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Struttura 
aziendale 

Mercato 
obiettivo 

Sistema di 
prodotto 

Mercato 
obiettivo 

Sistema di 
prodotto 

Dalla visione…  … alla formula 
imprenditoriale 

Visione	  e	  formula	  imprenditoriale	  

Struttura 
aziendale 

Che cosa 
facciamo? 

Come lo 
facciamo? 

A chi ci 
rivolgiamo? 



Mappa del mondo 



The Next Eleven 
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q Causality     Why internationalizing? 

q Locality    Which foreign market to enter? 

q Modality    Which market entry form? 

q Temporality   Timing of entry? 

Internationalizing 
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Market-seeking 
•  Exploring new market opportunities 
•  Following Clients 
Resource-seeking 
•  Exploiting factor-driven locational advantages 
•  Exploiting demand-driven locational advantages 
Leveraging the global network 
•  Mobility of production  
•  Economies of scale in production, logistics, marketing, purchasing  
  and technology 
•  Reducing risks 
•  Product differentiation 
•  Global experience  

q Causality     Why internationalizing? 
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From Environmental uncontrollables to controllable  resources and capabilities 

Price    Product 

Promotion   Distribution 

Domestic 

Economic climate 

Political 

Legal 
Compet. 

Foreign 
Political 

Legal 

Cultural 

forces 

Geography 

Infrastructure 

Economic 

Forces 

Competitive 

Forces 

Level of 

Technology  Structure of 

Distribution  

q Causality     Why internationalizing? 
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SWOT Analysis 

S W 

O T 

Strengths 
Weaknesses 
Opportunities 
Threats 

q Causality     Why internationalizing? 
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Exporting 
 
 

Licensing/agreements 
 
 

Through investment 
 
 

DFI (Direct Foreign Investment) 
 
 

 
 

q Modality    Which market entry form? 
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Assessment of Entry Modes 

Control 
 

The ability to influence systems, methods and 
decisions in the operation of the target market 

Resource 
intensity 

Transfer Risk 
 

Learning 
 

The amount of dedicated assets that annot be 
redeployed to alternative uses (loss of value) 

Specific firm advanteges could be exprpriated  
by a licensing or joint venture partner 

Ability of the firm to gain foreign market 
knowledge  

q Modality    Which market entry form? 
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Entry Mode Control 
 

Resource 
intensity 

Transfer 
Risk 
 

Learning 
 

Exporting 

Licensing 

Franchising 

Joint 
Venture 

 
 

100% 
Subsidiary 

low/medium 
 

low 
 

medium/high 

medium/high 

high high 

medium 

low 
 

low 
 

low 
 

low 
 

low 
 

low 
 

high 

high high 

medium/high medium 

medium/high 

low/medium 
 

q Modality    Which market entry form? 
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Exploiting First-mover advantages 
 
q  Ability to preempt rivals and capture demand by estbalishing a brand 
 
q  Ability to build up sales volume and gain experience curve effects 
 
q  Creating switching costs 
 
Managing First-mover disadvantages  
 
q  Pioneering costs of developing the foreign market 

q Temporality   Timing of entry? 
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q Temporality   Timing of entry? 

Early Majority 

Laggards Early  
Adopters 

x _ x _ - sd x _ - 2sd x _ + sd 

Innovators 

Late  
Majority 

Connectors 

16% 

34% 
34% 

13.5% 
2.5% 

Key Adopters. Source:  
Rogers, Diffusion of Innovations, 1995. 
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Receiver/Decoder	  Sender/Encoder	  

Response	  Feed-‐back	  

Message	  

Encode	   Decode	  

Rumor	  

	  

Communication Process 
Through	  a	  Medium:	  

• 	  verbal	  

• 	  not	  verbal	  	  

Processo di comunicazione internazionale 
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Verbal 
Lost in translation 
Business / Busy   Negocio / Ocio 

Coca-Cola: “Can’t beat the feeling” “I feel Coke” “The feeling of life” “Sensazione unica” 

“Today is a  
beautiful day” 

Visual (colors, nude…) 

Role (gender, age, dressing codes/look, context…) 

Symbolic language (tiger in Esso, Jeans) 

Processo di comunicazione internazionale 
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Processo di comunicazione internazionale 
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Italy 

Processo di comunicazione internazionale 
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Country   PDI 
Power Distance   

IDV   
Individualism 

MAS 
Masconlinity   

UAI 
Uncertainty Avoid. 

Arab World 80 
 

38 
 

52 
 

68 

Australia 36 90 61 51 

Brazil 69 38 49 76 

Canada 39 80 52 48 

China 80 15 55 40 

Colombia 67 13 64 80 

Denmark 18 74 16 23 

East Africa 64 27 41 52 

France 68 71 43 86 

Germany  35 67 66 65 

India 77 48 56 40 

Indonesia 78 14 46 48 

Italy 50 76 70 75 

Japan 54 46 95 92 

Mexico 81 30 69 82 

Norway 31 69 8 50 

Philippines 94 32 64 44 

South Africa 49 65 63 49 

Uk 35 89 66 35 

Usa 40 91 62 46 
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Global Media Decision 

Media Mix Decision:  raggiungere target prescelto nel modo più 

   efficace ed efficiente 

Abitudini del target nel paese e specializzazione media 

Disponibilità e diffusione 

Normative 

Processo di comunicazione internazionale 



The Standardization Model 
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Effetto Prisma e Ruolo del Paese di Origine 

Posizionamento 

nel 

paese A 

Posizionamento 

amplificato paese 
B 

Posizionamento 

trasparente paese 
C 

Posizionamento 

riducente paese C 

Processo di comunicazione internazionale 
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Rilievo strategico dell’effetto MADE-IN 

Immagine paese di origine 

C
ar

at
te

ris
tic

he
  

si
st

em
a 

pr
od

ot
to

 

positivo negativo 

mancato Indifferente  
(neutralizzato) 

importanti 

non 

importanti 

positiva negativa 

Processo di comunicazione internazionale 
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Informativo    Anglosassone, Nordeuropa 

Efficacia Stili Comunicativi  

Persuasivo     Turchia, Paesi 
arabi…. 

Onirico     Cultura asiatica….. 

Processo di comunicazione internazionale 
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Massimiliano G. Falcone massimiliano.falcone@uniud.it  mgfalcone@gmail.com   
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70 milioni visitatori 

2020 
 
 
 
 
 
 
 
 
 
 
 
210 milioni di turisti 
(locali e stranieri)  
300 miliardi di dollari  
(di cui 69 mld per viaggi 
d’affari)  

2010 
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Classifica turismo internazionale (Fonte: WTO) 
Arrivi (milioni) 

Italy	  	  	  	  	  	  
50	  

Usa	  	  	  	  	  	  	  
30	  

France	  	  
25	  

Spain	  	  	  	  
20	  

1970 2007 2010 

France	  	  81,2	  

Spain	  	  	  	  59,2	  

Usa	  	  	  	  	  	  	  56	  

China	  	  	  	  	  	  54,7	  

Italy	  	  	  	  	  	  43,7	  

UK	  	  	  	  	  	  	  	  30,7	  

France	  	  76,8	  

Usa	  	  	  	  	  	  	  	  59,7	  

China	  	  	  	  	  	  55,7	  

Spain	  	  	  	  52,7	  

Italy	  	  	  	  	  	  43,6	  

UK	  	  	  	  	  	  28,1	  
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mgfalcone@gmail.com 

massimiliano.falcone@uniud.it  

Contatti:  


