FREIXENET MULTIMEDIA CASE

“WORKING WITH THE CD”

SYSTEM REQUIREMENTS

To use this CD-based application, you need a system that meets the following requirements:

.  CD-ROM drive or equivalent

.  A sound card and speakers (or connection for a headset)

.  “QuickTime” software for Windows must be installed to view the various videos (version 3, 4, 5, or later).  The QuickTime Basic Installer is provided by Apple and can be downloaded from the following site:  http://www.apple.com/quicktime/download/
. Windows Environment: Pentium processor.  Faster processors and CD-ROM Drives as well as larger Ram configurations will significantly enhance the speed, interactivity, and performance of the application.

ENHANCING SYSTEM PERFORMANCE

The multimedia nature of the Freixenet case is very demanding on the system resources.  For greater performance, we recommend that:

.  You use a high performance computer 

.  Close all other applications (including internet browsers and email access) before running the Freixenet case (to free additional memory)

.  If the CD-Rom drive is too slow, but the computer has a fast access hard drive with enough space available (at least 680 Mega bytes), the full application could be copied from the CD-Rom onto the hard drive (make sure you copy all the files and folders without changing their respective hierarchy).  In this case, the application can be started by accessing the proper directory on the hard drive and double-clicking on the “Freixenet” icon. WARNING: Under no circumstances shall the Freixenet CD be duplicated onto other CDs.  Likewise, you do not have the right to copy the application from a given CD onto more than one computer (or make it available on a network) without prior written authorization from the authors; doing so would constitute a violation of the copyrights and would be subject to prosecution.

.  For a better viewing of the application on your computer screen (if necessary), you can adjust the color and display resolution by changing the settings in MS Windows: go to the Start menu, choose Settings, Control Panel. The Control Panel window will appear on your screen. Double-click on the Display icon, click the Settings tab, then proceed with the desired adjustments.

IMPORTANT INSTRUCTIONS

To start the application and run it smoothly, the following points and commands are important:

.  Before starting the case, we recommend that you familiarize yourself with the case and menu structure by reading this note.  In particular, you may want to print the menu roadmap, list of videos, and stated mission (original email message from Bernd Halbach) contained at the end of this document.  Such printouts will be useful for navigating the case and taking appropriate notes.

.  Before starting the application, make sure that the sound level on your system is set at an appropriate level for a comfortable listening experience (you may want to run an audio or video file to check the current sound level).  If necessary, adjust the sound level (via volume keys on the keyboard, speaker switches, or system software: check the speaker icon on the screen or under the control panel).

.  To launch the application, insert the CD into your CD-ROM drive; use your file manager to access the proper drive and show the content of the CD; double click on the “Freixenet” icon and wait a moment as the application is being loaded.

.  To turn off (and on) the background music in the case (the music may be too distractive or repetitive for some users), click on the Freixenet logo that appears on most screens (top left corner).  When the background music is turned off, video clips can still be played with their audio track audible.

.  To switch from the Freixenet application (without closing it) to other active computer applications, use the following key sequence: press the two or three keys at the same time: “Alt”  and “Tab” keys (other combinations work as well: “Alt” and “Esc” as well as “Ctrl” “Alt”  and “Esc”).  Although the Freixenet case takes over the full screen for a cleaner display and finer presentation, it does not close the other programs that may be running (it is just that these programs’ respective windows cannot be seen).  By using the above key sequence (e.g., “Alt” and “Tab” together) you can move from the Freixenet case to the next opened application, to the next opened application (by repeating the same key sequence), etc… until you loop back to the “Freixenet application” (if the screen seems frozen when you get back to the case, click on it).

.  Careful: if you just press the “Esc” key on its own, this will terminate the application regardless of where you are in the case.  You will have to restart the case from the beginning.

ABOUT THE FREIXENET CASE ITSELF

ABSTRACT AND GENERAL REMARKS

The Freixenet multimedia case is a multi-facetted case that is centered on a real situation, involves real decision-makers, and builds on actual events and corporate material.  As such, the case represents a unique opportunity for “users/consultants” to appreciate the life and challenges of an international organization operating in over 150 countries. While a handful of problems related to both strategy and marketing issues have been identified by management, the complex nature of the operation constitutes a fertile ground for various problem-solving initiatives.  Instructors may want to tailor the use of the case to their specific needs (e.g., study of the internationalization process and market entry pitfalls for strategists; development of an actual advertising campaign for marketers) and require specific tasks from the “users/consultants.”

 Given the richness of the case (e.g., cumulatively, over 1 hour of video), one should budget between 3 and 4 hours to go over the entire application (it may be helpful to cover the material in more than one computer session).  For better results, we suggest that you do not rush in the coverage of the material (risk of information overload), that you take some notes as you go along the application (also print the CD roadmap in advance), and that you look proactively at the information presented with your problem to solve in the back of your mind (e.g., if you must develop a marketing plan, the numerous examples of promotional and advertising materials presented in the CD are important benchmarks and reference points, as well as a source for creative thinking and concept development).  For comprehensiveness and a realistic outlook, some sections of the case are very detailed: for instance, under “Products,” the full product line is introduced for all the company’s brands.  Not to be overwhelmed by this type of information, “users/consultants” should use their good judgment and critical mind in considering what is important and not so important in their quest for a solution (e.g., the extensive array of promotional activities introduced in the case represents a critical asset for “users/consultants” attempting to design a realistic promotional campaign and may be less instrumental for strategists focusing on market entry decisions).

Since the case contains a lot of information and can be demanding in terms of personal focus and concentration, “users/consultants” will also find in the application several “lighter” features that should help refresh their attention span.  First, the case contains a series of “Champagne Thoughts” that pop up in various parts of the application: these are short animated sequences featuring the Freixenet Bubble Girls and the words of famous people in relation to Champagne. To optimize the flow of the application, a given thought will be displayed only once.  Likewise, in the “German Experience >> Promotions 2000” section of the menu, a unique karaoke style activity is presented where ”users/consultants” can try their operatic talents (in German!) and sing the famous “Champagne Song” from Johann Strauss II’s  “Die Fledermaus (The Bat)” operetta. Finally, beyond the case analysis, various video clips should also appeal to one’s general interest and culture.  For instance, to capture the cultural reality of an international organization such as Freixenet, the “Australian Challenge >> Good Advice” section of the case features the same interview in two different languages: one clip in Spanish (native), the other in English.  This should help one project herself or himself in the reality of that international work environment.

To some extent, this case addresses the classic issue of standardization vs. adaptation that many multinational enterprises face in their globalization endeavors.  The case documents the successful efforts of a family-owned sparkling wine company from Spain (Freixenet) in its attempt to build a significant presence in a key foreign market, Germany.  Based on your understanding of the industry and competition, the company (its competences, products, traditions, and past experiences), and its current difficulties in a new market (Australia), you must articulate a proposal for corrective actions.  In simple terms, what should the company do in Australia in light of its past success in Germany (standardize, adapt, or create from scratch)?

As described in the case, Freixenet had to adjust its communication and advertising efforts early on in Germany after detecting some fundamental positioning problems in that market: 

i) First, consumers did not relate the product to the right situations; 

ii) Second, the company had no idea about the image that consumers had of Spain and Spanish associations; therefore, the company could not assess properly the image of its product in the mind of German consumers.

As a result, numerous marketing research studies were conducted in Germany; the corresponding reports are presented in the application according to their respective timeline. Thus, “users/consultants” have a unique opportunity to assess the exact nature of the marketing research efforts and to understand the decisions adopted by management in light of these results.  The case documents the evolution of the marketing research efforts, positioning, and market performance in Germany over a period of ten years.  This constitutes a fundamental basis for analyzing the situation in Australia.  The case further presents some specific consumer research results related to the Australian market (it has also been argued by management that further research may be warranted). With respect to some key marketing and advertising issues, the case also features some professional advice from the famous Bassat-Ogilvy advertising agency, where Freixenet’s account is handled.  Overall, this multimedia case is designed to share with you a complex but also exciting reality, to enact a form of experiential learning, and to stimulate your creative thinking and problem-solving skills.  Enjoy…

CD ROADMAP

This case contains a significant amount of information and multimedia material. To better understand the structure of the case and to navigate the menu system more smoothly, we present the following CD Roadmap. You may want to print it before starting the application so that you can take some notes as needed.  


Freixenet: Overall view of the case






































1.1 Palm pilot

After a sequence of opening screens, your mission as a consultant to the Freixenet group truly starts with the activation of your palm pilot device on the screen (see Figure 1). Some key information about your mission is stored in the palm pilot.  To access it, you can use the functionalities of the device: you can click on three different buttons (Time, Movie and E-mail).
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First, you should focus your attention on the e-mail (click on the email button to retrieve the message). This e-mail message is sent by Mr. Bernd Halbach, the Director of International Operations at Freixenet and identifies some of the problem areas that will require your expert advice.   

For convenience, here is a copy of the e-mail message (you may want to print it for later use):


New Message (Highest Priority)

From:       Bernd Halbach

                 (@freixenet.com.es)

Subject:   Your Proposal and Upcoming Visit to

                 Sant Sadurni
Greetings from Freixenet Headquarters,

Congratulations on your draft proposal being selected for the second round of our project call.  We are eager to work with you at this stage so that you can develop a full-fledged plan proposal for us.  

To better understand our business and current challenges we expect to see you in Sant Sadurni D’Anoia in a few days (for a preview of our beautiful region and location, please click on the "Movie" button).  In preparation for your trip, I have included a short summary of the issues that concern us at this time.  During your visit, I have arranged a series of meetings with various individuals, including myself, who should be able to help you gather the information you need to develop your final report.  For an introduction to some of these individuals, please check the agenda on your Palm Pilot (click on the "time" button, and then click on the underlined names).

As discussed before, our main challenge remains the Australian market where we have not yet achieved the level of penetration and success that can be expected from our other international operations.  We need to devise and implement a new marketing and advertising campaign that reflects our renewed commitment and ambitions for this market.  Many of us at Freixenet believe that we should benchmark our effort for Australia on our current and past success in Germany.  Particularly, when it comes to positioning and advertising, some managers believe that we have all the elements for rolling out a global campaign.  Still, management  remains divided on this issue as some of us here believe in adapting the German marketing mix to the Australian context, while others want to start a new campaign altogether. 

On a different note, you will soon have a chance to appreciate our long lasting success with our “Bubble Girls" concept here in Spain.  This has also become an internal splitting issue throughout the company.  On one hand, we have been extremely successful for over thirty years using this concept; on the other, we fear that the concept is somewhat outdated. What shall we do in Spain? Furthermore, could  and should this concept be introduced in foreign markets, particularly in the case of Australia? 

Finally, I thought that I should also refer to a key strategic question that has become very timely.  Now that we have reached and achieved a critical size and presence in the sparkling wine market, should we keep on allocating resources and efforts for the growth of this branch of our business, or should we use our current position to expand into the wine business?  What would the implications be for our image, and brand policy?

Again, and foremost, we expect an outstanding proposal for a winning marketing and advertising campaign in Australia, one that will turn things around. You will have access to a lot of our internal resources.  Still, if needed, you have carte blanche to pursue some additional research, be it market research, competitive analysis, or creative concept testing.  As you can see, we also need your help sorting out various other emerging issues.  The Freixenet group is counting on you.  I am looking forward to seeing you in person in a few days to resume our discussion and provide you with further guidance.  Have a safe trip to Barcelona (again, for a preview of our beautiful region and location, please click on the "Movie" button). 

Hasta pronto,

Bernd Halbach

Director of International Operations, Freixenet

====================================

After reviewing the email, you can find out more about the origin and location of Freixenet in Spain (click on the “Movie” button to play the video clip). Then, you may want to meet three of the key protagonists of the case that will feed you important information at various stages of the case (click on the “Time” button to access the schedule of arranged meetings and, then, click the underlined individual of choice to play the introductory video clip of that individual).  When in the “Time” section of the palm pilot, you can click back on the other buttons to view the previous material again (e-mail and video), or you can proceed to the Main Menu of the case by clicking on the rotating (yellow) arrow.  When reaching the Main Menu you can always go back to the palm pilot by either clicking on the “Executive Briefing” option or clicking on the rotating arrow.

1.2 Main menu

As captured below, the main menu contains six distinct components (see Figure 2): 

i) Executive briefing

ii) Company background

iii) Communication & advertising

iv) German experience

v) Australian Challenge

vi) Deliverables

1.2.1 Executive Briefing

As explained previously in the “Palm Pilot” section, the “Executive Briefing” option allows “users/consultants” to access again the introductory information shared at the beginning of the case (Time, Movie and E-mail).

Figure 2. Main Menu
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1.2.2 Company background

This part contains information about the sparkling wine making process, Freixenet’s business philosophy, the history of the company, information about the Freixenet group (the different companies and brands), the industry, and also about Freixenet products (see Figure 3).

In this section, a lot of general background information is presented in a very detailed way at times. With respect to the case, the basic principles underlining the business philosophy should be noted.  As suggested before, try not to be overwhelmed by some of the general information (“Products” in particular); use your good judgment and critical mind in considering what is important and not so important in your search for a solution

Figure 3. Company background
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1.2.3 Communication & Advertising

This section is very important when working on the marketing and advertising side of the case. This section includes a message from Mr. Jorge Alavedra, managing director of the Bassat-Ogilvy advertising agency (particularly appropriate when planning to develop and present an actual advertising campaign), examples of public relations and sponsorship activities, an in-depth presentation of existing promotional material and toolkit, and numerous illustrations of print and TV advertising run by Freixenet around the world (see Figure 4).  This section is also instrumental in understanding the concept of “Bubble Girls” that has been so successful in Spain, but started to worry some managers.  This section also constitutes a reminder of the important role played by, and given to, advertising at Freixenet. It should be a source of inspiration in the design of a new campaign.

Figure 4. Communication and advertising
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1.2.4 German Experience

This section could well be the most important reference point for working out the case. In fact, for answering the key question of the case (what should Freixenet do in Australia? implement the same strategy as in Germany, adapt it, or create a new strategy?), it is critical to understand what happened in Germany.

As illustrated in Figure 5, we have organized the information in this section along seven steps according to a critical timeline (we recommend that you start with “Background” and progress in sequence counter-clockwise to move from the old to the more recent developments). In “Background” you will find out about the early days and how the situation evolved in the German market. Overall, you should be able to appreciate how the company was able to develop its most important advertising campaign centered on the theme of “Passion” after a few not so successful positioning attempts. This section captures the evolution (play-by-play) of this campaign over a ten year period, showing: what type of marketing research was conducted, what that research established, what corrective actions were initiated, what the outcomes were for each action, and how these were assessed subsequently.  

Figure 5. German Experience.
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Of particular interest (to consumer behaviorists and qualitative research enthusiasts), we would like to point to one of the analyses done for the campaign “The Magic of Freixenet”. You will find the results of a focus group the company conducted on the new TV commercial for this campaign: on the same screen, we synchronized the focus group comments with the corresponding ad (video) so that it is possible to view sections of the ad, stop it, and read the comments related to that particular segment (reminder: given the sexual undertone and suggestive nature of the campaign theme and execution of the ad, one will find some of the comments of the focus group to be very explicit).

This final component (“Promotions 2000”) of this section captures some of the promotional activities deployed by Freixenet for German consumers at the beginning of the new Millennium.   Of particular interest, the video segment “some examples in Mallorca” captures a range of live promotional events during Summer holidays that may have some practical value when thinking about the case of Australia.  The sing along activity (“Champagne Song” from Johann Strauss II’s  “Die Fledermaus --The Bat” operetta) is also located in this module.

1.2.5 Australian Challenge

This section takes you to the heart of the challenge of Freixenet in Australia. As shown in Figure 6, there are two introductory segments related to the activity of Freixenet in the Australian market: “Purpose” and  “Historical facts.”  With respect to the advertising decisions, the section also introduces some “Good Advice” from experts:  on the issue of adaptation vs. standardization in general (Mr. Jorge Alavedra, from Bassat-Ogilvy) and related to the theme of “Passion” in particular (Mrs. Sandra Boschdemont from Freixenet).  Finally, the section presents the results of a Marketing Research study centered on consumers buying behavior in Australia. As noted by Mr. Bernd Halbach in his email, not all pertinent information or research may have been made available to you; further research may be expected from the “users/consultants.” 


Figure 6. The Australian Challenge

[image: image6.png];%ﬁ.{ The Australian Challenge

y Marketing Research





LIST AND LOCATION OF THE VIDEO CLIPS

This case contains a lot of information under the form of video clips. For your convenience and for completeness, the following table references all the video clips and their respective position in the application (you may want to print this list to help you navigate the case).

PALM PILOT
	Time
	Mr. Pedro Ferrer “Welcome to Freixenet”                           (1 min. 32 sec.) 

Mr. Bernd Halbach “Introduction to the case”                                (35 sec.)

Mrs. Sandra Boschdemont “Introduction”                                      (22 sec.)

	Movie
	“Barcelona”                                                                          (1 min. 46 sec.)


MAIN MENU
	Executive Briefing
	Mr. Pedro Ferrer “Welcome to Freixenet”                           (1 min. 32 sec.) 

Mr. Bernd Halbach “Introduction to the case”                                (35 sec.)

Mrs. Sandra Boschdemont “Introduction”                                      (22 sec.)

“Barcelona”                                                                          (1 min. 46 sec.)

	Company Background
	History: “On Freixenet History”        Mr. Bernd Halbach              (58 sec.)

Industry: “Industry and competition” Mr. Bernd Halbach   (2 min. 18 sec.)

	Communication & Advertising

Communication & Advertising (cont’d)
	Message from Bassat Ogilvy: “On Creative Strategies”      (2 min. 53 sec.) Mr. Jorge Alavedra

Public Relations 

Freixenet With...The Monarchy: “Freixenet and the Monarchy” (1 min. 23 sec.)

Freixenet in... Space:         “Freixenet in Space”                  (1 min. 14 sec.) 

Freixenet in…Ciberspace: “Freixenet on the Web”                        (44 sec.)

Promotions

Sweden: “Global Promotions” Mrs. Mª José Font                          (47 sec.)

USA, Food Network: “Opening a Champagne bottle”                   (15 sec.)

Advertisements

Freixenet & Advertising: “Freixenet and Advertising”       (1 min. 06 sec.)

Commercials from around the World

Japan: “TV ad in Japan”                                                                  (15 sec.)

Germany: “First TV Ad in Germany”                                             (30 sec.)

Italy: “TV ad in Italy” (long version 15 sec.), “TV ad in Italy” (1st. Short version 5 sec.), “TV ad in Italy” (2nd. Short version 5 sec.)

USA: TV ad in USA”                                                                      (30 sec.)

UK: “TV ad in UK”                                                                         (40 sec.)  

Spain: “TV ad in Spain Christmas 2001”                             (2 min. 30 sec.)

Christmas Bubble Girls: Compilation: “Compilation of Christmas Ads” (6 min.)

	German Experience
	Background: “Background on Germany” Mr. Bernd Halbach        (5 min.)

“The Magic of Passion” 1992 – 1995: TV Ads            (30 sec. and 29 sec.) 

“The Magic of Freixenet” 1996-1998: TV Ad                                (27 sec.)

Focus Group on the TV Ad: “The Magic of Freixenet”                  (27 sec.)

“The Magic of Ice Cubes” 1999 – : TV Ad                                     (20 sec.)

Promotions 2000

German experience: “On the German Experience” Mrs. Sandra Boschdemont                                                                        (6 min. 19 sec.)

Some examples in Mallorca: “Promotions in Mallorca”     (3 min. 15 sec.)



	Australian Challenge


	Purpose: “On Australian Challenge” Mr. Bernd Halbach    (2 min. 15 sec.)

Historical Facts: “On Freixenet in Australia: the Beginning” Mr. Bernd Halbach                                                                                 (4 min. 55 sec.)

Good Advice

Advice from Mr. Alavedra: “On Globalization vs. Localization of Campaigns”  Mr. Jorge Alavedra                                         (4 min. 23 sec.)

Advice from Mrs. Boschdemont: 

                                 Spanish: “Sobre el Concepto Pasión” (3 min. 39 sec.)
                                 English:  “On the Passion Concept”    (3 min. 17 sec.)  
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