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Case Objectives and Use

This case provides the opportunity to discuss and debate how the International Marketing Department at VSecurnics (a leading U.S. firm that specializes in the design, development and manufacture of video security systems and supporting equipment) could achieve the goal of doubling its market share in Europe.  The case also illustrates the challenges of localized marketing, language translations, and product designs in global markets.  How should VSecurnics position its products and messages in the European market, and overcome disadvantages in brand awareness and recognition (compared to top competitors such as Panasonic and Philips with consumer lines)?  VSecurnics competes only in the business market, and only in one business – closed-circuit TV or video security systems.  This case was written for students (preferably at the MBA or senior undergraduate level) in a marketing management, strategy, or international business course.
Case Synopsis

VSecurnics products have only been sold internationally for a few years.  Hence, it lacked brand awareness and recognition.  While VSecurnics prides itself on excellent customer service and technical support, its prices are, on average, five to ten percent higher than competitors’.  While global market prospects for new digital video security products are promising, language accommodations (a necessity for international markets) can slow down product introductions by as much as four months. With translation costs averaging 32 percent of the International Marketing Department’s annual US$2-million budget, and trade shows consuming almost another third of the budget, the International Team (five-person staff and a manager) is challenged to come up with a plan to increase VSecurnics’ market share in Europe from 3% to 6%, without additional capital outlay.  As the week draws near for the Team to present its 2005 marketing plan to the VP of International Sales, the pressure is building.  What would you recommend the International Team do for 2005?  How would you allocate the budget?
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