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Wnrlnng hours

age nusmber of hours worked per year has in mest rich countries
over the past decade, Some European countries are now Lrying to reverse the trend, but
they have a long way to go. In 2003, the French and Portuguese worked 10% fewer
heurs than in 1990; Germans worked 6% fewer than in 1991. The number of hours of la-
bour perwarker has fallen even more steeply in Japan, by 11%in 1590-2003.
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| Labaur costs
‘costs per worker are especially high ies. However,

nll(h of the burden on employers arises not from pay, but fram neh)- social-insurance
eontributions. The pay rates of German workers, for example, are only a bit higher than
these of American employees. But the total labour costs per worker in Germany are much
higher than those in America.

Manutacturing: production workers, § per hose worked, 2001 Py O Labous coits
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Germany is troubled between high-tech
and low-wage countries

Origin of the biggest Example: One German
chip manufacturers worker costs as much as:

10 Hungarian
12 Polish
13 Czech

1.Japan
2.USA

6. Japan
7.USA
7.USA
8. Japan

3.Japan

4.Japan
5.USA

30 Russian or

63 Chinese / ‘

9. Korea
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Mercedes-Sterne aus Istanbul
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China cars are running
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Goals of trade fair activities

« contact goals

* sales goals

* presentation — communication goals
« distribution goals

« information goals
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Trade shows as part of the sub-mix of
the communications policy

marketing goals

communication goals

communication strategy (corporate identity)

—
) trade
adver- trade personal | public fair
tising promoti selling relatiol partici-
ons pation
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How to establish business relationships
at International Trade Fairs (1)

* plan your actions a long time in advance

« get the trade fair catalogue in advance

« introduce yourself in advance

« ask for an appointment in advance

« be prepared for ,traffic jam*“

« be precise

« bring with you your calculator and laptop

« bring your company presentation with you
(but not only in your own language)

« bring with you information about your market
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How to establish business relationships
at International Trade Fairs (I1)

* bring with your information about customs, tariffs, marketing,
calculations, transportation etc.

« use all your skills in cross cultural communication

« use all your skills in negotiation techniques

« do not count on final agreements during the trade fair

« get in contact with your partner directly after the trade fair

« always give direct responses to letters, faxes or e-mails

« be prepared to visit your supplier in his home country

« be prepared to invite your partner to your home country

« create long-term thinking
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Marketing Memo
Making the most of trade shows

Set goals
Plan well ahead of time

Conduct market research

P w N PR

Line up a translator or interpreter if necessary
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End of Part two!
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