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Executive summary

Colgate-Palmolive is an American company which operates on international level with the production and selling of oral, personal and home care products and pet nutrition products with a good price-quality relation. The organisation has set up a sales and marketing organisation in Spain in order to launch its products on the Spanish cosmetic market. Colgate-Palmolive has entered the Spanish market in 1980 and is nowadays selling different shower and bath products and hand soaps. Recently, Palmolive introduced a new product line on the European market: Palmolive Naturals with olive milk. This product has already been introduced on several European markets. The products will provide the need for personal hygiene and gives a pleasant rich Mediterranean feeling during the shower or bath and a soft and healthy skin.
It would be interesting for Colgate-Palmolive to introduce Palmolive with olive milk on this particular market because Spain is a Mediterranean country where the olive is a very important product. Moreover, one cannot find yet much variety of Palmolive products. 
The target group of Palmolive with olive milk is Spanish households (of all income levels) who are searching for a product which makes their live healthier and more enjoyable but without paying much money for it. However they do value the quality of the product. The majority will be women who go out shopping. They are also interested in having a bath or shower product or liquid hand soap with natural ingredients such as honey and milk, olive milk and almond milk etc.
It would be interesting for the organisation to launch Palmolive with olive milk on the Spanish market. Firstly, by looking at the results of the internal analysis it is feasible for the company to export because of its strong financial position and its own sales and marketing organisation which is situated in Spain. Moreover, the company already operates on this market with other Palmolive products. Therefore the company already has made contacts with intermediaries. 

Secondly, by looking at the external analysis of this report, it can be said that Colgate-Palmolive has several opportunities on the Spanish cosmetic market. It is said that the Spaniards have become more health conscious and their knowledge of the benefits of natural products has increased. They are also more interested in imported products. According to the Agency for international business and cooperation (EVD) the cosmetics, toiletry, health and beauty products industry is an extremely lucrative market. 

Nevertheless, the intensity of competitive rivalry is very strong which is a significant threat for Colgate-Palmolive. 

After looking at the result of the internal and external analysis Colgate-Palmolive has identified three strategies. Firstly, Colgate-Palmolive will therefore choose for direct export which will make it effortless to launch Palmolive with olive milk in Spain. Secondly, the company will make use of the knowledge and contacts of the Colgate-Palmolive sales office in Madrid. Thirdly, to promote Palmolive with olive milk on the Spanish market by putting an emphasis on the natural ingredients of the products and the good price-quality relation of Palmolive. However the main strategy of the company will be to make use of direct export. The distribution has the following structure: distribution between the American company Colgate-Palmolive, the manufacturer, the sales office in Spain and the wholesale and retail trade in Spain.

In order to launch Palmolive with olive milk successfully on the Spanish market Colgate-Palmolive has developed several targets concerning the export marketing mix:

· Penetration pricing strategy

· Promotion of Palmolive with olive milk on Spanish cosmetic fairs

· Distribution spread of 80 percent in the Spanish retail during the first half year

Introduction

I am a student of the Higher European Studies in the Hague and to conclude my study I have to write a final paper. This final paper is an export policy plan for Colgate-Palmolive and is written to investigate if Palmolive with olive milk can be launched successfully on the Spanish cosmetic market. 

The central question of this final plan is: Can Palmolive with olive milk be launched successfully on the Spanish market?
This final plan is divided in nine chapters. The first chapter will provide an overview about Colgate-Palmolive Company. The following two chapters define the product and cosmetic market. Chapter 4 provides an internal analysis of Colgate-Palmolive, followed by an external analysis in chapter 5.    The strengths, weaknesses, opportunities and threats of Colgate-Palmolive and the Spanish cosmetic market are being discussed in chapter 6. After this, a main strategy is identified and an export marketing mix is written. In chapter 9 one can find the conclusion.

In order to find the answer to this question I made use of desk research. The information used in this final plan was found on the Internet, books and reports. 

1
Company description

Palmolive is part of the American Colgate company. In 1806 Colgate–Palmolive was founded and is headquartered in New York City. In 1889 Palmolive soap entered the market and is being sold in over 88 countries. The company’s main target is to satisfy consumers’ needs by selling products to make life healthy and enjoyable. (Colgate-Palmolive Company, Annual Report 2005. Retrieved September 23, 2006, from the website of Colgate-Palmolive, p.1) 

Colgate-Palmolive is the global leader in liquid hand soap and oral care and is operating in about 200 countries. Colgate-Palmolive focuses on the production and marketing of consumer products worldwide. The company operates through two segments: Oral, Personal and Home care and Pet Nutrition. Colgate-Palmolive has divided the international market in four separate departments: North America, Latin America, Europe and Asia/Africa. (Colgate-Palmolive Company, Annual Report 2005. Retrieved September 23, 2006, from the website of Colgate-Palmolive, p.1)
Colgate- Palmolive is known for its global brand names such as Palmolive, Ajax, Colgate, Elmex etc. 

The mission of Colgate-Palmolive is to be the company of first choice in oral and personal hygiene by continuously caring for consumers and partners. Moreover, Colgate-Palmolive has three fundamental values: Caring, Global Teamwork and Continuous Improvement. (Colgate-Palmolive Company, Annual Report 2005. Retrieved September 23, 2006, from the website of Colgate-Palmolive, p.2) Firstly, the company cares about its employees, its shareholders, customers and business partners. Secondly, they also focus on global teamwork. They do this by sharing information, technology, ideas and talents with all offices worldwide in order to maintain its global position on the market. Finally, they focus on the importance to understand the expectations and needs of the consumers so that they continue to improve products, services and processes to “become the best”. 

The company has always put a strong focus on its global brands in its core businesses. With this strategy they also combine a successful financial strategy which is being used worldwide. This strategy is being used to increase gross profit margin and to increase market leadership position for key products such as toothpaste, toothbrushes, bar and liquid soaps etc. 

One important aspect of Colgate’s growth strategy is innovation. The company has got several strategies which are based on innovation. Moreover, these strategies improved the positions of its key products on the international market. (Colgate-Palmolive Company, Annual Report 2005. Retrieved September 23, 2006, from the website of Colgate-Palmolive, p.3)  
2
Product description

Colgate-Palmolive is known in Europe for its personal (Palmolive), oral (Colgate), and home care products (Ajax). The personal care products of Palmolive in Europe consist of shower gels, bath foam, hair care, shaving, deodorants, bar soaps and liquid hand soaps. However, in the United States the brand Palmolive belongs to the home care segment for dishwashing products.  

Colgate-Palmolive has entered the Spanish market in 1980 and is nowadays selling different shower and bath products and hand soaps. In Spain the product is named Palmolive NB. This export plan will only cover the personal care segment of Palmolive. 

Recently, Palmolive introduced three new products on the European market: Palmolive Naturals with olive milk. This product has already been introduced on several European markets such as in The Netherlands, Austria, Belgium, Germany, Italy, France, Poland etc. I have chosen this product for the export policy plan because Palmolive with olive milk has not been introduced yet on the Spanish market. It would be interesting for Colgate-Palmolive to introduce Palmolive with olive milk on this particular market because Spain is a Mediterranean country where the olive is a very important product. Moreover, one cannot find yet much variety of Palmolive products. 

The target group of Palmolive with olive milk is Spanish households (of all income levels) who are searching for a product which makes their lives healthier and more enjoyable but without paying much money for it. However they do value the quality of the product. The majority will be women who go out shopping.  These Spanish households want to have a bath or shower product or liquid hand soap with natural ingredients such as honey and milk, olive milk and almond milk etc. 

Colgate-Palmolive will enter the Spanish market with three different products of Palmolive with olive milk: a shower gel, bath foam and hand soap. It will give a pleasant rich Mediterranean feeling during showering or taking a bath. It will protect, relax and soften the skin. The olive milk is rich with nutrients and does not consist of nutrients that could cause allergic reactions. This product can be defined by the three levels of a product. 

Core product:
To provide the need for personal hygiene. 

Tangible product:
The product consists the goodness of olive milk and is 100 percent soap free. The brand name is well known on the international market. It is a product of quality and is being sold in bottles of synthetic material. 

Augmented product: 
It provides more than only personal hygiene; it also provides a soft and healthy skin and a pleasant rich Mediterranean feeling during the shower or bath. 
3
Market definition

Colgate- Palmolive is operating on the cosmetic market and according to the Agency for international business and cooperation (EVD) the cosmetics, toiletry, health and beauty products industry is an extremely lucrative market. 

The shower products are being offered in the Spanish retail. Colgate-Palmolive provides the need for personal hygiene. 

Market definition according to the three dimensional business definition of Abell. (Alsem K.J. (2001). Strategische marketingplanning (third edition). Groningen: Stenfert Kroese, p. 69) 
Customer functions

          -  Personal hygiene 






          -  Soft skin 

          -  Healthy skin


          -  Nice fragrance 

  

     Retail –                 - Shower gel 
                            

                                                                                               - Bath pearl

                         
    Households- 
                          
    
  - Bar soap     

                                                                                                               - Bath tablet

                       







    - Bath foam 











- Bath salt












          - Liquid hand soap

Customer groups      





          Alternative technologies       

Chosen market definition

Spanish retail and households who are using the bath and shower products and liquid hand soap of Palmolive with olive milk to provide themselves the need for personal hygiene, a soft and healthy skin and a nice fragrance. 

Country description 
The country to which the product will be exported is Spain. From the company viewpoint Spain is an attractive country to export a Palmolive bath and shower product and liquid hand soap.  

Firstly, Colgate-Palmolive already distributes several products of Palmolive to Spain. Therefore Spain would be a good country for the company to introduce Palmolive with olive milk because they already have set up a sales office and distribution centre for its products in Spain. It would be easy to just add Palmolive with olive milk to the existing assortment in Spain because the company can make use of the existing contacts with wholesalers and retail in Spain which would be cost saving. Secondly, the company started producing and selling Palmolive bath and shower products and liquid hand soap in Spain since 1980 and therefore the products of Palmolive already have strong brand awareness. Lastly, it is said that the purchasing power of Spanish consumers has increased and is above European average. This is caused by the economic growth  in 2005. (“Sector informatie: Spanje Cosmetica”, 2006. Retrieved September 24, 2006 from website of Agency for International Business and Cooperation (EVD) Moreover, the Spanish cosmetic market is a very lucrative market at this moment. Since 1995 the distribution of cosmetic products has increased annually with 7 or 8 percent. (“Sector informatie: Spanje Cosmetica”, 2006. Retrieved September 24, 2006, from website of Agency for International Business and Cooperation (EVD)
From the customer viewpoint Spain is also a suitable country to export a Palmolive bath and shower product and liquid hand soap. Firstly, the Palmolive products are already well known by the Spaniards. Therefore, Spanish consumers are sooner willing to buy a new product of Palmolive because they already know the brand. Secondly, Spain is a Mediterranean country where the olive is a very important and healthy product and is used by many Spaniards. Spain can be seen as the country with the most numbers of olive trees. The country is nowadays the world's leading olive and olive oil producer and exporter and it can be seen as the symbol of the  Mediterranean culture. (“Palmolive with olive milk”, “Alles over de olijf” para. 2. Retrieved September 24, 2006 from the website of Colgate-Palmolive Nederland B.V.)

4. Internal Analysis

4.1 Company Information
Mission 

In the annual report of 2005 of Colgate-Palmolive Company it is said that the mission of the company is to be the company of first choice in oral and personal hygiene by continuously caring for consumers and partners. Moreover, Colgate-Palmolive has three fundamental values: Caring, Global Teamwork and Continuous Improvement. (Colgate-Palmolive Company, Annual Report 2005, from the website of Colgate-Palmolive, p.2)

Management

Colgate has a diverse management team who are representing different parts of the world. This team consists of more than 400 managers working in other countries than their home countries to strengthen the results of the business units. By working and living in another country they will gain knowledge of different cultures and therefore improve their ability to work as one global team. The directors of Colgate-Palmolive often have direct contact with the managers. The managers regularly join the directors during Board meetings so that both managers and directors are aware of the business activities. The directors are also invited to contact managers with questions and suggestions. 

Marketing 

Colgate has a marketing strategy that is based on shopper marketing and is being used worldwide. This means the research to learn more about consumer needs and wants by visiting people in their homes in order to see what products they use and how they use them. They also accompany consumers while they are shopping to find out how they make brand choices. Furthermore, Colgate is running television commercials and placing advertisements in the United States, while in several European countries the new interactive website of Palmolive (www.palmolive.co.uk) was launched. The company also uses a differentiated marketing strategy for their different segments and products on the international market. 

Market position 
Colgate has a strong position on the international market. Colgate-Palmolive is the global leader in liquid hand soap and oral care. Colgate, Palmolive, Ajax are brands which are well known by consumers worldwide. 
4.2 Balanced Scorecard Method Colgate-Palmolive 
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Conclusion 

Through the Balanced Scorecard method in chapter 4.2 one will have a clear overview of the activities of Colgate-Palmolive on the international markets in terms of its strategies and financial position. Thus, Colgate-Palmolive has a got a good performance on international level. There are several major strengths of the company. Firstly, as one can see in the Balanced Scorecard method Colgate-Palmolive has a great strength concerning its marketing activities. Secondly, the company has a good image on the international market. Thirdly, the products of Colgate-Palmolive have a good product quality which is an important issue for the company. Fourthly, Colgate-Palmolive has put an emphasis on innovation in everything they do such as innovation of new products and global distribution. This strategy has led for instance to great market shares in key products categories. Fifthly, Colgate-Palmolive has a got a marketing strategy based on shopper marketing in order to learn more about consumer needs and wants by visiting people in their homes in order to see what products they use and how they use them. Finally, Colgate-Palmolive also has a major strength concerning technical manufacturing skill. 

Strategies

Colgate-Palmolive has developed several strategies in 2005 and on the website of Colgate-Palmolive these strategies are described: 

“Colgate-Palmolive’s strategy is to focus on global new products to drive growth. In the early 90’s, we were launching an average of 256 new products a year. By the mid 90’s that number grew to 469 per year. And recently that number has jumped to over 797 per year.” (“Global procurement Mission and Goals of Colgate-Palmolive”, “Growth Strategies” para.5. Retrieved September 23, 2006, from the website of Colgate-Palmolive Company)
The company developed a strategy to increase efficient trade: “While continuing to find savings from purchases of raw materials, Colgate has also greatly increased its annual savings from indirect materials and services such as capital expenditures, consumer promotion and media advertising. These savings rose from $5 million in 2001 to over $50 million in 2005 with even more to come.” (Colgate-Palmolive Company, Annual Report 2005. Retrieved September 23, 2006, from the website of Colgate-Palmolive, p.17)

Competitive advantages 

Colgate-Palmolive has got several strategies which are based on to emphasize the importance of innovation in its business. Firstly, Colgate-Palmolive introduced a new training course which is called “Personal Creativity for Innovation”. (Colgate-Palmolive Company, Annual Report 2005. Retrieved September 23, 2006, from the website of Colgate-Palmolive, p.15)
This training course is developed for all employees worldwide of Colgate-Palmolive who are willing to obtain skills and knowledge needed to develop more new ideas for the company. 

4.3 Financial overview
Net Sales 
	Worldwide Net Sales by Business Segment and Geographic Region         Dollars in Millions Except Per Share Amounts


	
	
	
	

	
	2005
	2004
	2003

	Oral, Personal and Home Care
	
	
	

	North America
	$  2,509.8
	$  2,378.7
	$  2,356.2

	Latin America
	    2,623.8
	    2,266.0
	    2,179.5

	Europe
	    2,739.4
	    2,621.3
	    2,304.1

	Asia/ Africa
	    2,003.7
	    1,885.1
	    1,747.5

	
	_____________________________________

	Total Oral, Personal and Home Care
	    9,876.7
	    9,151.1
	    8,587.3

	Pet Nutrition
	    1,520.2
	    1,433.1
	    1,316.1

	
	_____________________________________

	Net Sales 
	$ 11,396.9
	$ 10,584.2 
	$  9,903.4


Source: Colgate Annual Report 2005

Income statement 
	INCOME STATEMENT 
	
	

	Dollars in Millions Except Per Share Amounts

	
	

	
	
	

	For the years ended December 31,
	2005
	2004

	
	
	

	Net sales 
	$11,396.9
	$10,584.2

	Cost of sales
	    5,191.9
	    4,747.2

	
	____________________________________

	    Gross profit
	    6,205.0
	    5,837.0

	
	
	

	Selling, general and administrative expenses 
	    3,920.8
	    3,624.6

	Other (income) expense, net
	         69.2
	         90.3

	
	____________________________________

	    Operating profit 
	    2,215.0
	    2,122.1

	Interest expense, net
	       136.0
	       119.7

	
	____________________________________

	    Income before income taxes 
	    2,079.0
	    2,002.4

	Provision for income taxes
	       727.6
	       675.3

	
	____________________________________

	
	
	

	    Net income
	$  1,351.4
	$  1,327.1

	
	____________________________________

	Earnings per common share, basic
	$         2.54
	$        2.45

	
	____________________________________

	Earnings per common share, diluted
	$         2.43
	$        2.33


Source: Colgate Annual Report 2005
Balance sheet 
	CONSOLIDATED BALANCE SHEET AS OF DECEMBER, 31
	
	

	Dollars in Millions Except Per Share Amounts
	2005
	2004

	
	
	

	Assets 
	
	

	
	
	

	Current assets 
	
	

	    Cash and cash equivalents
	$     340.7
	$     319.6

	    Receivables (less allowances of $41.7 and $47.2, respectively)
	    1,309.4
	    1,319.9

	    Inventories 
	       855.8
	       845.5

	    Other current assets 
	       251.2
	       254.9

	
	_____________________________________

	        Total current assets
	    2,757.1
	    2,739.9

	
	
	

	Property, plant and equipment, net
	    2,544.1
	    2,647.7

	Goodwill 
	    1,845.7
	    1,891.7

	Other intangible assets, net
	       783.2
	       832.4

	Other assets 
	       577.0
	       561.2

	
	_____________________________________

	        Total assets
	$  8,507.1
	$  8,672.9

	
	
	

	Liabilities and Shareholders’ Equity
	
	

	
	
	

	Current Liabilities
	
	

	    Notes and loans payable
	$     171.5
	$    134.3

	    Current portion of long-term debt 
	       356.7
	      451.3

	    Accounts payable 
	       876.1
	      864.4

	    Accrued income taxes 
	       215.5
	      153.1

	    Other accruals 
	    1,123.2
	   1,127.6

	
	_____________________________________

	        Total current liabilities
	    2,743.0
	   2,730.7

	
	
	

	Long-term debt 
	    2,918.0
	   3,089.5

	Deferred income taxes 
	       554.7
	      509.6

	Other liabilities
	       941.3
	   1,097.7

	
	
	

	Shareholders’ Equity
	
	

	    Preference stock 
	       253.7
	      274.0

	    Common stock, $1 par value (1,000,000,000 shares authorized,
	

	    732,853,180 shares issued) 
	       732.9
	      732.9

	    Additional paid-in capital 
	    1,064.4
	   1,093.8

	    Retained earnings 
	    8,968.1
	   8,223.9

	    Accumulated other comprehensive income
	   (1,804.7)
	  (1,806.2)

	
	_____________________________________

	
	    9,214.4
	   8,518.4

	Unearned compensation 
	     (283.3)
	     (307.6)

	Treasury stock, at cost 
	  (7,581.0)
	  (6,965.4)

	
	_____________________________________

	Total shareholders’ equity 
	   1,350.1
	    1,245.4

	
	_____________________________________

	Total liabilities and shareholders’ equity
	$ 8,507.1
	$  8,672.9


Source: Colgate Annual Report 2005
Conclusion 
The financial position of Colgate-Palmolive can be measured by means of financial ratios. The liquidity  ratios measure the company’s capacity to pay its debts. The current ratio is the ratio between all current assets and all current liabilities. A company should have a current ratio between 1:1 and 2:1 to have a stable financial situation. In the income statement and the balance sheet of the company one can see that the financial position of Colgate-Palmolive improved in 2005 in comparison with the year 2004. In 2005 Colgate-Palmolive had a current ratio of 1.0 which means that the company does not had difficulties paying its bills. 

Wikipedia, The Free Encyclopedia defines the financial ratio return on equity by the following: “The return on equity ratio measures the rate of return on the ownership interest (shareholders’ equity) of the common stock owners.” (Return on equity. (2007, February 13). In Wikipedia, The Free Encyclopedia. Retrieved, 2007 February 9, the website of Wikipedia) 
Colgate-Palmolive had a return on equity ratio of 1.0. 

The profitability ratio earnings per share defines which value of the dividend the company can pay its shareholders. This is an interesting ratio for investors. As the ratio gets higher, the stock value increases. (Griffin, R.W., Ebert, R.J. (1998). Business (fifth edition). New Jersey: Prentice Hall, p.496) Colgate-Palmolive had a ratio of $2.54 per share. One can conclude that Colgate-Palmolive can afford to pay dividends. The company has paid dividend to its shareholders since 1895.

According to Wikipedia, The Free Encyclopedia the definition of the return on assets ratio is the following: “The return on assets percentage shows how profitable a company's assets are in generating revenue.” (Return on Assets. (2007, February 13). In Wikipedia, The Free Encyclopedia. Retrieved 2007, February 9, from the website of Wikipedia)
Colgate-Palmolive had a return on assets ratio of 26 percent. 

4.4 Overview strengths and weaknesses 
Strengths of Colgate- Palmolive 

S1
Colgate-Palmolive has internationally well-known brand name 

S2
Colgate- Palmolive has a sales and marketing office in Spain

S3
The products of Palmolive (bath and shower) have a good price/quality relation 

S4
Colgate- Palmolive has a strong financial position 

S5
The company has a good image: no scandals 

S6 
Colgate-Palmolive has already set up a distribution centre in Spain and as a result the company already has contacts with intermediaries for its products

S7
Colgate-Palmolive has a strong position on the international market (global leader of oral care and liquid hand soap)

S8
Colgate- Palmolive uses a marketing strategy called “Shopper marketing” and is being used worldwide 

Weaknesses of Colgate- Palmolive

W1
Few publicity of Palmolive products on the European market 

W2
Consumers consider Palmolive to be a low quality product because of the low price

W3
The European market does not belong to one of Colgate-Palmolive’s key markets

5. External Analysis

5.1 Buyers analysis

The six W’s: 

1. Who are the current and potential buyers of Palmolive with olive milk? 

The current and potential buyers of Palmolive with olive milk are Spanish households (of all income levels) who are searching for a product which makes their live healthier and more enjoyable but without paying much money for it. However they do value the quality of the product. The majority will be women who go out shopping. They are also interested in having a bath or shower product or liquid hand soap with natural ingredients such as honey and milk, olive milk and almond milk etc. Moreover, the Spanish wholesaler’s and retail of cosmetic products are also current buyers. 
2. What do they do with Palmolive with olive milk? 

One will use the bath and shower products because it provides personal hygiene, a soft and healthy skin and a pleasant rich Mediterranean feeling during the shower or bath. 
3. Where do they purchase Palmolive with olive milk?

The buyers can purchase Palmolive with olive milk in supermarkets, hypermarkets, drugstores. However, the most important distribution channels are the supermarkets, hypermarkets and department stores. 

4. When do they purchase Palmolive with olive milk?

The costumers can purchase Palmolive with olive milk whenever they need it. There are no specific moments to purchase a bath or shower product or liquid hand soap. However, one can purchase the products when not wanting to pay much money for it. 

5. Why (and how) do the buyers choose for Palmolive with olive milk?

The buyers will choose the products because it consists of natural ingredients and has a good price-quality relation. They also choose Palmolive with olive milk because of the strong brand awareness. 

6. Why do potential customers not purchase Palmolive with olive milk? 

Firstly, potential customers consider the products to be a low quality product because of the low price. Secondly, potential costumers do not like the fragrance of the products. 

Multi attribute-attitude model 

	Buy motives 
	Weighing factor 
	Buyers 
	

	
	
	 
	 

	 
	 
	Retail 
	Households

	Price 
	4
	5    4x5
	5    4x5

	Quality 
	5
	3    5x3
	5    5x5

	Fragrance
	4
	3    4x3
	4    4x4

	Skin care
	5
	5    5x5
	3    5x3

	Size
	1
	2    1x2
	2    1x2

	Package 
	2
	4    2x4
	3    2x3

	 
	 
	 
	 

	
	Total 
	82
	84


Weighing factor: 1 – 5:   1 = less      5 = most 

Conclusion 

In conclusion, one can see in the multi attribute-attitude model that the products of Palmolive are being valued by Spanish households as products with a good price-quality relation. The target group of Palmolive with olive milk is Spanish households (of all income levels) who are searching for a quality product which makes their live healthier and more enjoyable but without paying much money for it. The company should therefore focus more on households in Spain and to position Palmolive with olive milk as a product with a good price-quality relation with natural ingredients. 
5.2 Branch Analysis

DESTEP Analysis

These are the factors that cannot or hardly be influenced. They will be treated according to the DESTEP- method. 
 

Demographic factors 
In 2005 the population numbered about 44.1 million persons. The population increased with 1.2 percent between 2004 and 2005. According to the National Statistics Institute of Spain, the population will increase to 45.7 million in 2010 and to more than 50 million in 2005. 

Number of inhabitants in the largest cities, 2004
	Madrid (capital)
	3.1 million

	Barcelona
	1.6 million

	Valencia
	785,000

	Sevilla
	704,000


Source: EIU Country Profile 2005

Population structure 2004 (x 1,000)

	0-14
	6.249

	15-29
	8.918

	30-44
	10.545

	45-49
	7.939

	60-74
	5.891

	75+
	3.392


Source: EIU Country Profile 2005

The area with the most inhabitants (625 inhabitants per square meter) is the province Madrid. The other regions such as Castilla Leon, Extremadura, Castilla La Mancha and Aragon have a population density of less than 30 inhabitants per square meter. The labour force numbered 20.0 million people in 2004. Since 2001 the number of families in Spain has increased. According to the National Statistics Institute of Spain (INE), there are 14.187.169 families in Spain in 2001, which is an increase of 19.7 percent. 

Economic factors
	GDP 
	904.3 billion euro (2005)

	GDP per capita of the population
	20,502 euro (2005)

	Real Growth Rate GDP 
	3.4 percent with regard to last year (2005)

	Inflation Rate
	3.4 percent (2005)


Foreign trade: 
	Total import in Spain 
	231.4 billion euro (2005)

	Total export from Spain 
	153.6 billion euro (2005)

	Leading trade partners
	Import from: Germany, France, Italy, and The Netherlands
Export to: France, Germany, Portugal, United Kingdom, Italy and The Netherlands


Sources: EIU, CBS, INE
Nowadays the economy of Spain is growing very fast and as a results the Spanish consumers demand for consumer products is increasing. (“Cosmetics and Toiletries to Spain”, (2007, March 8). Retrieved October 13, 2006,  from website of the Australian Trade Commission)
Spain had an economical growth of 3.4 percent in 2005. However for 2006 a decrease is expected because of a decline of the consumption and real estate market. The buying power is the highest in Basque Country, Catalonia, Madrid, Balearic Islands and Navarra. 

The dynamic cosmetic market in Spain is very attractive for Colgate-Palmolive to expands its assortment of Palmolive products. (“Spanish beauty news”, newsletter no.110 (2004). Retrieved October 13, 2006)
  According to the Agency for International Business and Cooperation, the distribution of cosmetic products has increased annually with 7 or 8 percent since 1995 and mainly the specialised retailers showed an increase of 9.5 percent in 2003. Between 1999 and 2002 there was a slight decrease of the production of cosmetics. Nevertheless, in 2002 and 2003, there was an increase of 6.6 and 7.7 percent. (“Sector informatie: Spanje Cosmetica”, 2006. Retrieved October 13, 2006,  from website of Agency for International Business and Cooperationl) 

According to Euromonitor value sales of cosmetics and toiletries are predicted to grow up by 10.8 percent in constant terms by 2008. In 2003 Spain imported cosmetic products for 1.16 billion euro while they exported for 1.14 billion euro. In 2003, the Spanish consumers spent 157 euro per person for cosmetics and toiletries.

Social and cultural factors

There has been a change in the consumer’s behaviour of the Spaniards. Firstly, they are more interested in imported products and foreign eating habits. One can find many imported products in the stores. These changes are caused by several aspects for instance the development of the “out-of-hours- culture, the growth of the number of female employees, the growing number of smaller households and the multicultural society. Secondly, the number of Spaniards who do not have a 9 till 5 job has increased. They therefore want to do the shopping after work. Because of this change in the consumer’s needs, there is an increase of the popularity of the convenience stores. Lastly, the Spanish consumers have become more health conscious and their knowledge of the benefits of natural products has increased. 

Technology 

There are 105 airports situated in Spain which 33 of them have international flights. The airport of Madrid and Barcelona are the most important airports of Spain. The Spanish national railway is operated by the company RENFE and is using 15,000 km of the Spanish railways. (Renfe. (2007, January 30). In Wikipedia, The Free Encyclopedia. Retrieved February, 10, 2007)
All cities are connected with each other by railway. Moreover, one can find also the new high speed network (AVE) with a velocity of 200km/h, which are built to European standards. However, this network  cannot be used yet with the European railway network. Furthermore, five large companies are organising the international road transport and this road-system has got 8,000 km of highway and in the total road –system has a length of more than 337,193 km. (“Landenweb Spanje”, “economie” para. 5. Retrieved February 10, 2007) All the large cities are connected through highways and can be reached easily. The most important harbours of Spain are situated in Barcelona (Mediterranean Sea) and Bilboa (Atlantic Ocean). 
Ecological factors

In Spain one can find three different climates: Continental, Maritime and Mediterranean climate. The area of Spain is 504.782 km² and one third of the country is agricultural. Spain is surrounded by natural boarders such as mountains, coast and rivers. Moreover, Spain can be seen as the country with the most numbers of olive trees. The country is nowadays the world's leading olive and olive oil producer and exporter. In Andalusia one can find the highest number of olive trees and the olive oil production is very important to this region. (Lloyd, Nick. “IberiaNature, A guide to the natural history of Spain“. Retrieved February 13, 2007)
Political factors

Spain has a constitutional monarchy since 1975. The king, Juan Carlos I is the head of state of Spain and José Luís Rodríguez Zapatero is the Prime Minister since 2004. The country has two Chambers: Las Cortes Generales. The legislative power consists of Las Cortes Generales. These two chambers consist of El Senado (the Senate; 259 seats) and El Congreso de los Diputados (Congress of Deputies; 350 seats). Spain is known as the most decentralised country of the EU. The country is divided into 17 autonomous communities.  

Conclusion 
Firstly, the Spanish market for cosmetics and toiletries is one of the most dynamic cosmetic market in Europe and value sales of cosmetics and toiletries are predicted to grow up by 10.8 percent in constant terms by 2008. Secondly, the Spanish consumers have become more health conscience and their knowledge of the benefits of natural products has increased. Lastly, the Spanish consumers are nowadays more interested in imported products. 
The Five Competitive Forces model of Porter (Alsem K.J. (2001). Strategische marketingplanning (third edition). Groningen: Stenfert Kroese, p.142)
A five competitive forces model of Porter for the Spanish cosmetics industry was created. 

The five competitive forces are:

1. The bargaining power of customers
2. The bargaining power of suppliers
3. The threat of new entrants
4. The threat of substitute products
5. The intensity of competitive rivalry
1. The first competitive force, the bargaining power of customers is very strong. Manufactures of Colgate- Palmolive will have many buyers in all parts of the country. One can already find many bath and shower products in the stores with natural ingredients. The potential buyers have the opportunity to choose which bath and shower product they will purchase. As Palmolive with olive milk will get its popularity among the Spanish buyers, the bargaining power will increase. 

2. The bargaining power of suppliers is very weak. There are many suppliers on the Spanish cosmetic market. If one wants to compete with their competitors one is forced to purchase Palmolive with olive milk. Moreover, the price of the products is not very high. 

Another important issue is the power of intermediaries; the wholesalers and retailers. The power of these on the cosmetic market is very strong. However, the power will decrease, because of the great demand of the retailers. Therefore the bargaining power of suppliers is medium. 
3. The threat of new entrants is medium. It is not easy to enter the cosmetic market in Spain. There is no significant product differentiation among bath and shower products and liquid hand soap. These products can be differentiated from their colour, fragrance and their price, but the physical product differs only on a slight degree. For that reason, a new brand or product could only enter the Spanish market successfully with a strong advertisement campaign. 

4. The threat of substitute products is very low. Consumers use bath and shower products to provide the need for personal hygiene. Colgate- Palmolive manufactures both bath and shower products with olive milk. Both products are being used for daily skin care. One can also find bath pearls and bath tablets in drug stores and specialist stores. Although, these products are not being used for daily use but more for an extra product for skin care or to relax. Bath and shower products can be seen as products which cannot be replaced by substitute products and for this reason the threat of substitute products is very low. 

5. The intensity of competitive rivalry is very strong. One can already find products of other well known brands with bath and shower products with natural ingredients. It is said that the Spanish consumers have become more health conscience which means that many companies will produce bath and shower products with natural ingredients to fulfil consumers’ needs. 

           






5.3 Competition analysis 

There are 3 competitors on the Spanish cosmetic market producing bath and shower products and Dove also liquid hand soap. Besides bath and shower products some of these companies also offer other products such as lotions and (facial) creams. 

The most important competitors of Colgate- Palmolive are:

· Dove

· Natural Honey (Revlon)

· FA 

Analysis model 

	Competitors →

Criterion  ↓
	Dove
	Revlon
	FA
	NB Palmolive

	Design
	4
	4
	4
	2

	Price
	1
	5
	4
	4

	Quality
	4
	3
	3
	4

	Fragrance
	4
	3
	4
	4

	Size 
	2
	5
	5
	5

	Variation Assortment
	3
	2
	3
	5


Score 1 – 5:    1 = Very poor     5 = Excellent 

Conclusion 

The competitive advantage of NB Palmolive is that it has a good price-quality relation. 

Analysis model (specific) 

	Competitors →

Criterion  ↓
	Dove
	Revlon
	FA
	NB Palmolive

	Design
	4 x 4 = 16
	4 x 4 = 16
	4 x 4 = 16
	4 x 2 = 8

	Price
	2 x 1 = 2
	2 x 5 = 10
	2 x 4 = 8
	2 x 4 = 8

	Quality 
	1 x 4 = 4
	1 x 3 = 3
	1 x 3 = 3
	1 x 4 = 4

	Fragrance
	 3 x 4 = 12
	3 x 3 = 9
	3 x 4 = 12
	3 x 4 = 12

	Size 
	6 x 2 = 12
	6 x 5 = 30
	6 x 5 = 30
	6 x 5 = 30

	Variation Assortment
	5 x 3 = 15
	5 x 2 = 10
	5 x 3 = 15
	5 x 5 = 25

	TOTAL
	61
	78
	84
	87


Weighing factor (from most to less important):

	Criterion
	Weighing 

	Design
	4

	Price
	2

	Quality
	1

	Fragrance
	3

	Size 
	6

	Variation Assortment
	5


Conclusion 

Colgate-Palmolive should distinguish their self on the variation of its assortment and the price-quality relation.  
5.4 Distribution analysis 

Entry strategy 

Colgate-Palmolive Spain wants to enter the Spanish market through its own sales office, which is situated in Madrid. Colgate- Palmolive is therefore using direct export. Colgate-Palmolive does not have to require the knowledge of the infrastructure of Spain. The sales office organizes also the export process of several other Colgate-Palmolive products to Spain. Obviously they can organize the export process of Palmolive with olive milk perfectly, because they already have the knowledge of the Spanish cosmetic market. 

Place policy

The production unit is situated in Europe and from there the distribution of the products to Spain will take place. The warehouse for the products is situated in the capital Madrid. Colgate-Palmolive is planning to furnish the products to the wholesale and retail through road transport. Colgate- Palmolive already operates with several products on the Spanish market and the company therefore wants to make use of the existing contacts with Spanish wholesaler’s that already purchase Palmolive products to distribute Palmolive with olive milk. Furthermore, Colgate- Palmolive also distributes to several retail in Spain who already purchase other products of Palmolive. Therefore it is not necessary to seek for new points of sale because Colgate-Palmolive already possesses many contacts throughout Spain. 

Sales strategy

The sales office wants to inform its present points of sale of the Palmolive with olive milk products, so that these will add the products to their present assortment. 

By participating on cosmetic fairs the company wants to inform the Spanish population of the advantages of Colgate-Palmolive with olive milk. Colgate-Palmolive wants to make use of trade promotions which make sure that the wholesale will add the products to its assortment and for this reason a push-strategy will be used. 
Choice of sales channel

	Criteria →

Export

channels

↓
	Market

knowledge
	Infra-
structure
	Flexible
	Feasible 
	Reliability
	Production knowledge
	Costs

	Agent
	5
	4
	2
	3
	2
	3
	2

	Importer
	5
	4
	2
	3
	2
	2
	2

	Sales office
	4
	3
	5
	4
	5
	5
	4


 (1: less → 5: much)

To conclude, one could say that Colgate-Palmolive’s own sales office in Spain is the best option to launch Palmolive with olive milk on the Spanish market. To distribute through the sales office is effortless, more flexible and reliable. Furthermore, the export process will be cost saving because of the already existing sales office in Madrid. 
The most significant distribution channels in Spain for cosmetic products are department stores and supermarkets. 

The table below shows a list of the national supermarket chains scattered over Spain. 

	International and national supermarket chains in Spain 

	DinoSol

	Alcampo

	Aldi

	Carrefour 

	Plus  

	Lidl 

	Spar 

	Eroski

	Caprabo

	Mercadona

	El Corte Inglés

	IFA group


Source: Wikipedia 

Colgate-Palmolive will provide its products to the supermarkets showed in the table except for the Lidl and Plus supermarkets which are discount supermarket chains. In these supermarkets one can only purchase the supermarkets’ own brands and or less popular brands.  
The next table shows a list of the Spanish leading cosmetic retail trade.  
	Leading cosmetics retail trade in Spain 

	ALCAMPO, S.A. 

	ALDEASA, S.A. 

	ARENAL PERFUMERIAS, S.L. 

	AVON COSMETICS, S.A. 

	CAOBA COSMETICS, S.L. 

	CENTROS COMERCIALES CARREFOUR, S.A. 

	COMPAÑIA BARCELONESA DE INICIATIVAS, S.A. 

	COSMENATURA, S.A. 

	DAPARGEL, S.L. 

	DOUGLAS SPAIN, S.A. 

	EL CORTE INGLES, S.A. 

	MERCADONA S.A.  

	GALA PERFUMS, S.L. 

	GIL-GO, S.A 

	GRUPO CARDOSO 

	GRUPO EROSKI 

	GRUPO JUTECO 

	GRUPO RECIO 

	HIPERCOR 

	IBERICA DE DROGUERIA Y PERFUMERIA, S.A. 

	LVMH IBERIA, S.L. 

	PEDRO LLOBELL, S.A. 

	PERFUMERIA FRANCISCO PRIETO, S.L. 

	SCHLECKER, S.A. 

	YVES ROCHER ESPAÑA, S.A. 


Source: www.dbk.es
Colgate-Palmolive will not distribute Palmolive with olive milk to the following companies:
· Aldeasa S.A. 

· Arenal Perfumerías S.L.

· Avon Cosmetics S.A.

· Compañía Barcelonesa de Iniciativas S.A. 

· Cosmenatura S.A.

· Dapargel S.L. 

· Douglas Spain S.A.

· Gala Perfums S.L.

· Grupo Cardoso

· Grupo Recio

· Iberica de Droguería y Perfumería S.A.

· LVMH Iberia S.L. 

· Pedro Llobell S.A.

· Yves Rocher España S.A. 
On the whole, the majority of these companies offer consumers cosmetic products and also offer facial care products which are more expensive than the products of Palmolive and its competitors. The target group of Palmolive with olive milk will not purchase bath and shower products and liquid hand soap in some of these retail businesses. Moreover, the companies Avon Cosmetics S.A, Compañía Barcelonesa de iniciativas S.A. and Cosmenatura S.A. offer only cosmetic products of the company’s own brands. Therefore Colgate-Palmolive should focus more on the Spanish supermarkets which offer only products with low and medium prices. 
6. Swot Analysis

6.1 The internal strengths and weaknesses

Strengths of Colgate- Palmolive 

S1
Colgate-Palmolive has internationally well-known brand name 

S2
Colgate- Palmolive has a sales and marketing office in Spain

S3
The products of Palmolive (bath and shower) have a good price/quality relation 

S4
Colgate- Palmolive has a strong financial position 

S5
The company has a good image: no scandals 

S6 
Colgate-Palmolive has already set up a distribution centre in Spain and as a result the company already has contacts with intermediaries for its products

S7
Colgate-Palmolive has a strong position on the international market (global leader of oral care and liquid hand soap)

S8
Colgate- Palmolive uses a marketing strategy called “Shopper marketing” and is being used worldwide 

Weaknesses of Colgate- Palmolive

W1
Few publicity of Palmolive products on the European market 

W2
Consumers consider Palmolive to be a low quality product because of the low price

W3
The European market does not belong to one of Colgate-Palmolive’s key markets

6.2 The external opportunities and threats  

Opportunities of Colgate- Palmolive 

O1
The Spanish consumers have become more health conscious and their knowledge of the benefits of natural products has increased  

O2
There is more interest for imported products 

O3
The distribution of cosmetic products in Spain is increasing and sales of cosmetics and toiletries are predicted to grow up by 10.8 percent in constant terms by 2008

O4
The threat of substitute products is very low 

O5
Colgate-Palmolive is already known on the Spanish market with bath and shower products
therefore it is not necessary to promote the company. 


Threats of Colgate- Palmolive

T1 
The power of intermediary is very strong

T2 
The intensity of competitive rivalry is very strong 
6.3
SWOT-matrix

	External→

Internal ↓ 
	Opportunities (O)
	Threats (T)

	Strengths (S)
	S2+O1+O3: There is an upcoming popularity for products with natural ingredients and the distribution of cosmetic products in Spain is increasing. This is a good reason for Colgate-Palmolive to launch Palmolive with olive milk on the Spanish market, because they already have a sales office in Spain which makes it less difficult to launch this product in Spain. 
Strategy A: direct export, to export via sales office in Spain

	S2+S6+T1: The power of the intermediaries is very strong. Colgate-Palmolive already makes use of its knowledge of the Spanish market through its own sales office in Madrid. Moreover, the company already made several contacts with intermediaries and therefore it is not necessary to find new intermediaries for the distribution of the products. 

Strategy B: Make use of the knowledge and contacts of the Colgate-Palmolive sales office in Madrid in order to launch Palmolive with olive milk on the Spanish market

S3+T2: The threat of competitive rivalry is very strong and the threat of new entrants is medium. However, not all competitors conform to the quality and the price of Colgate-Palmolive’s bath and shower products 

Strategy C: Promote quality of Palmolive with olive milk towards the buyers and put an emphasis on the competitive advantage (good price-quality relation)

	Weaknesses (W)
	W2+W1+O1+S3: Colgate-Palmolive has got few publicity on the Spanish market. Therefore the company should promote Palmolive with olive milk and put an emphasis on the natural ingredients (olive milk) because the Spanish consumers have become more health conscious. One is sooner willing to purchase this product when one has seen it in advertisements.

Strategy C: Promote Palmolive with olive milk by putting an emphasis on the natural ingredients and the good price-quality relation 


	W1+T1+W2: Colgate-Palmolive can be considered to be a brand of low quality products because of the low price. Colgate-Palmolive should promote the quality of its products towards the buyers. 

Strategy C: Promote quality of Palmolive with olive milk towards the buyers




6.4     Chosen Strategies 

The different combinations of the SWOT-matrix have lead to similar strategies. Firstly, Colgate-Palmolive already has a sales office in Spain. The company will therefore choose for direct export which will make it effortless to launch Palmolive with olive milk in Spain. Secondly, it is not necessary to find new intermediaries for the distribution of the products because the company already has made several contacts with Spanish retail and wholesale. Finally, Colgate-Palmolive should promote Palmolive with olive milk by putting an emphasis on the good price-quality relation (competitive advantage) of its bath and shower products and liquid hand soap. 

By looking at the information from the SWOT-Matrix three main strategies can be identified: 

· Strategy A: direct export, to export through own sales office in Spain. 

· Strategy B: Make use of the knowledge and contacts of the Colgate-Palmolive sales office in Madrid in order to launch Palmolive with olive milk on the Spanish market. 

· Strategy C: Promote Palmolive with olive milk on the Spanish market by putting an emphasis on the natural ingredients of the products and the good price-quality relation of Palmolive. 

All three strategies are significant for the export of Palmolive with olive milk to Spain. However, Colgate-Palmolive will have choose strategy A as its main export strategy in order to launch Palmolive with olive milk successfully on the Spanish market. 

7. Export marketing mix

7.1 Price

Target: a low price compared to other brands of bath and shower products. 

Strategy: penetration pricing, a low entry price for the product. 

The selling price of a Palmolive product of 750 ml in the three most important supermarkets and department stores is between € 2.10 and € 2.50. Colgate-Palmolive will add to the selling price all different cost calculations of production and marketing. It is important to sell the bath and shower products and liquid hand soap for a price that covers all variable costs and a part of the fixed and overhead costs. Colgate-Palmolive will choose for a penetration strategy because the bath and shower products and liquid hand soap already exist on the Spanish cosmetic market. With a low entry price the company wants to obtain a reasonable market share. Colgate Palmolive already sells several other products on the Spanish market. Therefore, Palmolive with olive milk will subsequently have the same price as the other products. By using a direct export strategy for Palmolive with olive milk, Colgate-Palmolive will have less expenses because it will export the products through the sales office. For this reason, Colgate-Palmolive can sell the products for a reasonable price because extra export costs will not be added to the selling price.  
With the penetration pricing strategy Colgate- Palmolive wants to compete with its competitors on the Spanish market. The price perception of the buyers with regard to the price of Palmolive with olive milk is purchasing a shower and bath product or liquid hand soap with a good quality for a reasonable price. For now, price promotions for Palmolive with olive milk will not be used since the company already uses a low price for compared to the competitors. 
Colgate- Palmolive will enter the Spanish market with three products: 

Palmolive with olive milk shower gel, bath foam and liquid hand soap. Each of these products will have a different price. The shower gel of 750ml and the bath foam will costs between € 2.10 and €2.50 and the liquid hand soap of 300ml between €2.00 and € 3.00. 

7.2 Product 

Target: to offer a bath and shower product and liquid hand soap of good quality with olive milk which provide the need for personal hygiene and gives a pleasant rich Mediterranean feeling during the shower or bath and a soft and healthy skin. 

The target group of Palmolive with olive milk is Spanish households (of all income levels) who are searching for a product which makes their live healthier and more enjoyable but without paying much money for it. However they do value the quality of the product. The majority will be women who go out shopping.  They are also Spanish families who want to have a bath or shower product or liquid hand soap with natural ingredients such as honey and milk, olive milk and almond milk etc. Colgate-Palmolive wants to position its product as a product of high quality which provides the need for personal hygiene and a soft and healthy skin.  

Colgate-Palmolive will offer the target group a shower gel, bath foam and liquid hand soap with olive milk which will be named by the following:

- Palmolive Naturals Crema de Ducha con leche de oliva (Palmolive Naturals Shower and Crème)
- Palmolive Naturals Crema de baño con leche de oliva (Palmolive Naturals Bath and Crème)
- Palmolive Naturals Jabón líquido con leche de oliva (Liquid Handwash with olive milk)
All three bottles are made of white synthetic material with an olive green text and lid. Palmolive with olive milk consists of natural ingredients of the olive. Colgate-Palmolive will for now not change its brand policy with regard to the Palmolive with olive milk. 

The products can be divided by three aspects: 

- The physical product which is the bath and shower product. 

- The bottle in which Palmolive with olive milk is being produced. 
- The product provides more than only personal hygiene but it also provides a soft and healthy skin   and a pleasant rich Mediterranean feeling during the shower or bath. 
The current products of Colgate-Palmolive are already being offered on the Spanish market via the Spanish retail and wholesale which collaborate with Colgate-Palmolive in Spain. These products are also being exported through the sales office of Colgate-Palmolive. Palmolive with olive milk will therefore be added to the assortment. 

For both shower gel and bath foam there will be a product modification, with the purpose that the new product will be more appealing on the Spanish market and that the (potential) buyers will recognize the brand. Colgate-Palmolive offers its bath and shower products in bottles of 750ml or 500ml. Therefore Colgate-Palmolive has to adjust the product to the existing bottles of Palmolive in the Spanish stores to the giving sizes suggested above. The product modification of the packaging of the products of Palmolive with olive milk will be less expensive because Colgate-Palmolive in Spain is already manufacturing these types of packaging mainly for the Spanish market and as a result there will not be extra costs for the modification of the products. This will be time and cost saving. The liquid hand soap can already be found in the size of 300ml and therefore it is not necessary to adjust the the size of the bottle of the liquid hand soap. As said before there will be product modification. Colgate-Palmolive has to adjust the size of the bottles and the language. The logo can remain the same. However, the brand name Palmolive have to be modified to NB Palmolive (Neutro Balance). Moreover, the trademark of Colgate-Palmolive has already been registered in Spain. 
The Palmolive with olive milk is produced to provide not only the need for personal hygiene but also to provide a nice fragrance, soft and healthy skin. Through promotions Colgate-Palmolive should emphasize the pleasant rich Mediterranean feeling which one will have during the shower or bath while using Palmolive with olive milk. 

7.3 Promotion 

Target: 

Strategy: to promote the products at fairs, to advertise in trade journals for women and health etc. and hand out samples at supermarkets and in magazines. Moreover, Colgate-Palmolive will launch a new interactive website of Palmolive in Spain. 

The promotion of the products will take place through the following fairs in Spain. 

March 2007

	10-03
	COSMOBELLEZA-COSMOWELLNESS 2007

Salón Internacional de la Belleza, Peluquería y Estética
http://www.feriacosmobelleza.com
	Barcelona 


October 2007

	07-10
	SALÓN LOOK 2007

Salón de la Peluquería, Cosmética, Estética y Complementos
http://www.salonlook.es
	Madrid


May 2007 

	25-05
	IFEMA 

Salón Canal Multiprecio  - Papelería, juguetes, decoración,limpieza, ferretería, perfumería, cosmética y artículos de regalo

http://www.multiprecio.ifema.es/ferias/multiproducto/default.html
	Madrid


Furthermore, Colgate-Palmolive will also promote its products through advertisements in for example specialists journals and will promote and sell directly to potential customers via presentations. Through these promotions Colgate-Palmolive wants to communicate for example special offers to the buyers. The long-term goal will be that the target group of Palmolive with olive milk will notice the qualities of this particular product. With the promotion of Palmolive with olive milk, the company also wants to put an emphasis on the good price-quality relation of its products and the natural ingredients. The communication department of the sales office of Colgate-Palmolive of Spain will organise the further communication activities. The target group of the Palmolive bath and shower products is Spanish households. Nevertheless, Colgate-Palmolive will focus mainly on the most significant influencing group, the mother. The mother of the family is often seen as the head of the housekeeping of a family. In addition, she is the person who decides which products to purchase. Moreover, a mother has a strong contribution of the brand choice Colgate-Palmolive. Therefore Colgate-Palmolive wants to offer these particular target group or other customers (potential buyers) of the supermarkets, free bath foam, shower gel and liquid hand soap samples of Palmolive with olive milk in order to provide customer service to the (potential) buyers to try the new Palmolive with olive milk for free. 

The (potential) buyers will know the advantages of the bath and shower products and liquid hand soap with olive milk. These samples will be offered in supermarkets such as El Corte Inglés, Carrefour, and Eroski etc. Moreover, Colgate-Palmolive already launched an updated website of Palmolive in the United Kingdom, Poland and Italy etc. Colgate-Palmolive has already set up a website for Palmolive Aromatherapy in Spanish. It would be interesting for Colgate-Palmolive to promote its Palmolive Naturals through a Spanish website. 

7.4 Place

Target: to have a distribution spread of 80 percent in the Spanish retail during the first half year. 
Strategy: direct export, through sales office in Madrid. 
The distribution has the following structure: distribution between the American company Colgate-Palmolive, the manufacturer, the sales office in Spain and the wholesale and retail trade in Spain. Colgate-Palmolive will choose for direct export. From the production unit in Europe, the products will be distributed on demand to the regional wholesale businesses in Spain. From there the products will be supplied at the local wholesale trade in Spain. Furthermore, these local wholesale trade  will respond to the product demand of the retail. Therefore, the current assortment of Palmolive Naturals will be expanded with Palmolive with olive milk.  
In addition, the local wholesaler’s will also assist with the promotion of the sales of Palmolive with olive milk on the Spanish market through advertisements in local news papers and brochures. 

Moreover, there is a competitive advantage for Colgate-Palmolive to expand its assortment in Spain: all products will be distributed from the production unit in Europe to the wholesale trade and this results that less distribution channels will be used. As mentioned before, Colgate-Palmolive expects that Palmolive with olive milk will have a distribution spread of 80 percent in the Spanish retail. Palmolive with olive milk will be categorised as a convenience good. The buyers of Palmolive with olive milk will not have many difficulties to find and purchase the products. Therefore Colgate-Palmolive will choose for an intensive distribution structure for Palmolive with olive milk. This means that Palmolive with olive milk will be supplied to all current wholesale and retail trade which are already purchasing Palmolive products. The shelf position in supermarkets and drugstores have a great influence on the possibility of the sales of the products. Palmolive with olive milk will be placed next to the other products of Palmolive Naturals and will be placed at the middle of the shelf of the bath and shower products in order to draw attention to the consumers while they go out shopping. 
Management of distribution channels

Colgate-Palmolive will choose to export Palmolive with olive milk through a pull strategy. This means that the product will be pulled through the distribution channel, when there has been created great demand for the product among the consumers. They will make use of advertisement and sales promotion directed to the consumers. Advertisements are made by the retail and the local wholesale trade. The sales promotion will take place via the sales office in Spain and the regional and local wholesale trade. Moreover, there will be a good collaboration between the manufacturer and distributor. Both will expect to have a high turnover as possible at the sale of the product to the buyers. Thus the consumer sales promotion will lead to more consumer demand. Therefore it is necessary that the sales office in Madrid and wholesale and retail trade collaborate well in order to operate successfully on the market. Furthermore, Colgate-Palmolive will make sure that suppliers and buyers will adjust their logistical processes by means of Electronic Date Interchange. By using this system, information will be connected to the computer of the warehouse of the sales office in Madrid.
Choice of distributors 
As have been said before in the distribution analysis Colgate-Palmolive will supply Palmolive with olive milk to the national supermarket chains throughout in Spain except for the discount supermarket chains. 

Moreover, Colgate-Palmolive will supply also to the leading cosmetic retail trade in Spain. Some of the companies are drugstores which also offer bath and shower products of Palmolive but most of these drugstores in Spain are more specialised in perfumes and skin care.

The majority of the leading cosmetic retail trade are national supermarket chains. These supermarket chains offer quality bath and shower products and liquid hand soap of well known brands for a reasonable price such as Palmolive, Dove etc. 

These national supermarket chains in Spain will add Palmolive with olive milk to their assortment.  
Alcampo S.A. 

Alcampo S.A. is part of the Group Auchan and owns about 47 hypermarkets in 14 autonomous communities. 

Carrefour España 

Carrefour España is the Spanish subsidiary of the French retail group Carrefour. Carrefour España owns or franchises about 3,000 stores including hypermarkets and supermarkets, as well as discount stores and express stores. (“Hoovers, Inc.”, “Centros Comerciales Carrefour, S.A.“. Retrieved January 24, 2007) In the hypermarkets of Carrefour one can find all well known brands of bath and shower products and liquid hand soap of the market offered for reasonable and medium prices. However, these stores can only be found outside the city centres. 
El Corte Inglés 

El Corte Inglés is said to be one of Spain’s leading chain of department stores and hypermarkets. 

(“Hoovers, Inc.”, “El Corte Inglés, S.A“. Retrieved January 24, 2007) The El Corte Inglés group owns several stores such as department stores (with supermarkets), 34 hypermarkets (Hipercor) and 144 supermarkets situated next to train or bus stations (Opencor and Supercor). The department stores of El Corte Inglés can be found as well in and outside the city centres. Outside the city centres one can find the El Corte Inglés in shopping centres. 
Grupo Eroski 

The Eroski Group owns more than 600 supermarkets (Eroski Centre/ Eroski City) and 84 hypermarkets in Spain. The stores can be compared to the ones of Carrefour España.

Mercadona 

Mercadona is a distribution company operating in the supermarket segment and owns 1.054 supermarkets which are situated in 15 autonomous communities. (“Supermarket Mercadona”, “Company profile”. Retrieved January 24, 2007 from the website of Mercadona) 

Conclusion 
To conclude, it would be more interesting for Colgate-Palmolive to firstly promote its products at these national supermarket chains. In these supermarkets one can find all well known brands of bath and shower products and liquid hand soap. In these supermarkets one cannot find expensive brands such as Lancôme and Estée Lauder. Therefore it would be interesting for Colgate-Palmolive to promote Palmolive with olive milk in the leading supermarket chains showed above.  
7.5 Presentation

To introduce Palmolive with olive milk on the Spanish market Colgate-Palmolive wants to participate on several cosmetic fairs in Spain. To visit and participate on fairs is a good way to get insight and access to the Spanish cosmetics market. Three fairs will take place in Spain: 

· Cosmobelleza-Cosmowellness in March 2007 (International fair of beauty, hair care and aesthetics) 

· Salón Look in October 2007 (International fair of cosmetics, hair care and aesthetics) 

· IFEMA in May 2007 

The communication department of the sales office in Spain will participate on these Spanish cosmetic fairs. During the fairs they will inform the customers, retailers and wholesale trade at the Colgate-Palmolive stand and through presentations which will also be held at the stand of Colgate-Palmolive. 

The regional and local wholesale trade in Spain will also have an important role by presenting and promoting Palmolive with olive milk in brochures, magazines and trade journals in order to present the products before they enter in the stores and supermarkets. 

Furthermore, Palmolive with olive milk will be distributed via the wholesale trade to the retail. They will also have an important position regarding the presentation of the products of Palmolive in the stores and supermarkets. 

7.6 People
A description of the buyers of Palmolive with olive milk will be the following: 

Firstly, the wholesale trade and retail are also current and potential customers. Colgate-Palmolive is already distributing and selling several other Palmolive products on the Spanish market. Secondly, the current and potential customers of Palmolive are Spanish households (of all income levels) who are searching for a product which makes their live healthier and more enjoyable but without paying much money for it. However they do value the quality of the product. The majority will be women who go out shopping. They are also interested in having a bath or shower product or liquid hand soap with natural ingredients such as honey and milk, olive milk and almond milk etc. Since 2001 the number of families in Spain has increased. According to the National Statistics Institute of Spain, there are 14.187.169 families in Spain in 2001. (“Cambios en la composición de los hogares”, “Boletín informativo del Instituto Nacional de Estadística” 2004, from the website of INE) 
Palmolive with olive milk will be used as a daily skin care product by this target group. 

There will be repeat purchasing by this particular group, because Palmolive with olive milk can be used for daily use and Colgate-Palmolive expects that its target group and potential buyers will repeat to purchase its products because it consists of natural ingredients and has a good price-quality relation. They also choose our products because of the strong brand awareness. 
Nowadays, there has been a change in the consumer’s behaviour of the Spaniards. These changes are caused by several aspects such as the development of the “out-of-hours- culture, the growth of the number of female employees, the growing number of smaller households and the multicultural society. Secondly, the number of Spaniards who do not have a 9 till 5 job has increased. They therefore want to do the shopping after work. Because of this change in the consumer’s needs, there is an increase of the popularity of the convenience stores.
Other changes are that one can find many imported products in the stores and that the Spanish consumers have become more health conscious and their knowledge of the benefits of natural products has increased. 

Moreover, the distribution of cosmetics products in Spain is increasing and the sales of cosmetics and toiletries are predicted to grow up by 10.8% in constant terms by 2008.

Why would Spanish consumers choose for Palmolive with olive milk and its other bath and shower products? Firstly, because the products have a good price-quality relation. Secondly, the variation of different products, one can for example choose for a bath foam, shower gel or liquid hand soap. Lastly, the natural ingredients of Palmolive with olive milk. 

7.7 Physical distribution 

From the Production Unit in Europe, the product will be transported per goods traffic to the warehouse of the sales office of Colgate-Palmolive in Madrid. From there the products will be distributed per goods traffic to provide the buyers of the products in Spain. Colgate-Palmolive will choose to export directly to the retail and wholesale trade through its own sales office. To distribute the products to the Balearic Islands (Mediterranean Sea) and the Canary Islands (Atlantic Ocean) Colgate-Palmolive will make use of goods traffic and per shipping/ air freight. 

Colgate-Palmolive Spain will choose for the incoterm CIP (Carriage and Insurance Paid) and Colgate-Palmolive will have the following responsibility in the delivery process:

Responsibility of Colgate-Palmolive

    Responsibility of 
    Buyer
The incoterm Carriage and Insurance Paid means that Colgate-Palmolive will be responsible for the payment and insurances of the distribution of the products. (Carriage and Insurance Paid to. (2007, January 17). In Wikipedia, The Free Encyclopedia. Retrieved January 27, 2007, from website of Wikipedia) The company will be responsible for the risks until the goods are delivered to the first shipping-agent. The sales office in Madrid has chosen for this particular incoterm because the company makes use of direct export and has a sales and marketing office in Madrid. The sales office want to organize the whole export process of Palmolive with olive milk on its own by distributing to the named places of destination in Spain for the Spanish retail by goods traffic. 
7.8 Politics 

European Legislation:  

On the website of The European Cosmetic Toiletry and Perfumery Association Colipa one can find information about the European legislation in the European cosmetic market. 

European legislation, through the EU Cosmetics Directive (76/768/EEC), provides the industry with guidelines to guarantee consumer and manufacturing safety. The Directive also specifies the six functions a cosmetic product can perform:

· To clean 

· To protect 

· To perfume 

· To correct body odours 

· To change the appearance 
· To keep in good condition (The European Cosmetics and Toiletry and Perfumery Association Colipa”, “The EU Cosmetics Directive”. Retrieved January 27, 2007, from website of Colipa) 
Furthermore there are several criterion which should be adopted by the company. These criterion are listed on the website of Colipa. 

All ingredients used in cosmetic products are subject to stringent European regulations guaranteeing consumer protection and the well-being of industry employees. Under the Cosmetics Directive, cosmetic products are required not to cause any harm to human health. To that end, a safety assessment needs to be carried out, taking into account all the ingredients used in the product.

Product safety continues to be the primary consideration for the cosmetic industry. Figures show that only 1 unit in every 1 million units produced results in allegations over its safety - most of these allegations are minor in nature. Nevertheless, industry continues to strive for even higher safety levels for its consumers and employees.

Several thousand new or improved products are brought onto the market by the cosmetic industry each year. This commitment to innovation is essential, not only to allow the European industry to maintain its global competitiveness, but, more importantly, to improve the performance, safety and environmental impact of products.

The European cosmetic industry is a positive example of the role that scientific research and development can play in today's world. Indeed, it is science that underpins the success of the cosmetic industry to meet this challenge and it is the industry's commitment to science and consumer safety that will allow the vibrant European cosmetic industry to continue to flourish. (The European Cosmetics and Toiletry and Perfumery Association Colipa”, “The EU Cosmetics Directive”. Retrieved January 27, 2007, from the website of Colipa) 
8. Payment conditions

Colgate-Palmolive is operating on the Spanish market through its own sales office which is situated in Madrid. The products of Palmolive with olive milk will be distributed from the production unit to the warehouse of Colgate-Palmolive. In subparagraph 7.7 it is said that Colgate-Palmolive will choose for the incoterm Carriage and Insurance Paid. The payment of the products will be arranged through a Open Account. The payment documents will be delivered together with the goods. The buyer will be expected to pay before a agreed date. The company will choose for this payment because Colgate-Palmolive already has made contacts with its wholesale trade and retail in Spain. They already have a confidential relationship.
9. Conclusion

This export policy plan was written to give an answer to the following question:

“Can Palmolive with olive milk be launched successfully on the Spanish market?”

By looking at the internal and external analyses and the export marketing mix one can conclude that Colgate-Palmolive S.A. Spain should expand its assortment of Palmolive Naturals with Palmolive with olive milk because of the following arguments: 

· The company has a strong financial position and therefore it is feasible to export. 

· Colgate-Palmolive is an international company and already has lots of experience with exporting, also to Spain. Moreover, the company already has set up a sales office in Spain, which is a great advantage because Colgate-Palmolive already has contacts with intermediaries for their products of Palmolive.

· Colgate-Palmolive has a good image and therefore will not have to deal with negative publicity in Spain.  

· The company already operates on the Spanish market with Palmolive bath and shower products and liquid hand soap and the products have strong brand awareness. 

· The products of Palmolive have a competitive advantage in comparison with the competitors: a good price-quality relation. 

· The Spanish cosmetic industry is an extremely lucrative market and it is one of the most dynamic markets in Europe. In addition, the value sales of cosmetics and toiletries are predicted to grow up by 10.8 percent in constant terms by 2008.
· The Spanish consumers have become more health conscious and their knowledge of the benefits of natural products has increased. 
· There will be less expenses when exporting to Spain. The product modification of the packaging of the products of Palmolive with olive milk will be less expensive because Colgate-Palmolive is already manufacturing these types of packaging mainly for the Spanish market. Therefore, there will not be extra high costs for the modification of the products. This will be time and cost saving. 

· It is not risky to export to Spain. There are neither political trade barriers nor corruption which is an advantage for the delivery terms and payment conditions. Moreover, there is no risk at the transportation of the products. 
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Appendix A

DISTRIBUCIÓN DE PERFUMERIA Y COSMETICA:

	Principales magnitudes

	2003


	 


	Número de empresas

	18.572


	Número de empleados

	28.000


	Empleados / Empresa

	2


	Mercado ( mill. € )

	6.359


	Cuota de mercado de las cinco primeras empresas (%)

	27,2


	Crecimiento del mercado en valor (%)

	7,7



	
	Crecimiento de la participación del comercio especializado, gracias al dinamismo de las cadenas 

La mayor importancia que la imagen personal y el cuidado del cuerpo ha tenido un fiel reflejo en los últimos años sobre la evolución del gasto realizado en productos de perfumería y cosmética y, en última instancia, en el comportamiento de la cifra de negocio de la distribución minorista.

Así, durante el período 1995-2003 el valor de las ventas minoristas de perfumería y cosmética experimentó un crecimiento medio anual del 7-8%, hasta situarse en el último ejercicio en 6.359 millones de euros. 

Por tipo de operador, cabe destacar que el mayor crecimiento se registró en el segmento de comercio especializado, con un incremento de las ventas del 9,5% en 2003, como consecuencia del dinamismo de las cadenas y de una cierta reorientación este tipo de establecimientos hacia la comercialización de productos de mayor precio, así como de la más amplia gama de productos ofrecidos.

Por su parte, las ventas realizadas a través de grandes superficies y supermercados contabilizaron un incremento del 7,3%, con una cifra de negocio de 2.662 millones de euros. 




	Empresas Líderes 

	Empresa 
	Dirección
	Teléfono
	Página web

	ALCAMPO, S.A. 
	Santiago de Compostela Sur, s/n 
28029 – MADRID
	91 730 66 66
	www.alcampo.es

	ALDEASA, S.A. 
	Ayala, 42
28001-MADRID
	902 013 131
	www.aldeasa.es

	ARENAL PERFUMERIAS, S.L. 
	Quiroga Ballesteros, 7
27001 - LUGO
	982 20 70 46
	www.esmasbarato.com

	AVON COSMETICS, S.A. 
	Ctra. Nacional II, Km. 34,2
28800 – ALCALÁ DE HENARES (MADRID)
	91 887 90 00
	www.avon.es

	CAOBA COSMETICS, S.L. 
	Pau Claris, 181
08037-BARCELONA
	93 272 13 91
	http:///

	CENTROS COMERCIALES CARREFOUR, S.A. 
	Campezo, 16. Pol. Ind. Las Mercedes
28022 – MADRID
	91 333 12 40
	www.carrefour.es 

	COMPAÑIA BARCELONESA DE INICIATIVAS, S.A. 
	Pº de Gracia, 98
08008 – BARCELONA
	93 487 06 07
	www.esencialmediterraneo.com

	COSMENATURA, S.A. 
	Padilla, 17
28006 – MADRID
	91 431 30 71
	www.thebodyshop.es

	DAPARGEL, S.L. 
	Idorsolo Kalea, 15. Edificio San Isidro 2
48610 - DERIO (VIZCAYA)
	94 674 41 66
	www.dapargel.com

	DOUGLAS SPAIN, S.A. 
	Avda. Llano Castellano, 51
28034 – MADRID
	91 387 35 61
	www.douglas.es 

	EL CORTE INGLES, S.A. 
	Hermosilla, 112
28009 – MADRID
	91 402 81 12
	www.elcorteingles.es

	FLASH D'OR, S.L. (RABAT) 
	Francesc Layret, 112
08903 – BADALONA (BARCELONA)
	93 384 41 11
	www.rabat.net

	GALA PERFUMS, S.L. 
	Avda. Maresme, 62-64
08940-CORNELLÁ DE LLOBREGAT (BARCELONA)
	93 654 74 55
	www.gala.ad

	GIL-GO, S.A 
	P.I. Gorrión, 4. P.I. Matagallegos
28946 – FUENLABRADA (MADRID)
	91 642 25 21
	www.gilgo.es 

	GRUPO CARDOSO 
	P.I. Su Eminencia. C-16
41006-SEVILLA
	95 463 67 16
	http:///

	GRUPO EROSKI 
	Barrio San Agustín, s/n
48230 – ELORRIO (VIZCAYA)
	94 621 12 11
	www.eroski.es

	GRUPO JUTECO 
	Diego de León, 69
28006 – MADRID
	91 401 01 10
	www.juteco.es

	GRUPO MARIONNAUD 
	Balmes, 89-91
08008-BARCELONA
	93 452 18 50
	www.marionnaud.es

	GRUPO RECIO 
	P.I. Montalvo, parc. 23
37008 – SALAMANCA
	923 19 00 67
	www.perfumeria-recio.com

	HIPERCOR 
	Hermosilla, 112
28009 – MADRID
	91 402 81 12
	www.hipercor.com

	IBERICA DE DROGUERIA Y PERFUMERIA, S.A. 
	Eduardo Torroja, 37. P.I. Nuestra Señora de Butarque
28910 – LEGANÉS (MADRID)
	91 687 54 83
	www.bodybell.com

	LVMH IBERIA, S.L. 
	Arturo Soria, 245
28003-MADRID
	91 721 22 30
	www.sephora.com

	PEDRO LLOBELL, S.A. 
	Avda. Ronda Oeste, s/n
46714 – PALMERA (VALENCIA)
	96 289 30 12
	www.eria.es

	PERFUMERIA FRANCISCO PRIETO, S.L. 
	Av. Ausias March, 184. Nave Industrial
46016 – VALENCIA
	96 376 66 86
	www.perfumeria-prieto.es

	SCHLECKER, S.A. 
	P. I. Roques Planes, 313
43830 – TORREDEMBARRA (TARRAGONA)
	977 29 81 23
	www.es.schlecker.com

	YVES ROCHER ESPAÑA, S.A. 
	P. I. San Fernando de Henares. Mar Cantábrico, s/n
28830 – SAN FERNANDO (MADRID)
	91 208 80 00
	www.yves-rocher.com


Source: Análisis Sectorial y Estratégico, “Distribución de perfumería y cosmetica” from website: www.dbk.es 
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