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Abstract: A successful treating of a single, national, matkebugh new challenges of marketing managemenbiably
different than treating of the global market. Traper provides the case study of Gideon Multimeldidjrm from Croatia.

The company’s main product is mobiExplore, toutigfilide p

latform for mobile phones. The applicatiauld be adapted to

different marketplaces - global and national, fdfedent countries. Because of different dynamictlué growth of national
mobile markets even the global marketing strategyte mobiExplore applications needs to be adajgtegch national case.
Establishing of the national strategy needs todspted through market research of the local maikes. paper argues that
customized for UK market mobiExplore solutions pasved correct and intdicate on advantages of dingpany’s marketing

strategies for singl market.

Introduction

Treating of a single market Vs. treating of a global
market. A successful treating of a single, national, redr
through new challenges of marketing managemenbtiabty
different from a treating of the global market (Ker
andPeterson, 2004). Some changes on the globaktmaokur
after adequate happenings in the field of glo
macroeconomics. Changes on the each single maelpeind
on happenings in the field of local national ecogofReter
and Donnelly, 2004). Toward that, different apptoao
marketing management for the single market cousdlten
better or worse operative solutions (Kerin andRetgr2004).
For such reason main focus of this paper will beeaed
toward differences between platforms for the mankget
strategies on the global market, and tactics ofosimy
strategy on the single markets.

Treating of a single market Vs. treating of a global
market through IT product. The review will be shown
through research of the case study of Gideon Metdiia, IT
firm from Split, Croatia. Its main product is a nigkplore,
commercial platform for the mobile phones. Gide
Multimedia is present on the global market withrethnational
mobiExplore applications: mobiExplore Croatia, niotplore
Italia, and mobiExplore United Kingdom. Gideon Mulédia
has the main corporate marketing strategy for
mobiExplore, but also some different marketing nggamaent
approaches to commercialization of each one ndti
mobiExplore application. Different approach throu
marketing management of the IT product is eveneantidn
the promotion of the UK national companies. So
companies from other countries are also interestede

Some of the targeted customers are part of theablolrket,

but even they could be better communicating throthgh

adapted marketing management approach for singlketa

K mobiExplore marketing strategy
for the global market

Market research. Mobile services (excluding voice and
Pabxt messaging) are forecasted to reach 92 biliano by
2010, up from 27 billion Euro in 2005. When it can®
mobile advertising, predictions vary, but theyadree on the
fact that the market for mobile advertising is giogvrapidly.
Global mobile marketing and advertising is estirdatereach
3 billion USD by the end of 2007, and will increase fold to
19 billion USD by 2011 (ABI, 2008). Informa Telecens.
Media predicts worldwide mobile advertising sperndimill
be 11.35 billion USD by 2010 (Informa, 2008). Incku
condition each IT product needs different approachhe
strategy of marketing management. Soon could be seme
main attractions for potential customers after gjlebal
commercialization of a new IT product. There iseaident
growth of the mobile services on the global marBsticause
of that reason Gideon Multimedia has started wéthetbping

of the mobile IT products. Nowadays the mobiExplsr¢he

main product because it could be adapted to differe

businesses in different countries as a mobile gufige
theroducts and services promotion.

Because of different growth dynamics of nationalbiteo
"Rarkets even the global strategy of marketing mememt
Dfor the mobiExplore applications needs to be adhpteeach

national case. In such condition each national Exfiore
M&pplication needs different approach in the mankgeti
management strategy.

included in such national application as for the iarket.
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FIGURE 1. THE MODELLING OF THE GLOBAL
MARKETING STRATEGY FOR THE MOBIEXPLORE

GLOBAL mobiEXPLORE MARKETING STRATEGY

mobiEXPLORE AS A RESULT
OF THE DEVELOPMENT OF
THE INFORMATIC
TECHNOLOGIES
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PLANNING AND SELECTING THE
GENERAL MARKETING STRATEGY
FOR THE mobiEXPLORE

1. GLOBAL ECONOMY
2. POSITION OF THE IT PRODUCTS ON THE GLOBA
MARKET

1. TECHNOLOGY
2. GLOBAL REGULATIONS
3. GLOBAL MARKET TRENDS

1. SWOT ANALYSIS
2. BENCHMARKING

1. GLOBAL NEEDS
2.CHALLENGE
3.GLOBAL OPPORTUNITIES

Source: Serit (2009)

Establishing of the national marketing managem
strategy needs to be adapted through market résedfrihe
local market. Conservative and standardized saistiwork
better only for some markets. Even the way of therket
research needs to be different (Aaker, 2001). Fames
national markets with high market growth it is use go
through the exploratory research assuming the shpdriod
for collecting useful data.

Marketing strategy for the mobiExplore on the global
market. Gideon’s sales and marketing strategy seeks 1d &
on the company’s previous experience and strengtiosto
consider its current weaknesses. Specifically, Qiddas
proven over the years that it can sell developrsentices to
companies and institutions. Playing up to Gidemtiengths
and experience is one of the reasons that primales $ocus
in the global market is on customized mobiExplodiiens
for similar businesses in different countries. Bor needs of
commercialization of global mobiExplore issues, ttwot-up
model of forming the strategies is being practic8tarting
point is a genesis of a certain need that potemt@iExplore
advertisers seek to satisfy with their products aedvices.
Understanding the cause of the need offers usediglits into
suitable ways and models of satisfying that prosluatbd
services offer. Tactics and operational tacticabgpams
eventually form the exact strategy for the glolesiel. Model
is shown in a Figure 1.

FIGURE 2. THE MODELLING OF THE MARKETING
STRATEGY FORTHE SINGLE MARKET

DEVELOP MENT OFTHE STRATEGY FOR THE NATIONAL
mobiEXPLORE APPLICATION
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APPLICATION
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mobiExplore marketing strategy

for the UK market

Market research.  Preliminary surveys of UK market
have shown high sensitivity of potential mobile edisers of
products and services to suggestions of natiosétuions in
charge of improving the management of certain egvoo
resources. High growth of mobile device users market and
efforts to support competition by additional edimzal and
ntertaining contents that are being installedhamt resulted
by decisions that are made based on exploratoryares.
Same has been conducted during the winter 200/@¢sRA08.
Research has shown that in the segment of chodbiag
services of advertising touristic subjects, sugdgaest of
VisitBritain, institution that defines national ategy of
tourism, were accepted. The mobiExplore is prakiitdahe
aim of strengthening of the national tourism image.
research showed that VisitBritain is an exact eXamyf
systematic leadership of national policy in toucigtromotion
of the country. Plans and strategic and tacticahsaiof
touristic development can be seen in the studies of
VisitBritain. Professional approach, based on glisaiplinary
collaboration of experts in different fields, iretend suggests
to the touristic institutions in UK the specifiedractical
solutions how to advance communication with target

c
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segments on the market. Such a communication Withay
market ensures effective management of nationafistiom
resources, more detailed planning of private antiomal
incomes from tourism and strength the image of Oirism
brand on a global market. VisitBritain represeiysviieel of
UK tourism development thanks to professional etspaho
deal with evaluation of optional solutions. Speaitention
during the last years is paid to IT products féatiing
communication with touristic clients. On the bagsfsall this
knowledge, a marketing model mobiExplore UK isimed.
This model might be represented as marketing glyateodel
for a single market (Figure 2).

Main marketing strategy for the mobiExplore UK as a
single market. Gideon’s marketing management seeks
build on the company's previous experience anagths and
to adapt to its current weaknesses. Specificalige@ has
proven over the years that it can sell developrsentices to
companies and institutions. Playing up to Gideatiengths
and experience is one of the reasons that primales $ocus
in the UK market is on customized mobiExplore eutif,
heavily utilizing its partnership with Visit Britaito promote
customized editions for the local and regional isur
organizations in the UK. VisitBritain has strong simess
reputation among tourism companies in the UK. Bistain
has its own expert team. They are looking for theavn
promotional IT products, and evaluate them. Aftealgses
VisitBritain suggests some ways for tourism manag&n
through the concrete IT product. For such reasbhasnmain
Gideon Multimedia marketing strategy for the molpkexe
UK is co-branding with VisitBritain. The first sigd
agreement in the UK was the one with VisitBritain
December 2008. From than VisitBritain is informiaf its
members about possibilities of the UK tourism préioro
through the mobiExplore UK continuously.

Conclusion

From the reviewed case it is evident that succées
treating of a single market through marketing mamnagnt is
notably different than usual treating of the glolaarket.
Changes on the each single market depend on hagseim
the field of local national economy, as custom dowtion
between institutional and business subjects.

In the presented case of mobiExplore, IT produotnfr
Gideon Multimedia, there were presented two ways
building marketing strategies for the produc
commercialization. Because of different growth dyines of
national mobile markets even the global strategynafketing
management for the mobiExplore applications needbet
adapted to each national case. In such conditioh eational
mobiExplore product needs different approach. Histabhg a
national marketing management strategy needs tadbpted
through market research of a local market.

For the needs of commercialization of global molpi&re
issues Gideon Multimedia practices bottom—up mootel
forming the marketing strategy. Starting pointéngsis of the,
need that should be satisfied through mobiExpl@sue
promoted product or service. Such an approach ediged
for global market. In approaching national marlestpecially
in a situation when on this market there is a subjenoting

national business policy regarding a certain ecacam
resources, Gideon Multimedia practices the spetifie
marketing strategy for the mobiExplore issue adhpte a
model that such a national subject practices. Smcaxample
is mobiExplore UK which has commercialization and
marketing strategy defined in conjunction and cowation
with the VisitBritain’s tourism promotion policy. Ugh
strategic approach has proved correct as acceptieg
VisitBritain’s guidelines for the final concept ofobiExplore
UK resulted in accepting that IT product as a media
communication by the target segments, visitors poténtial
visitors of UK.
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