis / analysis /adaptmn

Figure I - Lterature research

2.1. PESTEL analysis

Fon the descniption of the macno envinohment a PESTEL ana ysis® is being used, which wi
indicate the positioning of the polyester lifeboats in its market. The listed influences of possible
csuccess or failure will be adapted in the SWOT analysis {paragraph 2.4). For Fisherboats it is
important to analyze how the different factors change now and in the future.

The mode is chosen For the wide overview it generates on the macro environment A PESTEL
ana ysis is often used fon new manket entny stnategies as an envinonmenta scanning method,
Because of its c ose connection to the ana ysis of stnengths and weaknesses, the mode can
penfect y ke used in the who e framewaonk as presented in chapten 2,

PESTEL is an acronym for the political, economic, socio-cultural, technological, environmental
and legal forces, Sometimes not all the six subjects are described {for example only PEST], but
in this case the environmental {E) and legal (L) forces probably have an important role.

e e . . ’ . e e e e
Emarmremenial reguintions and profecion — growith [Traczame chritwtion ST et g

T, pofioes .Z-xmu i A TONEEny pORES :L::g:fq PepuSton (v IRt o8 Indussry focus on technoloocl efor
Interrational Tade reguiatons and rERndons -.!:"\-‘UT_I.“'F- oending Lnbar geoxcial oty Iy imetions and develooment
__J:;::_:P TR R ;-Jt-.-'q.i:x"r'n oy Lie=tyie change=s Pt o becihvwiogy irarsher
;,-m.-“.,-_ [ Pecstton: L:—::T.:;-:‘IE?:W e ;:;txw 7 e
(SOMETITENT, SITANEENGN | MILOE Exrange e |Educanen Ersmmyy use 8o oS

(CoMpetion megston "W -1 -"l'-".‘f-#f' Fyoes (Crimges in) Informmation Technalody
Pl Shsheily ISLcu: o e D) cyhs :‘:r: Coreciousmess B e, feeings on (Cremge= in) Inberrist

Ty regpuisior I'._u-..' e o e ;Ilr.'.“, ol (e in)) Miokile Technoiogy

Figure 4 - PEST analysis

The schedule above gives an example of factors, which can be discussed on the basis of a

PESTEL analysis. Instead of making an eternal list, the key drivers for change should be kept

in mind, These are "environmental factors that are likely to have a high impact on the success
LT

on fai une of a sktnategy " The key dnivens diffen fon each specific business,

* Business Balls, 2008
% Iohnson, S., 2006
‘lohnson, G., 2005
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2.2 Porter’s & Forces Framework

The 5 Forces Framework of Porter® will provide insight in the position of Fisherboats in its
branch. This will help to define the strategy on & business-level. The framework will give
insight in the competitive action of the business unit and wil he p to define the company's
stnategy”. The fonces he p detenmine the company’s position to its competitons in the induskny
envinonment,

As the model was originally designed as a way of assessing the attractiveness {profit potential)
of different industries!? it is especially useful for this research. The different forces can easily
be adapted into the SWOT analysis at the end of this chapter. Although the model is rather old
{19307 it is still very useful For describing an industry. Nevertheless, the relative new
developments of e-commerce and Internet combined with the outrageous globalization should
# 50 be kept in mind, These factons ane not yet mentioned in the mode of Ponten,

new
entrants

suppliers

subislilules

Figure 5 Porter's 5 Forces Framework

Ponten uses five diffenent fonces to descnibe the meso envinonment, The cumu ative nesu t of a
these diffenent factons infuences the manket position of a company

The first factor described by Porter is the threat of entry, or in other words the potential
entrants. The size of this threat is defined by the extent to which there are "barriers to entry”.
According to Johnson and Scholes  these are “factors that need to be overcome by new
entrants if they are to compete successfully”, We can think of a lot barriers like economies of
scale, capital requirement, access to supply or distribution channels, experience, etc,

The second Facton is the thneat of substitutes These ane atennatives, which can be used hy
customens instead of the pnoduct on senvice that is being offened. This depend on the fact
whethen the new pnoduct on senvice is ab e to pnovide a highen benefit or vaue then the
product or service offered.

The power of suppliers and buyers #re described as third and fourth factor. They are
considered together because of their "similar effects in constraining the strategic freedom of an
organization and in influencing the margins {..) of that organization *.” There are three
conditions when the supp ien powen is ike y to be high *. Finst when thene is a concentnation of
supp iens, instead of a fnagmented sounce of supp ¥ Second, when the witching costs fniom one
to anaothen suppien ane high. And fina v, thene is the possibiity in which the suppiens ane

* Porter, M, 1980

“ Daft, R., 2000

¥ lahr=ar, G., 2006
" lohneon, 3., 2004
2 1ahr=ar, G., 2006
"' lohneon, 3., 2004
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competing directly with their buyers. According to Daft'4, the bargaining power of suppliers is
an important factor. "The concentration of suppliers and the availability of substitute suppliers
are significant factors in determining supplier power.” The power of the buyers depends on
comparable issues: buyer concentration, switching costs and the threat a supplier is being
acquired by the buyer (backward integration).

The last factor Porter mentions is the competitive rivalry, or in other words the influence of the
industry competitors. Competitive rivals are “organizations with similar products and services
aimed at the same customer group”. This degree of rivalry is influenced by a number of
factors: both internal and external as well.

2.21. Competitive strategies

The five forces as described above are the basis to build a competitive strategy on, according
to Porter'®. He suggests that the company can now choose one of three strategies:
differentiation, cost leadership or focus.

1. Cost Leadership 2. Differentation

3A. Cost Focus 3B. Differentation Focus

With differentiation the organization “seeks to distinguish its products or services from
competitors.” With this strategy a brand loyalty will raise with the customers.

With cost leadership the company chooses a strategy purely based on costs. “The organization
aggressively seeks efficient facilities, cuts costs, and employs tight costs controls to be more
efficient than competitors.”

The last strategy mentioned is a focus strategy. In this strategy the organization chooses to
focus on a specific regional market or buyer group. The company has either to choose a
differentiation strategy or a cost strategy, but puts its focus on a small part of the market.

2.3. McKinsey’s 7S Model

The structure of the internal organization from Fisherboats is described on the basis of
McKinsey’s 7S Model. This will provide insight in the quality of the performance of the
organization. The factors describe how to organize a company in an effective way. Interesting
to mention is the fact that the model has its origins in Asia, as it was first mentioned in “The
Art of Japanese Management” by Richard Pascale and Anthony Athos (1981). The model is
chosen because of its strength to guide organizational change. As Fisherboats nowadays
focuses on the European market, the company has to change to adapt the local market.

The 7 factors (all beginning with an “s”) are divided in three hard factors (rational) and four
soft factors (emotional). According to the authors'®, these factors should be integrated in order
to achieve the collective goals set. As we can see in the figure below, all factors are
interdependent.

14 Daft, R., 2000
15 Daft, R., 2000
16 pascale, R.T., 1981
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structure

Figure & - Mckinsey's 75 mode!

231 Hard factors

With stpuctune, the authors of the McKinsey mode mean the onganizationa stnoctune,
Acvording o Daft!’ these structural factors van be divided in an organic or mechanistic
structure. The first one implies a flexible structure in which the organization is well able to
adapt to environmental changes. The last one is a hierarchical structure that is characterized
by “rigidly defined tasks, many rules and regulations, little teamwork, and centralized decision
making”.

With stpategy "the pan of action that pnescnibes nescunce a ocation and othen activities fon
dea ing with the envinonment he ping the onganization attain its goa s~ is meant It describes
the shont- and ong-tenm p an fon the onganization Acconding to Daft the stpategy is dea t up in
three levels of analysis: corporate, business and functional. All these layers have their own
strategy.

The systems used within an organization can be very diverse. Generally spoken, "a set of
interrelated parts that function as a whole to achieve a common purpose” can be seen as the
definition. "A system functions by acquining inputs fnom the extenma envinonment,
tnansfonming them in some way, and dischanging outputs back to the envinonment.” Daft
makes & distinction between open and ¢ osed systems.,

232 Sof factors

The finst soft facton of the 75 mode is the shaned values of an onganization. These va ues of
the company wi be expnessed in the onganizational cutupe Acconding to Sandens the
onganizationa cu tune is defined by “the co ective undenstanding from the membens and the
intenested panties of the company. This undenstanding wi  define the way in which daiy
business is executed-*". A shared vision vcombined with shared goals will put the noses in the
came direction. Creating a8 shared vision is one of the most important functions of a leader,
according to Daft,

With skills two subjects are meant. On the one hand the (technical) skills of the laborers, who
hawve to pnoduce a pnoduct on senvice. On the othen hand the management skil s ane meant.

' Daft, R., 2000
¥ paft, R, 2000
"% Sanders, 5., 1957
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According to Daft these are split up in three different areas. The conceptual skill is “the ability
to see the organization as @ whole and the relationship among its parts.” The human skill is
“the ability to work with and through other people and to work effectively as a group
member.” aAnd fnally, the technical skill is “"the understanding of and proficiency in the
performance of specific tasks,” Iohnson and Scho es™ mention that strategic capabiity is
concenned with “the nesounces and competences that an onganization can use to pnovide va ue
to customers and cients”

A manager can take diffenent noles, divided in thnee categonies of management sty es®™, The
first role is informational, in which the manager is mostly busy with maintaining and
developing an informational network. The second role is interpersonal, which add to the
previous meant managerial skills. Human skills are a key factor in this specific role. The last is
decisional, in which the manager is responsible for taking decisions.

With the tenm staff Mckinsey mentions a bnoaden tenm then the coup e of staff functions fon
the management. Instead, the comp ete labon fonce of the onganization is descnibed by this ast
soft facton.

24. SWOT analysis

To identify the Stnengths, Weaknesses, Oppontunities and Thneats, a so ca led SWOT ana ysis™
is held to reflect the theoretical research of the macro, meso and micro analysis. The
Strengths and Weaknesses are internal factors, which can be controlled by the company. The
external factors - Opportunities and Threats - cannot be inAuenced by the company, but
chould nevertheless be taken into account,

Strengths Weaknesses

Opportunities Threats

& A J/

Figure 7 - SWAOT analysis

According to lohnson and Scholes®® a SWOT analysis "summarizes the key issues from the
business environment and the strategic capability of an organization that are most likely to
impact on strategy development.” The SWOT analysis can be used as a basis to jurdge future
strategic choices. "The aim is to identify the extent to which the current strengths and
weaknesses are relevant to, and capable of, dealing with the threats or capitalizing on the
oppontunities in the business envinonment

The aim of this too is finding a fit between the onganization and its manket. By matching the
finms Stnengths and Weaknesses to Oppontunities and Thneats a sound stnategy can be found,

¥ lnhrsar, 5., 2006
‘" Mintzberg, H., 1971
Z\it, B de, 2008

‘! lohn=on, G., 2006
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according to De Wit™™ “the key to success is alignment of the two sides”. By doing this the four
factons can be adapted to the manket demand,

FiL o

The Thneats and Oppontunities can be defined on the hand of stnategic gaps. These ane
“oppontunities in the competitive envinonment that ane not being fu v expoited by
competitons®*¥. Stnategic gaps can be identified with the he p of Ponten’s five fonces mode
(paragraph 2.2}, where rivalry is low. With the concept of strategic gaps, lohnson and Scholes
mention six types of opportunity. For the market of polyester life boats two kinds of
opportunities are important. First of all there is the targeting of buyers. As the lifeboat is &
relative new product for Wietnam it is important to know the characteristics of the customer
gnoup. "They might be wi ing to pay mone fon a safe pnoduct on senvice than the usual buyens”,
Besides, the authons mention the oppontunities in new manket segments This can be
intenesting fon Fisherboats when entening the new manket.

2.5, Marketing

On the basis of the itepatune in the pnevious chaptens, a description of the manket in which
Fisherboats operates will be given. This chapter will describe the theoretical background of
marketing. According to Kotler™ marketing is “typically seen as the task of creating,
promoting, and delivering goods and sarvices to consumers and businesses,”

Since the 1920s a lot of research is done in order to measure the results of a marketing
campaign and its ong-tenm effects, "A aspects of p anning, the manketing mix and the idea of
tangeting the consumen anose in this peniod.’” Lots of authons tried to make manketing into a
pnofessiona scientific discip ine,

Sevearal big vompanies became famous because of their impressive marketing campaigns.
Brands like Cora Cofa, Appte and Microsoff are well known all over the world because of their
billion costing marketing departments. For smaller companies thic is not an option. Besides the
fact that their budget for certain campaigns is not sufficient is such a mass instrument often
not the best option for promoting their goods or services,

2.51. Target markets

Before the industrial revaolution markets operated in clearly defined geographical spaces at
clearly defined times™. Advertisement changed and markets became more open since. In
several ways the marketers split up the market, in order to adapt their marketing to specific
wishes of custamers. In the consumer market different c assifications can be =een, for examp e
men, oden men, boat enthusiasts, stc, Besides, thene can be seen a segmentation in
gecgnaphy ( oca , nationa , negiona , intennationa .

Fon each tanget manket a finm deve ops an adapted pnoduct that meets the pnefenences of the
buyers. Therefore the firm has to understand the target market needs, wants, and demands:
A product or offering will be successful if it delivers value and satisfaction to the target
buyer.”"

2.6. Competitive advantage

According to Hayes™ the world strategy originally comes from the Greek word for generalship

as it was used ony to wanfane, It nefens to "the estab ishment of objectives, the setting of
dinection, and the deve opment of p ans

As the wond stpategy is used in mu tip e contexts Hayves makes a distinct on thnee diffenent
types The finst eve is the conponate eve , which defines the industnies and mankets in which

“\wit, B. de, 2008
¥ lnhrsar, 5., 20056
“ Kotler, P., 2002
¥ Erierlay, & , 2006
' Brierlay, S., 2006
¥ Kotlar, P, 2003
“ Hayes, R., 2005
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the company participates. The second level is associated with the different Strategic Business
Units (SBU’s) of the company, usually a division or a product line. Each SBU can have its own
strategy which defines the scope of that business and “how it proposes to ‘position’ itself
within its particular industry so as to achieve and maintain a competitive advantage”. The last
level is composed of functional strategies, “which support the type of competitive advantage
being pursued”. According to Hayes, a typical SBU might have four of such functional
strategies: a marketing/sales strategy, an operations strategy, a financial/control strategy and
a research/development strategy.

-10 -
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3 METHODOLOGY

Fon this nepont neseanch methods are used as descnibed by Saundens, Lewis and Thonnhi -,
The different methods described in this chapter resulted in an adequate and reliable view of
the current market situation. This chapter will describe the different methods used,

according to the authors the population is “the complete set of cases or group memkbers”. For
this neseanch it wi be the tota Wietnamese popu ation. As wi be discussed in chapten 4.1.2.4
the buyens are divided in thnee gnoups, because of the expected simi anities in thein attitude to
waten sponts, Within these sub-populations sampling took pace. A samp e is a "subgnoup on
pant of 8 angen popu ation”,

3.1. Categorization of the research

The neseanch can be categonized as an obsenvationa study. The study is pon-experimeantal, as
the units of analysis are not manipulated. The respondents are not receiving any intervention,
but #re only observed in their behavior or being asked questions.

For designing the thearetical framework a8 population is selected. The analysis puts its focus on
the possibi ities with nesonts. This is done fon 8 coup e of neasons. The gnoup is edsy to access
and has a imited numben of units to ana yze. Above a | this gnoup of buyens can be weny
important acconding to the infonmation Mom the in-depth intenviews.,

3.2. L iterature study

As descnibed in chapten 2 the neseanch began with a iteratune study, The neseanch pnob em is
subdivided in thnee eve s of ana ysis: macno, meso and micro, The outcome of these ana yses
will be used as basis to define the market strategy.

research \ macro meso \\_ micro x\strategy
problem 'ana]ysis analysis )anahrsis adaption

Figure 8 - Literature study

The different models used will define the variables of the different markets o describe,

The models used are:

- PESTEL ana ysis

- Ponten’s 5 Fonces Fnamewonk
. McKinsey's 75 Mode

. SWOT ana ysis

3.3. In-depth interviews

In onden to exp one the genena anea of waten sponts in Vietnam and the Fisherboats Company
ceyveral in-depth interviews were held. An in-depth interview i= "an open-ended, discovery-
oriented method® " These non-direckive conversations give the opportunity to freely talk about
the beliefs and behavior in respect to the local market of polyester boats, These unskructured
interviews will define the focus of the further research.

- Mr Ngia - Director of Saigon Yachts
As Fisherboaks wants to appnoach the manket with po yvesten ifeboats, we shoud get a
bnoaden knowledge about this matenia |

* Saunders, M., 2007
Y Guion, L., 2008
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- Mr. Le Son - Commercial Officer of General Consulate of The Netherlands
In order to get a better view about the political forces within Vietnam an interview is
planned with the Dutch Consulate. Besides knowledge about these politics, the Consulate
can introduce us to other Dutch companies who are possibly interested in water sports.

- Mr. Bloch - Marketing Manager of Alto Marine
Alto Marine operates in the same market as Fisherboats is planning to. But in contrast
with Fisherboats the company has another customer group. On the basis of this interview
more insight should be obtained about the market of water sports and sailing in
particular. The reliability should be considered, as Alto Marine also operates in the same
market. As they see great possibilities they will not declare this.

- Ms. Iles - Public Relations of Saigon Yacht Club
The Saigon Yacht Club is already a couple of years busy of promoting sailing in Vietnam.
They can probably inform us about the demand for boats and the possible problems.

Besides the interviews mentioned the employees of Fisherboats are willing to cooperate in
interviews as well. This will give more insight in the internal structure of the company.

3.4. Questionnaires

Based on the results of the in-depth interviews some questionnaires will be formulated for
different sub-populations. A questionnaire is a “general term including all data collection
techniques in which each person is asked to respond to the same set of questions in a
predetermined order.”

Several methods will be used to collect the data:

. online questionnaire (questionnaire delivered via the Internet)

. interviewer-administered questionnaire (interviewer reads the same set of questions to
the respondent in a predetermined order and records the responses)

In order to reach a valid research, Babbie3? uses a minimum of 50 respondents. To collect
reliable data the questionnaires have to fulfill this minimal requirement.

3.5. Qualitative field research

Observing the action of the employees and staff of Fisherboats will be done in a so-called
qualitative field research®. This qualitative technique will give insight in the operational
exercises of the organization.

During the internship I was introduced to the employees as intern. While walking around at the
office and the shipyard, none of the workers felt to behave socially correct or any different
then they were used to do. This gave the research a rather high validity and reliability.

3.6. Database

The general information of the nearly hundred resorts in Vietnam will be collected in a
database®®, which provided a decent basis for the market description. This database will be
filled with the following information:

- resort name

- group name

. contact information (email, phone, address)

' region

. star rate

. availability of general facilities (swimming pool, spa, massage, conference room, etc.)
. availability of water sport facilities (banana boat, boat trips, jet-ski, sailing, etc.)

33 Babbie, E., 2001
34 Babbie, E., 2001
35 Appendix 3 — Screenshots, Excel database
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4 DATA ANALYS S

The pnevious chaptens gawve a descniption of the theonetica basis and the methodo ogy used,
This chapter will give insight in the outcomes of the research done for Fisherboaks, by
answering the sub questions as set in chapter 1.3.1:

Whak do we understand by markek strafagy @

When does 3 company have 3 competitive advantage? And Is this currenkly the case for
Fisherboafs?

What are the refevant characteriskics of the macket regarding pofyester boats?

The first paragraph will give insight in the relevant market characteristics of the market of
polyester lifeboats. The next paragraph describes the required market strategy on the hand of
a confrontation of the SWOT analysis. The final paragraph will describe how Fisherboaks is able
to gain competitive advantage in the market of polyester lifeboats,

4.1. Relevant markef characteristics

Vietnam is a8 country with a rapid developing market, since it got out of the socialistic regime
in 1987 Mowadays the nation is poitica stab e and Faces an economy with gneat potentia |
Especia y the tounistic secton shows enonmous possibi jties,

Fisfierboats has in its dinect envinonment nemankak e few competitons in a companab e pnoduct.
Although the offer of water sports in general is rather various, still not many boat producing
companies are established in Vietnam. Water sports #@nd especially sailing is still in
development, which can be seen in the lack of harbors and political support.

Within this research a distinction is made between the macro, meso and micro environments,
The ne evant chanactenistics ane being descnibed in this chapten. The choices made ane hased
on the theony as descnibed in chapten 2

4.1.1. Macro environment

41.11. Po itica

In 1975 after the end of the war between Vietnam and the United States of America visitors
nane y did go to Vietnam fon tnave on business™ Unti 1986, when the Sixth Panty Congness of
Vietnam intnoduced an economic nefonm poicy ca ed dof mod, which is Vietnamese fon
nenovation Fnom then, nestnictions on investment by the pnivate secton wene remowved, Since
1987 the tounism industny deve oped napid y, thanks to the dof mof. Besides, the stabiity of
the country's politics made the developments of the tourism possible.

Since the economic reform of the mid-1980s the tax policy for Foreign Direct Investments
{FDI) were radically adapted. According to Yui*’, the Foreign Investment Law, the Private
Enterprise Law and the Company Law were all adapted around 1990 to the new economic
stnuctune A these negu ations made it easien fon foneign companies to invest which ead to &
high economic gnowth in the 1990s, Duning the second phase of the nefonm the tax system was
nefonmed, Mowadays the govennment is p anning to canny out the thind phase of a fu -fFedged
tax nefonms,

According to Le Son™, the Ministry of Planning and Investment (MPI) is currently responsible
for the investments being done. On a more local level, the decisions are made by the
Departments of Planning and Investment {DPI), Mattner™ states that the last years these local
governments are becoming more infuentia . These poitica infuences can pay a roe, when
waten sponts ane deve oping.

* Mok, C., 2000

Yoyui, y., 2007

= ppperdix 2 Irtervigw with Mr Le Son
" Mattner, M., 2004
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Another important factor of current politics unfortunately remains corruption. Although the
government is trying to set a statement by prosecuting big corruption cases™' it still remains a
problem in the current situation. In all paolitic Iayers, numerous officials are still corrupt. Doing
business in Wietnam automatica v invo ves the Fact that bribes have to be paid, in order to
pnevent senious de ays

41.1.2 Econamia

The deve opment of Vietnam in the &st decade is often companed with the deve opment of
China. A good way to show this gnowth is by examining the countny's Gnoss Domestic Pnoduct
{GDP), which is “the vaue of a2 fina goods and senvices pnoduced in a countny in one yean'-.”

In the figune be ow the incnease of the GDP of sevepa Asian countnies is being isted. In onden
to get a better comparison the numbers are based on a Purchasing Fower Parity {PPP)

conversion  factor.  "The

Growth comparison % GDP PPP CONyersion factor

cshows how much of a

o countny's  cumnency s

needed in that countny to

= g buy what $1 woud buy in

10 — the United States [...] PPP

- __omeeds | he ps us compane GDPs of

d — dess | different  countries  more

e ) —~F /\'/ hoca. accurately, while taking

’ i : S into account the difference

4 iatnam in domestic prices for the

A same goods™.,” As the

£ figune shows, the gnowth

: _ _ _ . ) . of Vietnam was veny stab e
1993 2000 2000 200% 2003 2004 2005 2006 2007 duning the ast ten yeans

years

Figure 9 - Growtl comparison of Asian countries

another way of showing the potential of Vietnam is by its Foreign Direct Investments (FDIJ,
which is "a component of 2 countny's nationa financia accounts, Fonesign dinect investment is
investment of foneign assets into domestic stnuctunes, equipment, and onganizations. It does
not inc ude foreign investment into the stock mankets,**”

In 2007 e even pencent of the FDI was used fon investments on Hote s & Tounism pnojects™,
which was 1,964 million US%. In Figure 10 we can see a8 tremendous growth since 2004,
According to the Ministry of Planning and Investment nowadays 82 different countries are
responsible for these investments, with the United States as biggest investar®.

R 1999 2000 2001 2002 2003 2004 2005 2006 22007
LRy 1568 2012 2503 15357 1512 084 5300 10200 17855

Figure 10 - Development of FOI in Wietnam {15583 - 2007)

&5 Fisherboats nowadays obtains a part of its competitive advantage from labor costs, infAation
is another important issue to take into account. As the prices for food, fuel and construction

" Gainsbarough, M., 2003

" The World Bank Group. Wietnam Data Prafile
" The Word Bark Group. Wiekam Daks Prafile
' abput Economics, Glossary

" \tiatpartnars, 2008

* wfiat Mam Business Mews, 2005
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material increase®”, the wages for the laborers also have to be adapted. If the inflation is
significant highen than in othen countnies it wi invo ve a8 oss of competitive advantage on cost
pnice. The infation is being expnessed by the Consumen Pnice Index {CPI). This is 8 method
that *measunes how much the pnice of 8 basket of consumen goods has changed oven & given
time peniod™,"” In the figune be ow the deve opment of the Vietnam‘s CPI is companed with that
of The Nethenands. The yean 2000 is used as stant whene the index is set at 100,

e 2000 2001 20032 2003 2004 2005 2006
Vietnam [JEGE 102,65 1043 1076 1159 1255 1349
The Netherlands IR 104,2 107, 108,8 110,1 1123 1141

Figure 11 - Development of the Consumer Price Index {2000 - 2005)

4113, Socio-cultural

Descnibing the socia factons of Vietham wi  give an insight in the cunnent situation of the
country. Fisherboaks has to be aware of these fFacts when they approach the local market.

According to the article of Stocking®®, the consumer buying patterns changed since the late
1980s, when the government introduced the free-market reforms. Since the market is open for
foneign companies the offen on the manket has changed nadica v. The new genenation
Vietnamese ke to show thein nichness by buying uxunious products,

Companed with the napid popu ation gnowth in the 80s and 90s Vietnam now faces a decnease
in popu ation gnowth. This is caused by the Vietnamese binth contno pnognam which promoted
"one or at most two children” as launched officially in 1962°". This program implied cash
awards for couples with only one child and payments for sterilization after the birth of 8 second
child. In order to discourage
Family planning birth
nagistnation fees has been
intnoduced,

1.6

B3

The distnibution of the

53 population is uneven as lots
of people live in the urban
1,2 regions. In the ralative small

metropolitan #rea of Ho Chi
1l 4 Minh  City (Saigon) live
anound nine mi ion peop e,
which is mone than 10% of
the tota popu ation™'

3 co 2001 ratld 2003 20404 2005 2005 2007

Figure 12 - Annua! populaktion growth (%a] in Vietnam (2000 - 2007,

41.1.4. Technalagical

There is 8 big variety of techniques being used in Yietnam. On the range from basic handicraft
until high tech is everything available. The country offers mass production companies with an
enormous number of employees but also small sized enterprises with one or two laborers.

Fon the pnoduction of the ifeboats po yvesten is one of the most impontant supp ements. Thene
ane numenous polyesten pnoducing companies which use state of the ant technigues fon a  kind
of pnoducts: bath thumbs, poo s, funnitune, boats, ate,

* McCool, 2008

VY About Ecaromics, Slossary

* Stocking, 2047

" Fraser, 5, 1988

* The World Bank Group. Wietnam Data Prafile
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There are several techniques being used for making a product. Most well known is by hand
lay-up. This technique - also used by the current supplier of Fisherboats - places mats to
impregnate on a mall. By repeating this process a couple of time the thickness of the boat is
determined. The quality of the mall is very important as every unevenness can be seen in all
the products produced.

Another technique is by using vacuum to put the polyester resin on the mall. This process is
much faster but enlarges the chances for failure. For the production of polyester boats it is still
not common.

4.1.1.5. Environmental

Mok>! states that the tourist sector has a high market potential to become a major industry.
But through lack of strategic planning and control by the Vietnamese government, the process
of becoming a major tourist industry was not executed fluidly. The hotels built in the 90s in
Hanoi and Ho Chi Minh City are facing a low occupancy. Nowadays, the government focuses on
investments like entertainment parks and golf courses.

According to the United Nations Conference on Trade And Developments (UNCTAD)*? the
environmental factors play an important role to achieve rapid and sustained export growth.
There can be an important role for the government and the business community as well to
take advantage of the niche markets the environment offers. Already in 1996 a workshop
attended by the Ministry of Fisheries and the Vietnam National Environment Agency (NEA)
expressed interest in tourism activities and marine resources.

4.1.1.6. Legal

The protection of Intellectual Property (IP) is a main issue in Vietham. In this case the design
of the polyester lifeboats have to be protected. In his article®®, Dzung concluded that the
Vietnamese IP system is in its early stage of development but already shown strong protection
to inventors. Investors can feel secure that their technologies will be effectively and fairly
protected in order to help them recover their substantial investments. But despite these
statements, companies still find their products being copied on the Viethamese market. As the
market for polyester lifeboats is different from for example the shoe market, the approach of
protecting the intellectual property should also divers.

Another important legal issue is the Vietham Maritime Code>*. This law is mainly mentioned for
the bigger industrial vessels but is also used for leisure boats. This law states amongst others
that a minimum of three people are required to sail on a boat: a shipmaster and two
deckhands. This may sound logical but for a small sized lifeboat it is ridiculous. Besides this
article many other regulations are mentioned. The boat has to be recorded in the “Vietnam
National Registry of Ships”.

41.1.7. Conclusion

The PESTEL analysis gives insight in the general environment of Fisherboats. Some of these
factors play a role in approaching the local market. Politics will define the degree of attention
to the tourism industry. More attention will almost automatically lead to more market
possibilities, however this factor is not influenceable. The growth of the Viethamese economy
is an opportunity for approaching the local market. The development of the economy and the
growth in number of tourists give Fisherboats the opportunity to put their lifeboat in the
market.

A possible threat is the protection of the design of the lifeboat. Although there is some
regulation about this issue, the Viethamese copy mentality is still very common. The company
should keep in mind the consequences this mentality implies for their production organization.

51 Mok, C., 2000

52 UNCTAD, 2008

53 Dzung, N.N., 2007

54 Vietnam Maritime Code, 2008
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The macro environment in a nutshell:

Po itica Economic nefonm poicy in 1937 ca ed dof mof. Tax poicy for FDI adapted
in mid-1980s, 5ti & ot copnuption,

Economic Steady growth of GDP since 2001, Enormous growth of FOI {1038% in 8
yeaars).

Socio-cultural Changed consumer buying-patterns since free-market reforms. Decline of
popu ation gnowth due to binth contno pnognam

Techno ogica Po yesten pnoduction with 8 ma and mats.

SOERTAN I i1 Rapid growth of the btourist sector.

Legal Problems with protection of Intellectual Property ({IP). Complicated

Maritime Law.

4.1.2. Meso environment

The 5 Forces model of Porter™ describes the meso environment in order to define the position
of Fisharboats in its branch. Chapter 2.2 describes the lack of attention for new developments
ike Intennet and e-commence in the mode . Meventhe ess, the neseanch shows that these
factons ony p ay a8 negigib e noe,

This chapten descnibes the suppiens, buyens, new entnants, substitutes and competitons of
Fisharboats. In chapter 4.1.2.6 the main factors are summarized, which influence the strategy
on a8 business level.

41.21. Suppliars
Nuplex —w| Saigon Yacht . | LV Boals
Folhestar Hul & interior F|She rbﬂats Ciealar in | ol ecrlos
r funcation & plaging
Yersin Market »| Hong Phong b J
Coftton Fabication of he pilows Customers Eurape
Folester » o L zrer
Khanh Hoa Salangnest
Motor
=il
Wabus
Sleering & hoat fnster o ol
= Alurir .
CGong Ty Tan Vien Dong o
Lamps & acoessains E!.I!‘t.nmms in Vigtram
s giden enl
Gl Klat - o
Sheal ez aznuzllons IR
1 nislal
Yersia Market il
Several accessonas 3
Yersin Market | .| Hong Phong
Dk covar rratenal Doack caver

Figure 13 - Sopply chain (15/02/2008)

In the schedule above, the suppliers of Fisherboafs can be seen. The main process of the
company is the assemblage of the several parts. Some parts like the teak FAooring are made by
the company itself, others are bought from external parties.

The most impontant parts of the ifeboats ane the po yester pants {made by Saigon Yachts) and
the moton. Othen accessonies ane bought at sevena p aces which have a variab e offen. This
imp ies uncentainty on the one hand but a so & pnice advantage, as the pnoducts are ne ative v
cheap.

** Porter, M., 1350
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After the lifeboats are finished they are shipped in a container to The Netherlands. The
domestic transport in Vietham can easily done by truck, as was exercised during a sailing test
in Saigon.

4.1.2.2. New entrants

In the business of polyester lifeboats competitiveness is mainly based on two issues: quality
and price. As mentioned in paragraph 1.1.1 Fisherboats already operates in The Netherlands
with the polyester lifeboats. The importance of entry barriers can be defined by looking at the
Dutch market. About five main players offer rather comparable products, which differ from
each other only by price and quality. Because of the high similarity, customers base their
decision on these two issues instead of brand identity. Therefore the economic barriers should
play an important role in Vietham when entering the market.

“Life Resorts” is a big investor that is setting up resorts at the coastal area of Vietnam. To
improve the facilities of these resorts they are planning to make small sized coastal harbors
and sailing boats for trips.

According to Le Son®® a new investor from the United States is coming to Vietnam to invest in
harbors and boats. These are only rumours and still not officially confirmed.

The development of the Viethamese market for water sports will probably attract more
competitors. Compared to other countries in the South East Asian region the use of boats for
leisure is still not common. With the coming of big investors, more resorts and a government
policy adapted to the rapid growth of tourism the market will probably develop itself in the
coming ten years. These opportunities will attract more producers of leisure boats, as well as
importers of boats from other regional countries.

4.1.2.3. Substitutes

As mentioned before the current offer of water sports in Vietnam is still underdeveloped. For
the market in Saigon there are no alternatives offered. As there is a lack of a small sized
harbor no boats for leisure are available. Boat trips by bigger boats are scarcely offered. The
development at the coast is a little bit further as they offer several kinds of water sports. In
the following list the substitutes for the polyester lifeboat are shown.

List of water sports offered in Vietham:
= banana boat

= boat trips

= body boarding
= fishing

= golf surfing

= jet-ski

+ kayaking

+ kite-surfing

+ parasailing

= sailing

= scuba diving

= snorkeling

= swimming

= water skiing

= windsurfing

4.1.2.4. Buyers

There should be made a distinction between the buyers and the end-users of the lifeboats.
According to Brierley®’, advertisers have to make a distinction between these two groups. The
sales factors will be influenced by the preferences of the end-users and the buyers as well.
When the research shows a demand for the lifeboats, buyers are probably willing to invest in

56 Interview 2 — Mr. Le Son
57 Brierley, S., 2006
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these products. In some situations, the buyer and end-user are the same which is showed in

the figune be ow

| R=zsor I
| Investor I ! Tourlsts I
| Cer-hined ownereh p I

| Locel market [V etnamese population)

| (foreign) companies

I Local market

| Investar I | Tourists

‘ Forsignars / expats

Figure 14 — Distinction of buyers and end-users

The (possib g) end-usens can be divided in thnee gnoups: oca Vietnamese peop e, tounists and
foneignens iving on wonking in Yietnam

Local market

Se ing a boat to a Vietnamese is (ke pnomoting a nefnigenaton to an Eskimo: a most
impossib e Wietnamese peop e do not ike sunshine and ane mosty not intenested in waten
cports. Besides, a lot of people do not know how to swim. The few Wietnamese daring their
lives by paddling in the sea often wear hats, shirts and are even covering their mouth,
Monetheless, the local market should not be forgotten. As the country has a population of over
55 million people™ there must be potential in the upper class, which like to show their
richnass,

Tourists™

Since the year 2003 the tourist industry has developed rapidly. In 2007, over 2.5 million
tourists visited vietnam.

“* CIA, Tha War d Facthook
** Ministry of Culture, Sports and Tourism, Viefnam Toursm
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International visitors to Vietnam by purpose
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Figure 15 - Infernational visitors fo lieknam

In the figure an enormous growth of tourists can be seen in the last five years, while at the
came time the business only grows steady.

Acs mentioned before the resorts and tourists are the main customers for Fisherboaks. The offer
of faci ities is very broad, with water sport faciities in particu ar. Many kinds of sports are
offenad, Some times by the nesonts, othen whi e by extenna panties. The nesonts ane expecting
a gnowth of customens whi e thein offen is expanded. Thene can be seen a stnongen ne ationship
between cunnent offen and gnowth expectations at genena faci ities then at waten spont faci ities
in particular.

Only a slight number of resorts {6%] currently face a lack in their offer. But 30% of the resorts
have thought about buying a boat in history. From the end-users (the tourists) a significant
number of 41% let its choice for a certain resort depend on the presence of water sports. Of all
the tounists 27% says to make a boat tnip if offened

Tourist interviews

To measure the opinion of tourists in Vietnam, 8 small sized survey will be kept at the beach,
This sunvey has to pnovide infoenmation about the chanpactenistics of the end-usens

In onden to test the opinion of tounists about waten sports, npandom peop e wene asked to fi in

4 sma questionnaine. This sunvey wi be hed at the beaches of Nha Tnang, Mui Ne and Yung
Tau,

number of respondents (M) = 108

In onden to neach a va id neseanch, Babbie™' uses a8 minimum of 50 nespondents, As the tounist
intenviews neach this numben easi y, the neseanch can be seen as neiab e,

According to the research, only a slight number of resorks {G6%] currently face a lack in their
offer. But 30% of the resorts have thought about buying a boat in history. From the end-users

* Babbie, E., 2001
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fthe tourists) a significant number of 41% let its choice for a certain resort depend on the
pnesence of waten sponts. OF 8 the tounists 27% says to make a boat tnip if offened

Foreigners f expats

&5 described in Chapter 2.1.2, the Foreign Direct Investments grow rapidly. According to the
Eunopean Chamben of Commence in Wietnam 619 Eunopean companies ane ocated in Yietnam,
of which 40 membens of the Dutch Business Association {DBAY). This gnoup of buyens can p ay
an impontant no e. On the one hand, these companies cou d buy a boat fon their own use, fon
examp e to saj with customens, On the othen hand, these foneign companies can be possib e
investors for boats for resorts. For example combined with advertisement or shared ownership
programs.

4125, Industry competitors

Fisharboats has in its direct environment remarkable few competitors in a comparable product.
Although the offer of water sports in general is rather various, still not many boat producing
companies are established in Vietnam. Water sports and especially sailing is still in
development, which can be seen in the lack of harbors and paolitical support.

Fisfrierboats has a nathen unigue position, as it is one of the few boat-bui ding companies in
Yietnam. In onden to ship containens the maninas bui d huge vesse =, but that cannot be seen
as a compelitive manket, The boat bui dens of eisune boats can be counted on the fingens of
one hand.,

- The “Alto Marine” company®- mainly imports Zodiac boats from the French market. They
call their boats locally to the army as main customer. The boats are completely different
from the ones Fisherboaks produces, as they use an inflatable technique.

. "Corsain Manine” is an Austna jan owned company that has & fabnic in Vietnam. Except
fnom thein pnoduction they do not openpate on the oca manket. The boats they pnoduce
ane in the same nange of Fisherboats as they pnoduce yachts fon eisune use,

- "Tan-Vien Dong Trading” is a Vietnamese owned company. Like Alto Marine, they have
the VWietnamese army as their main customer. Besides, they also produce speedboats for
the local market.

The competitors mentioned above are rather unimportant. As they operate on a different
manket segment Fisherboals wi not fee dinect niva ny of them Mone impontant is the thneat of
new entnants as descnibed in chapten4.1.2.2.

41.26. Conclusion

The factons mentioned in this chapten descnibe the meso envinonment of the company.
Fisherboats shou d considen these factons when entening the manket, as they deschibe the
extenna infuence. In panagnaph 4 2 the thneats and oppontunities from the meso envinonment
wi be used in a SWOT ana ysis, Final ¥, these factons he p to detenmine the manket stnategy.

Saigon Yachts is a main weakness as a supplier of the organization. As was experienced during
the internship, the visiting of the company and the interview™ held, the supplier of the
polyester parts faces big problems in delivering on time. Promises are made over and over but
no improvement was being noticed. Another weakness is the motor part of the lifeboats.
Fisfierboats does not make use of one negu an supp ien but a ways seanches in the manket fon
sma sized ovenhau ed engines. The offen of this type is imited and its qua ity changes owen
time. Cn the othen hand, the pnice of these engines is nathen acceptab e Sevena sma pants
ane bought at the Yensin Manket. Again, the offen is imited but the price advantage impies a
strength.

® Irterview 3 Mr. B och
* Interviese 1 Mr. Mgia
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As the market for leisure boats is still underdeveloped there are not yet many comparable
boat-building companies in Wietnam. The development of this market predicts great
opportunities for Fisherboats to approach the local market. But with the coming of a more
extensive water sports offer probably more competitors will enter the market with comparable
products, A so the import of boats from the South East Asia region can be seen as @ poscib e
thneat, As the Vietnamese ane we known fon thein abi ity to copy existing pnoducts Fisfierboals
cshou d be awane of these thneats,

The ack of hanbons in Saigon is an impontant weakness that brings to a ha t the sa es of boats
at the local market. Although people are willing to buy the facilities are not yet sufficient.

413 Micro environment
41.31. Hard factors

Structure
In the schedu e be ow the fonma onganization of Fisherboats can be found, which is based on a
team -stnuctune

directer [ designer
i W e

assistant designor
Ry

secretary
k= Tie

tear |cader l team leader l ‘ team leader |

worker I | worker worker | worker worker ‘ worker | ‘ worker warker | | warker

Figure 1& - Company structure Fisherboaks

The team eadens get thein tasks dinect y fnom Mn Wissen, They wi  instouct the wonkens about
their daily tasks. Besides this communication role, team leaders also cooperate in the
operational process, The teams are composed with workers with different special skills, like
welders, carpenters and experienced boat buoilders. The team members are often moved
between the different projects, while the team leaders remain at the projects.

Strategy

For its strategy Fisherboais uses three points of attention. First of all the boats produced are
adapted to the special wishes of each individual customer. This can differ from a highly
customized design to sevena adjustments to the wish of the customen The second point of
attention is pnice, fisherboats competes on pnice eve by making use of cheap ahkoun costs
and Fainy pniced koat pants fiom the loca manket, The ast impontant point is qua ity With his
manitime backgnound the dinecton has a good sense fon qua ity and sty e Athough the boat
has to be cheap, the company does not want to make many concessions on these aspects. The
combination of these three facts can be seen as the strategy of Fisherboats.
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The planning structure, which should contribute to the company goals, is not present in the
onganization. This nesu ts in the de ay of many pnojects, with a ower customen satisfaction as &
Cconsequence,

Systems

Fisfierboats can be seen as an open system that needs to intepact with its envinonment in
onden to sunvive The company does not make use of many systems. Mn. VWissen manages a
the pnocesses without any forma stpuctune used, A p anning and contno ing system fon the
pnoduction is acking. The ony system found in the onganization is the design of the boats. As
Visser admits, this is the part of the production he admires most: the creative element of
entrepreneurship. Finally there is a kind of reward system that gives employees the incentive
to work harder temporarily in order to finish a specific project on time.

4.1.3.2, Soft factors

Shared values

At Ficharboats there cannot be seen much shared values. The main driver for the employees to
come to work is the salary they earn. The only exceptions are some team leaders, who have &
bit feeling with the products made. Workers have more collective understanding during the
daily break at twelve o'dock than with the boats they are producing.

Ski Is™

Skills among employees differ widely, At the Vietnamese labour market there is extremely
itt @ personne avai ab e with yacht buiding experience. There is an industry of arge vesse
constnuction, thenefone ane study pnograms avai ab e fon ship designing.

The assistant designen is @ nava anchitect and duning wonk in Fisherboats he has gained the
expenience to design yvachks, Togethen with Mn. Vissen they ane two of the veny few peop e in
Vietnam experienced in this field giving them a large advantage over possible competitors in
Wietnam.

The workers are selected on skills such as welding or experience in carpeting. They are then
further trained to gain experience in boat bui ding. Mone of the workers have a background in
boat buiding but thnough expenience at wonk they have eanned a gneat dea about yacht
constnuction,

Style

As is descnibed in chapten O Mn Visser uses a top-down appnoach. He makes a the decisions
that ane to some extent impontant. To stimu ate pnoductivity he sometimes newands his
pensocnne financia vy,

Staff

The company emp oys about 20 wonkens, Besides the b ue-co lan wonkens, thene ane a designen
and & secnetany fon suppont

Mr. Vissar, who diractly decides whether someone will be hired, holds lob interviews or not.
When a new worker is accepted he will start working immediately. The main motivator for the
employees is their salary, which they receive every end of the month, Within the company
there are no activities or programs to develop new skills,

4.1.3.3. Conclusion

The lack of structure within Fishrerboats is the main cause for a lot of problems. Although the
formal structure of the organization seems to be well organized, the company faces a lot of
pnok ems The &ack of panning and contno can be seen as one of the main weaknessas at
Fisherboats A most a8 the pnojects ane deayed, which causes stness and dissatisfied
Customens,

*! Lisser, 1.P., 200&
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The work force of 30 employees is too small compared with the current order portfolio.
Fisherboats has the opportunity to grow but due to the limited labor force and the lack of
planning mentioned before it only faces problems. The short labor relations and the low skill
level of the personnel are a threat for the company. The current structure requires a lot of
direct control by Mr. Visser, which cost him a lot of time and stress.

The strength of the company in the course of the 7S model can be found in the reward system.
Although undeveloped yet, this tool gives the workers an incentive to finish a project on time.
The company should look for a structured model which provides such an incentive constantly.
At this time it faces a weakness; workers only work hard when a reward is promised.

414. On-line resort survey

All the resorts with an e-mail address or contact form on their website were contacted by e-
mail. They are requested to fill in an on-line survey® and received two reminders when not
filling in.

The response rate for this method is calculated as follows:

total number of responses
total number in sample - ineligible

total response rate

25
= 87 -0 = 28.7%

total number of responses
total number in sample - (ineligible + unreachable)

active response rate

25
= 87 - (0 + 29) =43,1%

The following humbers of the response rates are presented in the scheme below.

Total population = 87

f v . - . . v
- ) - - . = -
. - n o . o - - -
g - - - g . ’ "

unreachable & ineligibie (29)
S e T 3

- -

reaction (25)
Ja,

Figure 17 - Response rates

4.1.5. Resort interviews

In order to improve the response rates and hereby the reliability of the research, structured
interviews with resorts were also held. During these interviews the resorts were asked exactly

84 Appendix 3 - Screenshots, Online questionnaire

- 24 -



. F
Bachelor Assignment by M.K. Becker LB

the same guestions as those of the on-line survey. After filling in these gquestions there was a
cshort in-depth intenview with the nespondent.

4.1.6. Results

The resorts have a diverse offer of Facilities. As expected the higher class resorts offer a more
complete facility package. almost all the respondents {58%) agree that these Facilities are very
important when cients make a choice which nesont they want to book. 73% of the nespondents
think that they wi attnact mone customens when they have a mone divense offen

Water sports ane ceany ess deve oped, as many nesonts do not offen them. Most of the times
a swimming pool or spa is the only “water sport’ facility available. Almost half of the offer is not
owned by the resort itself but owned by a third party. Another 19% has water sport Facilities
with combined ownership. Only 8 very small percentage of the respondents (&%) experience a
lack in their current offer. At the same time, more then 50% have small islands nearby their
resort.

OF 2 the nespondents 30% have considened of buying a boat once, Usen fhiend iness and
punchase pnice ane said to be the two most impontant factons of buying a8 boat, A so the costs
ane nathen impontant,

4.2. Market strategy

This chapten descnibes outcomes of the itenatune neseanch combined with the nesu ts of the
market research. Together they will define the best possible market strategy for Fishrerboats.

421 Direct marketing

Often the ne evance of @ manketing campaign does not meet the objectives set by the
onganization. Segmentation and niches seem to be a way to neach the goa s set, but nesu t
unsuccessful very often. "Direct marketing on the other hand cuts through the confusion and
uncertainty of mass marketing, segmentation, and niches and goes right to the customer.” The
marketing should be adapted to the wishes of each individual customer, or at least #s good as
possible. Where segmentation looks at groups of customers, the direct marketing makes a
focus for a specific customer with its wishes, This process is also referred to as market
demassification™, Fon Fisherboats this method shou d be used when appnoaching the nesonts.

Acconding to the definition of Ling and L™, dinect manketing is "a pnocess of identifying ke y
buyens of centain pnoducts and pnomoting the pnoducts acconding v”. In the antic e of Thomas®™
a change in marketing is described in what he calls "the end of mass marketing”. In five clear
cteps he describes the mistakes sbout mass marketing and brings into front direct marketing
ds a solution to fit the problems. "The seemingly one consistent message yelled in the business
world is that most marketing efforts have nothing to do with the customer. It is all worse than
noise. It is an intepnuption. It is hostie. That is the unspoken but we -known nea ity fon much
of manketing today.”

Instead of focusing to the who e manket on 8 pant of it, dinect manketing puts its focus to the
individual market, or target market: the specific customer. “Whether large or small, all
companies can benefit from a direct marketing approach. Smaller companies with fewer
resources can ill afford to throw dollars to the wind, so using marketing dollars wisely is very
important.” Already in the 1920s companies like Unilever and Guinness tried to find out how
consumers consumed their products and what they falt about them. Therefore they used &
pnocess of c assifyving and positioning consumens, to measune those things that they have in
common The manketing campaign cou d then easi y be adapted,

* Kotler, P., 2003
* Lirg, C., Li, C., 1998
* Thomas, A., 2007
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| mass target direct
EDED) .

Figure 18 - From mass marketing to a direct marketing approach

The primary goal of direct marketing is creating and maintaining of a direct relationship
between the supplier and its buyers®. Due to the developments of Internet and call centers,
we are now able to get more information about the specific customers. Combined through data
mining and data warehousing these facts will provide more information. Market research arose
in the 1920s when managers became aware of the advantage they could get from insight in
customers. “Marketing rose as a discipline to provide business with manageable and

controllable consumer markets®®.”

As described in chapter 1.1.2 Vietnam began its economic reforms in 1987, which started the
beginning of a complete new period and a total reform for the country. The commercial
advertising came back after it had largely disappeared under the socialist government. The
research of Speece’® et al looks at how Vietnamese managers in local and foreign consumer
goods view various patterns of advertising. Roughly, there can be distinguished two styles of
their marketing management. The first pattern of advertising shows the specific elements of
the products. The second pattern pays more attention to style and execution.

4.2.2. SWOT analysis

Fisherboats should try to create a fit with its external environment and the possibilities it
offers. The important factors from the market characteristics of paragraph 4.1 are put in a
SWOT analysis of figure 19.
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Figure 19 - SWOT analysis

%8 Hoekstra, J., 1998
% Brierley, S., 2006
70 Speece, M., 2003
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The SWOT analysis only gives an insight in the market strategy. Main points of attention can
be found by putting the entnies in a confrontation matnix
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Figure 280 - Confrontation makrix

The confnontation matnix above gives a cean insight in impontant points of attention. The
know edge of the assistant managen is an impontant stnength fon thnee oppontunities the
extenna environment offens. The weaknesses of Asharboats have a ange infuence on two
threats. First of all there is the threat of new entrants on the market. Secondly, the lack of
planning and control and the lack of time for management have influence on the suppliers of
the organization. A lot delay is caused by a lack of planning.

4.2 3. Conclusion

In order to define the marketing campaign, the main characteristics of the possible buyears had
to be researched. On the hand of 8 questionnaire filled in by the resorts, Fisherboats was able
to understand their preferences.

The itenatune pnescnibes dinect manketing as the best way bto adapt a nathen sma manket,
Instead of spending a ange amount of money to expensive manketing campaigns, Fishierboaks
shou d pay mone attention to the individua customens.,

By the help of the database made and the results from the questionnaires, direct marketing is
a great possibility. The relative small number of resorts allows this form of marketing. The use
of several characteristics of a8 specific resort gives Fisherboaks the possibility to adapt their
marketing to a unique customer.

The neseanch gave insight in the Factons that p ay an impontant no e when a nesont wants to buy
d boat Punchase pnice and usen fiend iness ane veny impontant fon the resonts. A commencia
agent can use this infonmation when se ing the ifeboats. Dinect manketing gives the possibi ity
to get insight in potentia customens,

There can be made a distinction between two forms of advertising: ads based on actual
physical product characteristics and ads based on intangible image components. The
Vietnamese managers nowadays focus mainly on the information aspects, but elements of
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execution style are rather more important’!. Both price and user friendliness are intangible
product characteristics. Commercial agents should keep this in mind when selling the boats.

4.3. Competitive advantage

According to the research goal set (paragraph 1.3) Fisherboats wants to obtain a competitive
advantage on its competitors. Therefore, the company should take a couple of steps as
described in the literature research (chapter 2).

As we can learn from Porter’? the company has to choose a competitive strategy. In the case
of Fisherboats this will be a focus strategy. We can find this back in the problem definition and
the aim the company puts to the research: it wants to develop market share in Vietnam.
Within this regional focus, the company has to choose a customer focus. Because of the
beginning developments on water sports in Vietnam and the accessibility of the customer
group, Fisherboats should focus on the resorts. Within this focus strategy the company can
compete on differentation, as the product offers several custom specific characteristics.

1 Speece, M., 2003
72 Daft, M., 2000

- 28 -



Py

Bachelor Assignment by M.K. Becker LB
5 D scuss ON
approaching the
local market
—_——— T - ______‘_‘—\—._
HZMC coast
goden ok ol s, cmone problesn: ok of s cre
—| fcregners _I
—| companies i — | towists |
rich lozals I

harbor: Ife. biesals:

LI o e [y Y B pean.

LIS i I et O I o D EE T LR ed ] [ e ey S |

soesss losalsd . Lhe rI'."JI_: LU e f T [ 6D R el tl'_,-'

SHMREAlEs far ivatist ng soronzErs)

lile bl

LN H] H

LI | BT

r |zElE
Figure 21 - Discussion™
51. Marhet possibilities

Although the market has great possibilities, Fisherboats has to face sevearal problems when
launching their product to the local market. Besides their internal problems the company has
to bnidge extenna pnobk ems too,

In the in and thene is @ ack of decent hanbons. Customens pnobab y want to invest in a lifeboat
{on othen type of yacht), but as there is no safe p ace to secune the boats the intenest in waten
sponts in nathen ow,

At the coastal area there is no need for a harbor. As the boats are originally designed to rescue
people they are able to store on the beaches. The bottleneck for approaching the local market
can be found in financial causes. For most of the smaller resorts 3 boat is & rather huge
investment. They ane ony wi ing to do this if this avtomatica vy means mone customens. The
manketing campaign pnoposed can be used to convince nesonts but investons as we . The
infonmation gathened fnom the tounist sunvey’™ can be made usefu fon the campaign.

5.2, Cufture

Anothen point of discussion can be the cutuna aspect Acconding to Hofstede™ cu tune can be
seen as “the co ective pnognamiming of the mind.*

The theories used are models made for 8 Western environment. For the theoretical support by
PESTEL, Porter and McKinsey it had only a small influence, as they &re descriptive,
Mevertheless, the cultural aspect should be kept in mind wile looking at the marketing
appnoach. A though most of the antic es used ane wnitten fon Yietnamese on Asian context,
thene can ke oca infuences in execution.

U HCMC refers to Ho Chi Minh City (Saigon)
1 ppperdix 5
" Hofstede, G. {1954}
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Hofstede’® mentions a couple of threats for doing research in other cultures. First of all the
research setting can cause problems. The translation of a questionnaire can possibly lead to
misunderstandings by the local population. In this case the questionnaire for the resorts was
held in English, which is only the second language of Vietnamese people. This can possibly
influence the results of the research. Also the level of education can play a role by the
understanding and willingness to fill in a form. The employees of Fisherboats are not
influenced by the research. They did not act else since I was introduced as an intern.

Another aspect of culture is called power distance. “Inside organizations, inequality in power is
inevitable and functional. This inequality is usually formalized in hierarchical boss-subordinate
relationships.” In such a situation the subordinates try to reduce the power distance, while the
bosses try to maintain or enlarge it. The equal level, in which a consensus is found, is societal
determined. Due to this power distance a sphere can originate in which the colleagues fear to
disagree with the preferences of the boss. In this research, we should keep in mind that
employees have possibly filled in forms in consensus with their boss’ opinion.

Uncertainty avoidance is another dimension of culture, which is about “the future in a basic
fact of human life with which we try to cope through the domains of technology, law and
religion. In organizations these take the forms of technology, rules and rituals.” Cultural
aspects are influencing all these aspects of uncertainty. Investment decisions are based on the
perceptions of these characteristics. “"The tolerance for uncertainty varies considerably among
people in different countries.”

Hofstede concludes with the effect of time, which can possibly influence the cultural aspects.
There can be seen different trends in different countries. The societal change over time in
Vietham where the country is becoming more and more Western will also influence the
country’s culture. With that the aspects mentioned above can also change.

5.2.1. Conclusion

Although Hofstede mentions several aspects of cultural influence the importance for
Fisherboats is rather low. The aspect of time plays a major role. As the company nowadays
faces troubles in the deliverance of their supply this factor can possibly influence future
demands.

The target population (resorts) is Western focused, but often with a Viethamese management
team. Language and habits will play a role in the bargain process. Fisherboats should therefore
hire a sales agent with a Viethamese background.

76 Hofstede, G., 1980
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6 CONCLUS ONS

"What fs Fhe right marketing skrategy to create competifive advantage, in order to obtain
growth, suctainabilify and finally markef success regarding Phe markel of pofyester
Kfeboats in Vietnams”

Fisherboats wants to participate in the growth of the local Vietnamese market, As it focuses
on ¥ on expont thein home base is a8 new tanget manket, which they want to appnoach with &
po yesten ifeboat. This neseanch descnibes the diffenent aspects of the oca manket and thein
possib e infuence on the manket stnategy.

Vietnam is a political stable country with & steady growing economy. Foreign investments graw
rapidly the past three years. The tourist sector also shows great potential by its growth in the
past ten years. As Fisherboats is one of the only yacht building companies in the country it has
a rather unique position. On the other hand this involves a threat of new entrants, who want to
fill the niches in the market.

The in and of ¥ietnam is not neady fon sai ing, as thene is 8 ack of descent hanbons fon yachts,
Thenefone this neseanch focuses on the coasta anea, whene hanbons ane not necessany fon
ifeboats, With 8 ange numben of tounists visiting Yietnam and an undendeve oped waten spont
offer, the resorts at the coastline form an interesting target group.

The research showed that the internal structure of Fisherboaks is unstable. The company
cooperates with several unreliable suppliers for major parts of the boat. This results in lots of
delay with their current orders from outside Vietnam. Above all, the Iakor force is too small to
0 ve the pnob ems The cunnent abonens cou d not execute @ angen onden pontfo o, as they ane
d neady too busy with the existing pnojects. The confnontation matnix exposed thnee focus
aneas within the stnategy. Finst of 2 thene is the impontance of the assistant managen. He can
he p by making use of the oppontunities of the manket Two othen impontant focus points ane
the threat of new entrants and the lack of decent suppliers.

Fisherboats has to solve these problems first, before adapting the local market. The research
showed potential for the local market at the coastline. Instead of spending a lot money for
mass marketing Fisherboats should use direct marketing as market strategy. Instead of
focusing on the who e manket on a pant of it, dinect manketing puts its focus to the individua
manket, on tanget manket: the specific customen. The neseanch shows the customen
chanacteristics and its pnefanences. This shou d be used when appnoaching the oca manket

For approaching the possible customers directly, the company has to hire a commercial agent,
who can visit the target groups. This person has to make use of the knowledge gathered by
the research. As 8 motivational incentive the function can be created on a commission basis.
Most respondents of the resort survey think that they will attract maore tourists when they have
a more diverse offer. As most of the resorts already have many general facilities, water sports
can be a divensification of thein cunnent offen Acconding to the neseanch, usen fiend iness and
punchase pnice ane the two most impontant factons of buying a boat. Besides, the database wi
pnovide the commencia agent with infonmation about the nesonts.

To summarize in short mentioned above: Fisherboat should start by solving their internal
problems. When finished, they can approach the local market using a direct marketing
ctrategy.
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7. RECOMMENDATIONS

Although the research shows interesting possibilities for the polyester lifeboat, I strongly
recommend not approaching the local market at this moment. With its limited labor force
Fisherboats is not able to answer the current demand from the international market. A new
demand from the local market could not be fulfilled. All the current projects are delayed
without any improvements expected. The lack of a planning and control structure should be
improved before approaching the local market with this new product. If the company changes
these shortcomings, it will be ready to approach the local market: the ship is then able to
leave the harbor.

While approaching the local market, a distinction should be made between the inland of
Vietnam and its coastal area. As there is currently a lack of a harbor this research focused on
the coastal area. Nevertheless, there are great possibilities expected with this type of boat for
inland navigation, for different kind of customer groups. In the coastal area the main
customers are the resorts, with the tourists as end-users. The research shows the interest of
tourists for water sports and sailing in particular. With the help of the customized database
and the knowledge gained from the research Fisherboats is able to approach the local market.

The product should be put in market through direct marketing, adapted to the preferences of
individual customers. The research shows the “boat buying factors” which makes clear on what
specifications to focus. Fisherboats should campaign mainly on purchase price, user
friendliness and costs. In order to fit these factors the design of the lifeboat should therefore
be adapted.

Fisherboats should recruit a commercial agent who will sell the lifeboats in Vietnam. This
person has to visit the individual customers.

7.1. Plan

This paragraph describes the steps to take for Fisherboats in order to adapt the local market
successfully. The plan describes an internal reorganization and a specification of tasks for the
commercial agent.

' Internal reorganization

= Fisherboats should hire more personnel. The company needs unqualified
employees. It will not be hard to find in Vietnam.
A planning structure should be made in order to answer the current and future
demand.
Fisherboats should hire a commercial agent who will sell the product in the
market. This agent should be rewarded with a standard salary plus a
commission as a motivational incentive.

=  The company have to make promotion materials, like a prospectus with pictures
and prices of the boats and additional products / services.

- SpeC|f|cat|on of tasks for commercial agent
Visiting the possible customers in order to sell lifeboats.
He / she has to make use of the database with information on all the resorts.
Should keep in mind the results of the questionnaires. (resort & tourist)
If possible make use of an individual questionnaire for a resort (if they have
filled it out).

7.2. Recommendation for further research
This paragraph will describe the recommendations for further research.

. Willingness of companies to invest in a sponsorship
The resorts showed great interest in the exploitation of a boat with combined ownership.
Besides, to place advertisements on boats can be effective. Therefore the willingness of
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companies to invest in a sponsorship should be researched. Fisherboats is able to
customize the po yesten pants of the boats in eveny possibe coon, which wi pnovide
gneat possibi ities fon sponsoned boats,

Possibilities of a harbor

The exp ocitation of a sma sized hanbon wi  give the company gneat opportunities to se
a lifeboat {or other types) to local customers. The research showed great possibilities in
Saigon, #s where a lot of expats, foreign companies and rich Vietnamese people are
looking for a way to spent their money.

Cultura influence

The infuence of cutune shoud be ana yzed mone deepen, in onden to see the exact
infuence. The theony used is just a sma basis fon making conc usions about the cu tuna
infuence of sevena factors. A neseanch wi have to define what the exact infuence of
culture is in the branch of Fishierboats.

- 33 -



Approaching the local market for Fisherboats

PERSONAL EVALUATION

In this last chapter of my Bachelor Assignment I will give a personal evaluation. The
experience of an internship abroad was not completely new for me as I have been in Ghana for
the minor International Management. It was a great experience to be in a foreign country in
another way then just for holiday. Taking part of the daily life was a nice way to get to learn
about Vietnam. Its culture, the habits, the food, the drinks. Especially driving around on a
ragged Honda motorbike gave me and my friend Jochem the idea that we were really a part of
the Vietnamese society.

The assignment required a lot of independency, as Mr. Visser did not tell what to do or gave
feedback during the process. The interesting part of the internship started in the third week
when I had planned the interviews with resorts. This was difficult because they could possibly
become a customer for Fisherboats. Sometimes the people helping me were not the ones that
were allowed to take decisions about investments.

The lack of structure within Fisherboats sometimes led to inconvenient situations. Products
were missing, clients got angry or workers did not know what to do. As Jochem ordered two
lifeboats for a customer in The Netherlands these situations sometimes became personal.

When I look back by walking through my book of pictures I remember a fantastic period. I am
getting used to adapt to a strange culture, almost as quick as you're used back home again. I
think I did a significant contribution with my research for Fisherboats. The company has great
possibilities in a beautiful country; hopefully they will make use of their chances.

Trim n3m trong c6i ngui ta,

Chi¥ tai chir ménh khéo la ghét nhau.
Trai qua mit cudic b€ déu,

Nhiing digu tréng thdy ma cau ddn long.
Lz gi bi sbc tu phong,

Trifi xanh quen théi ma héing ddnh ghen.
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Appendix 1 - Pictures of the current project:

4

Wooden speedboat

i -
Abel Tasman
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Appendix 2 Interviews

Interview 1 — Mr. Ngia

Date February, 13" 2008
Place Thu Duc, Ho Chi Minh City
Respordent Mn Mgia

Compary Saigon Yachts

Function Dinecton

The production of Fhe polyester hult and interior of Hhe fifeboaks has stagnated a lot of times in
the past, In order to improve this part of Fhe value chain, we arranged an interview with Mr,
Ngia.

Can you describe the process of making a boat?

Finst we make two ma s, fon the inside and outside pant of the boat. These ma s exist of two
pants, so that they can be sepanated fiom the boat The ma s have to be c ean and smooth in
onden to get the best possib e nesu t, On the ma a thin avyen of polyesten is put, togethen with
a chemical product. This process is repeated a couple of times, until the layer ic thick enough.
Then the malls are separated and the two boat parts will be finished. Besides this, we produce
parts for in the boat, like boxes and the motor cover.

What were the reasons for the stagnation of the process in the past?

Thene wene sevena neasons the pnocess got de ayed, Due to some changes to the design, we
had to adapt the ma . This took us a coupe of days. Besides, thene wene some stant up
pnck ems, as this was the finst time we made this type of boat Fina v, thene wene some
pnok ems with oun work fonce Five men wene wel tpained in the specific techniques, but the
additiona wonkens had to be tnained

How long will the process take in the future, when the mall is correct and your work
force complete?

The total process will than take around two weeks {12 workdays). On long-term, we strive to
ten days,

There is a current order of two ifeboats, which is de ayed due to the mentioned
reasons What is the current status?

Fon the ast pants of the cunnent onden  comp eting the boxes and doing the poishing of the
boat — will be finished in three days.

in order Fo prevent coming groduction stagnabion, we decided to make 3 Fask sk for the
production. During every single skep in the produckon, Mr. Ngia wit sign for the comptebion of
3 sfage, This wilf resuff in 3 control mechanism for Mr. Vissar,
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Interview 2 — Mr. Le Son

Date February, 26™ 2008

Place Consulate of The Netherlands, Saigon Tower, Ho Chi Minh City
Respondent Mr. Le Son

Company General Consulate of the Netherlands

Function Economic/Commercial Officer

For approaching the local market, help can be needed from local investors. The current water
sport market is diverged and in development, but I expect there still are lots of possibilities in
expanding these sports. Finally, this will lead to a more complete offer, which will contribute to
the position of Vietnam as an attractive country for tourists.

My presumption is that the trade and industry business can also play a role in the expansion of
water sports, for example as investor or possible consumer (for example to sail with expats).
Therefore I need to research, whether there are companies interested in investing in water
sports.

What is your opinion about the current offer of water sports in Vietnam?
The current offer is very small. Other companies I visited, like Indonesia, Thailand and
Cambodia have a much bigger offer to satisfy tourists.

What can be done to improve this situation?

The infrastructural facilities in Vietnam, like roads and harbors, are still not well. The
government — especially the Ministry of Transport — should recognize the importance of a good
infrastructure and invest a bigger amount of money. On the other hand, there is the Ministry
of Culture, Sports and Tourism. They are too dependent of the investments of external parties.
This will attract big investments, but they should also promote smaller projects, in which
medium sized companies can combine their strengths. I will give you an example, specified to
your research. A small resort with only 25 bungalows is not able to buy an expensive boat. But
when they combine their strengths, with other resorts or maybe investors, they have the
possibility too. The Ministry of Culture, Sports and Tourism should stimulate this kind of
cooperation.

Which local (political) organs are involved in making these investments?

The Ministry of Planning and Investment, in short MPI, is the highest layer in the structure.
They split up the country in several districts or departments which are called Departments of
Planning and Investment (DPI). When an investor wants to start a project, an approval given
by the local DPI has to be requested. If you are interested in which projects start at the coast,
for example the construction of a new resort, you can contact the DPI.

Are there other branch organizations involved?

For Dutch companies, there is the so-called DBAV: Dutch Business Association Vietnam. This
organization supports business activities between The Netherlands and Vietnam. The
Department of Sport and Tourism located in Saigon is responsible for the local tourist sector.
They often interact with agencies like Saigon Tourist and Vietham Tourist.
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Interview 3 — Mr. Bloch

Date March, 3™ 2008

Place Mekong Merchant, Ho Chi Minh City
Respondent Mr. Patrick Bloch

Compary Alto Manine

Function Manketing Managen

During this interview, Mr. Bloch shared his vision aboub the cuovrent market situation, ifs
pgresent difficolties and the coming possibifities. Ac an imgocker of boats and fately producer of
smalt sized (6.5m) boats, he can grovide his view Fo the waker spock possibifibies in Wietnam.
He hved in Vietnam for Fwo years so far, therefora he Nved in France.

Compared to other countries in the area, Vietnam is underdeveloped concerning
water sports, What do you see as main reason(s) why this is not the case yet?

The main pnok ems I faced wene ega issues It is hard to negisten a boat, it has to suffice to &
ot of ega caims The cumnent govennment cees the gneat oppontunities the waten sponts in
Vietnam have, but they sti have not adaptad thein negu ations to it. This is one neason, on the
other hand there’s the lack of harbors and marinas in VWietnam. Vina Capital received the
authorization to build 8 harbor For 30 yachts in Da Mang, which will probably be finished in
three years. This is an important step in the good direction, but the Vietnamese government
cshould see the importance of their help. What was difficult yesterday can be easy tomorrow:
when a higher official likes to sail, the regulations can be adapted very quickly.

What ro e can the resorts p ay ir these developmerts?

The nesonts nowadays invest in thein bui dings, thein accommaodations and othen issues insida
theain nesont They ane not wi ing to invest a big amount of money in a hankon yet, Besides, the
age of the average customer is mostly around 50/60, those people are not willing to enter the
wild sea. Becide this problem of storage, the resarts have the following questions. Who will be
in charge of the maintenance? Which pecople can be responsible and able in case of a rescue
operation, for example when the boat turns over?

What characteristics of a boat are important?

The Wietnamese manket is intepested in pnices When you want to se a boat to a nesont, you
shou d definite y adapt youn pnice to the oca manket. Imponting boats wi  bning a ong much
costs: taxes, taniffs, shipping costs, etc,

Which areas of Vietnam will be — according to your vision — developing most rapidly
coming years?

There are two areas which are very interesting: Da NMang and Phu Quoc. The first place
because of the coming harbor. Resorts like the Full Moon Resort are already investing. And the
second one, Phu Quoc, becausea of thein cunnent situation. As it is an is and they a neady have
faci ities fon waten sponts thene, It wi deve op mone oven the coming yeans,
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Interview 4 — Ms. lles

Date March, 4" 2008

Place Café Evita, Ho Chi Minh City
Respondent Ms. Noelle Iles

Company Saignon Yacht Club
Function Public Relations

Although there still is no harbor or marina in Saigon, there already is a yachting club. An
interview with Ms. Iles was arranged, in order to hear her ideas about the current water sport
situation.

Can you tell something about the Yachting Club?

The association is founded in order to bring people together who love sailing and have the
same shared interest. Together we want to be a strong party when the water sports of
Vietham - and especially sailing — is being discussed. The Club had 30 members and 600
people interested on a mailing list.

What are the current activities of the association?

We often have orators who talk about sailing. But more important, we are planning a harbor in
a lake nearby Saigon. My biggest concern nowadays are the boats. We want to start a small
sized harbor where kids can learn to sail. It is rather easy to import a boat, but it is hard to get
it paid. In my function as Director of Admissions for the British School I get to speak a lot of
interesting people. A lot of them are also interested in sailing, and can possibly fulfill a role in
the investment. A lot of people are interested, as well for leisure as for business.

What role does the government play in the development of water sports?

As the government is responsible for the infrastructure, they have an important role in the
development of water sports. But also the Vietham Olympic Committee (VOC) has much
influence, especially through the Vietham Aquatic Sport Association (VASA), located in Hanoi.

Are there other organizations involved?

A main player is the Sunsail organization. They charter sailing yachts to customers every half-
year. Besides there is an Australian owned company called Corsaire Marine, they sell imported
boats on the local market.
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Appendix 3 Screenshots

Online questionnaire

Water sports in Vietnam ‘
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Appendix 4 Questionnaire for resorts

Mame of the nesont

Resort group name

Location

Date

1 What is the current offer of facilities?

dbeach vo eyba Q childnen p aygnound
d confenence noom O fitness centne / gym
1 golf O massage

a1 {motor]bike rental O spa

A swimming pool O tennis

1 water sports

3 othen faci ities:

2 "When < ients choose for our resort, the offer of these faci ities is very important”

skrong v agree agree reutra disagree strongly disagree
O a 2 O a

3 "Having a more diverse offer, wi probab y attract more customers to our resort”

skrong v agree agree reutra disagree strongly disagree
O a 2 a

4 What kinds of water sport activities are offered?

d banana boat Q boat tnips

A body boanding 3 fishing

d go F sunfing O jet-skiing

d kayaking O kite sunfing
1 parasailing O =ailing

1 scuba diving O snorkeling
1 water skiing O wind surfing

3 othen waten sponts:

d none {— proceed question &)
5. "The water sports offered, play an important role when clients choose for our
resort”
strongly agree agree neutral disagree strongly disagree
1 A - 1
6. "More clients are expected to book, when our offer of water sports increases™

strongly agree agree neutral disagree strongly disagree

d - a
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7. Are the water sports facilities owned by the resort, or is a third party involved?
J owned by the resort
Jowned by a third party
d combined ownership

8. What are the costs charged to customers for the water sport activities (in US$

per hour)?

banana boat kite-surfing
boat trips parasailing
body boarding sailing
fishing scuba diving
golf surfing snorkeling
jet-skiing water skiing
kayaking wind surfing

9. Do you experience a lack in your current offer?
adno
Jdyes

10. Are there (small) islands nearby your resort?
dno
dyes

11.Have you ever considered buying a boat for your resort?
adno
Jdyes (= proceed question 13)

12. What are the reasons this was not considered?
- costs too high
d no demand by customers
d no harbor
1 lack of experience
1 our resort already have a boat
1 other reasons, ...

13. Would you be interested in exploiting a boat when it is financed by an investor?
dno
dyes

14. Presume your resort wants to buy a boat. Which role play the following factors?

very important important neutral unimportant very unimportant
purchase price a d a 3 3
costs a | a | |
safety a d a 3 3
size I d I i i
user friendliness O a O a a
maintenance O a O a a
attractiveness O a O a a
comfort O a O a a

Thanks for your time!!
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Appendix 5§ Questionnaire for tourists

1 "My choice for a resort depends (amongst others) on the water sports offered.”
d agnee
1 disagnes

2 "If a boat trip is offered I wou d be irterested to join ™
1 agree
d disagrea
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Appendix 6 Data analysis, questionnaire resorts

Current offer of Facilities:

beach weolleyball
children p aygrourd
conference room
fitress centre / gym
gaolf

massage
[maotoribike rental
5pa

swimming poal
tannis

water sports

[ " 5 51

"When clients choose for our resort the offer of these Facilities is vary important”™
an, 9%

%
W strongly agree
i aqNEE
neulral
W dispgres
4% W strongly dissgree

“Having a mone divense offen, wil pnobab y attnact mone customens to oun nesont”

gn %
17% W =tmngly sgroe
agres
neutral
50% W disagree
W strongly disagres
5%

Water sport Facilities:
banana bpat
boat trips
body boarding
fishing

gaolf surfing
jet-skiing
kayaking
kite-surfing
parasailing
zailing
scuba-diving
snorkeling
water skiing
wird surfing
none

T
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"The water sports offered, play an "Maore clients d@re expected to book,
important no e when cients choose when oun offen of waten sponts
fon oun nesont” increases”

il y
' e d
[ e B strongly agres
i J agres
= i ) neutral
= - i o disagree
- - M strongly disagree
ars
ELTS
=0 bLLY

Ownership of the water sports:

19%

B gwned by the resort
Fowned by & third party

'r-b_. . = comtined ownarship
k¢ .
FT oY
"Do you experience a lack in your "Ara theare {small) islands
current offer of water sports?” nearby your resort?”
.
Wnn
W yes
-
"Hawve you ever considered buying "Would you be interested in exploiting a boat
a boat fon youn nesont?” when it is financed by an investon?”

e
M no
W yes
T
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Boat buying factors:

' I i I

B e R

| M very important
impartant

4E% 26% - 0%  meutral

| B unimportant

|
| B very umimpertant
oo [ o -
L |
oo [ o on

purchase prioe 1796 0% 0%
| | '
1 1 1

108 20% 305 401% 0% GO%% 0% G0 0% 1CG%

attractiveness

size

]

#

- K0 -
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Appendix 7 Data analysis, questionnaire fourists

"My choice for a resort depends {amongst others) on the water sports offered.”

B agree
B disagres

"If a boat trip is offered I would be interested to join.”

W zgrae
B disagree
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Appendix 8 — Letter of appreciation




