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ABSTRACT  

 

INTERNO DOORS by ALUMIL, a business unit of ALUMIL GROUP, 

specializing in the design and production of interior and entrance doors, suffered a 

major colapse in its sales and production volumes, as a result of the global financial 

crisis of 2008 and the dependency of the unit, solely, on the domestic market of Greece. 

The company decided in the late 2010 to expand its operations in the international 

arena, as this decision constituted the only viable option for the return to growth. 

The Group’s management was inspired by a new vision and strategy about how 

to transform the unit to a luxury door manufacturer that could target the high-end 

market segments and set the foundation for sustainable profitability and development. 

Following this vision, the unit formed a new marketing strategy that was considered 

suitable for the realization of the above mission. 

The objectives of this thesis are, first, to evaluate the present status of the unit by 

conducting a situational analysis and, consequently, to provide an international 

marketing planning guide that may be implemented for the current global presence and 

further expansion of the unit to foreign markets. In addition, a cross-examination of the 

unit’s marketing and entry strategy with the imperatives of international marketing will 

be attempted, aiming to reveal all necessary actions that should be implemented from 

now on. 
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CHAPTER 1.  INTRODUCTION  

The financial crisis that erupted in 2008 in the U.S.A., affected severely the 

economies in a worldwide scale, as the interconnection and interdependency of the 

markets around the world is an indisputable effect of globalization. Greece has felt this 

crisis even deeper from 2010 and onwards, as a consequence of the austerity measures 

being implemented by the policies of the European Commission, the International 

Monetary Fund and the European Central Bank, as a prerequisite of the country’s 

salvation. The preceding developments constituted the major cause for the sudden 

collapse in sales revenues and production volumes of INTERNO DOORS by ALUMIL. 

The latter, a business unit of ALUMIL group, depended, solely, on the domestic market 

and as a consequence the effects of the crisis had a major impact on the company. 

As a result, the company had to adopt an extrovert philosophy and turn towards 

the international markets, in order to survive this crisis and avoid shutdown. The first 

steps taken, were the envisioning of a new philosophy and marketing strategy that could 

realize the new goals set by the administration and provide the foundations for a 

successful comeback to growth. Specializing in the production of interior and entrance 

doors, INTERNO had to undergo a series of restructuring actions, which would 

transform the company to a luxury door producer, aiming at upper class customers in 

the foreign markets. 

The main objective of the present thesis is to constitute a valuable tool for the 

enhancing of the internationalizing efforts made by INTERNO, providing 

simultaneously a solid foundation and an international planning guide for present and 

future use. The science of international marketing and the core theories applied by 

companies, globally, will be cross examined with INTERNO’s global marketing 

strategy, in an attempt to reveal existing weaknesses and suggest corrective actions and 

alternative strategies, if necessary. 

Hence and in this context, the history of the company and its position within the 

ALUMIL multinational corporation need to be examined first, in order for the reader to 

gain an overall appreciation and understanding of the conditions leading to the need of 

going international. Consecutively, a detailed situational analysis will attempt to shed 

light on the company’s new vision, marketing strategy and the actions needed to be 

taken for the transformation of the company, according to the new strategy. The 
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assessment and evaluation of the present status of the business unit, will allow for the 

drafting of an international planning guide, which will be presented in chapter 4.  

International marketing and international planning are by far more complicated 

procedures, mainly due to the uncertainties and cultural differences found in foreign 

markets. The successful identification of those elements and the criteria and standards, 

which are needed before going international, will be discussed in detail. 

Finally, the perspectives of further expansion and the methods, by which this 

expansion can be realized, constitute the objectives in the analysis of chapter 5. Entering 

new markets is sought by the majority of companies nowadays, but the methods to do 

so vary significantly and depend on a different set of factors. Furthermore, going global 

requires an international readiness in several fields, and an attempt to identify them will 

also constitute an objective of the author’s approach. 

At this point, it is worth mentioning, that the author will try to communicate the 

experience gained from his involvement in INTERNO’s international development, as 

he was employed by the company in the beginning of 2012 for this purpose. 

Additionally, several observations are based on the interview the author had with the 

CEO of the group and his discussions with the top management executives, of the 

group’s subsidiary network. 
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CHAPTER 2.  HISTORY 

Interno S.A. was founded by Alumil Group in 1996 as a subsidiary company, 

specializing in the production of interior and entrance doors for the domestic market of 

Greece. Prior to the analysis of the company, a short brief on the mother company is 

considered necessary, in order for the reader to gain a better understanding of the 

company’s structure, capabilities and potential. 

2.1  ALUMIL COMPANY PROFILE 

ALUMIL S.A. was founded in 1988 in the Kilkis Industrial Zone of Greece, as 

an aluminium extrusion manufacturing industry, targeting to meet the domestic 

demands on aluminium extruded profiles for architectural applications, mainly in the 

residential construction industry field. During the course of years the company has 

grown into a group, incorporating various business units and subsidiary companies, 

expanding its product range and manufacturing capabilities to diverse fields of 

construction and manufacturing.  In the late 1990’s the Group improvised to expand in 

the Balkan area through Foreign Direct Investments and founding of subsidiary 

companies, which are mentioned later on. 

At present ALUMIL GROUP, constitutes the largest privately-owned 

aluminium extrusion company in south-east Europe, according to production capacity, 

distribution network and range of aluminium profile systems offered. Alumil produces 

aluminium systems which are designed and developed in the Group's integrated 

Research & Development Department and then tested and certified by internationally 

accredited institutes and laboratories, such as I.F.T. Rosenheim (Germany), etc. In 

detail, the Group’s dynamics may be quoted as follows: 

� INDUSTRIAL FACILITIES 

� 11 aluminium extrusion lines  

� 8 powder coating lines 

� 2 foundries for billet production 

� 2 anodizing plants  

� 9 thermal break assembly lines  

� 1 production plant for interior doors, entrance and security doors 

� 1 production plant for elevators 
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� 3 manufacturing plants for system accessories 

� 1 manufacturing plant for aluminum composite panels 

� 1 manufacturing plant for polycarbonate sheets  

� PRODUCTION CAPACITY 

� 106.000 tons of aluminium extrusion 

� 57.500 tons of powder coating 

� 65.000 tons of billets 

� 10.000 tons of anodized aluminium 

� 45.000 tons of thermal broke profiles 

� 800.000 m2 aluminium composite panels  

� 800.000 m2 polycarbonate sheets 

� 10.000.000 m  polyamide profiles 

The Industrial facilities of the Group span across 6 countries: Greece, Romania, 

Bulgaria, Albania, Serbia and Bosnia. 

In addition,  the group’s dynamics are summed to the following figures: 630.000 

m2 of own industrial real estate, 230.000m2 of manufacturing buildings and offices, 16 

factories 10 of which are located in Greece and the rest 6 in the countries mentioned 

above, while the company human resources reach up to 1.700 employees. The 

international presence and sales network of ALUMIL expands to 45 countries 

worldwide and 22 subsidiary companies in Europe, Africa, Middle East, Russia and the 

United States of America. 

Finally, it is of great importance to be noted that Alumil Group manufactures 

and distributes semi-ready products and not final ones for the end customers, except for 

METRON (elevators) and INTERNO Business Units, which produce and sell ready-to-

install products. This factor is crucial and will be discussed later on in the present thesis, 

regarding its effects and influence on the Group’s strategy, distribution network and 

internal relations. 

2.2  INTERNO COMPANY PROFILE 

The growing manufacturing expansion and diversity vision of ALUMIL 

GROUP, along with the opportunities of enlarging the manufacturing range to the 
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demands of the construction industry, led to the founding of INTERNO S.A. in 1996, 

following the vision of the CEO – Mr. George Milonas – to offer the complete range of 

products to the market, as far as it concerns windows and doors. INTERNO S.A. began 

its production activities by manufacturing high quality, standardized products, which 

were in high-demand from the real estate developers in the Greek market, such as 

classic wooden and laminate interior doors, as well as standard security doors, mainly 

for residential purposes.  

The manufacturing plant and storage facilities were configured at 10.000 square 

meters, next to Alumil facilities, and the company was immediately equipped with 

state-of-the-art equipment for production, implementing ISO procedures, solely 3 years 

after its founding. It is worth mentioning, that the manufacturing unit was designed and 

planned to produce top quality and make-to-order doors, differentiating from the 

existing standards of the Greek domestic market at the time. The equipment installed, 

also offered the possibility of tailored solutions, as the vision of the founders was to 

serve foreign markets in the near future as well. The standards that were set, followed 

the trends established from the leading Italian door manufacturing industry. 

The production capacity of the factory can reach up to 30.000 interior doors per 

year in a single shift, while and as the company evolved, it developed the first 

aluminium-framed doors in combination with wooden panels, constituting a milestone 

for its history and fame in the domestic market.  Parallel to that it exploited the 

capabilities and flexibility of the Group’s main product, which is aluminium profiles.  

With the specific product range of interior doors, security doors and the 

pioneering product of aluminium frame and diverse decorative panels of LINE SERIES, 

INTERNO S.A. followed an increasing growth until 2008. The specific year was the top 

in terms of turnover and production quantities for the company, which was targeting the 

mid-level market segment in the construction industry. The market positioning was 

mainly through local dealers, distributors and aluminium fabricators across Greece. 

Sporadic sales to the group’s subsidiary companies abroad were achieved in certain 

occasions, since the nature of the product range, along with the competitive prices and 

famous brand name of Alumil in the Balkan area, contributed in the achievement of 

such sales.  
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However, the main demand for the products of INTERNO was coming from the 

domestic market, which was booming throughout  all these years, following the 

entrance of Greece to the Eurozone’s monetary union, the Olympic Games of 2004 and 

the general climate of euphoria, Greece had been undergoing until the crisis broke in 

2008. Due to these factors, the focus and targeting of INTERNO was mainly in the 

domestic market, resulting in a ratio of approximately 90:10, where the latter was 

achieved mainly through the Cypriot market. Table 2.1 summarizes the marketing 

structure of INTERNO S.A. up to 2011.  

Table 2.1 INTERNO’s marketing structure up to 2011. 

Products 
Distribution 

Channels 
Market Segments Sales Ratio 

� Interior Doors  

� Security Doors 

� Aluminium frame 
doors 

� Metal Fire Rated 
Doors (distributor) 

Local 

Distributors 
Low-level residential  

Mid-level residential 

Mid-level 
commercial 

Greece 90% 

Alumil Clients & 

Fabricators 
Cyprus 5% 

Subsidiary 
companies 

Other 5% 

 

2.3  THE GLOBAL FINANCIAL CRISIS OF 2008  

The global crisis of 2008 influenced the economies of all countries, with Greece 

being affected the most since 2010 and onwards, following the implementation of the 

austerity measures and internal devaluation strategy, dictated by the Troika of the 

European Commission, European Central Bank and the International Monetary Fund. 

From the beginning of the crisis in 2008, the Greek Economy suffered major 

contraction in all related financial indices, with the construction industry suffering the 

most in comparison to other sectors. The Gross Domestic Product of Greece (G.D.P.) 

suffered a reduction of almost 25% since 2008, the equivalent index of GDP per capita 

decreased by 20%, the residential construction industry as percentage of G.D.P suffered 

a major reduction of approximately 80% from its highest value of 2007 

(http://ec.europa.eu/eurostat), leading to an unprecedented collapse in demand, 

consumer buying power and future sales potential.  

Consequently, and due to the dependency of INTERNO S.A. on the Greek 

market, the company suffered major reduction in sales and production volumes, due to 
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the aforementioned developments since 2008, with the phenomenon becoming more 

intense from 2010 and onwards. Figures 2.1 and 2.2 below, demonstrate the reduction in 

a) Sales Turnover and b) Production Quantities, per year and with 2008 as the year of 

reference, that is prior to the beginning of the crisis from the pick of 2008 until the end 

of 2014 (Source: Alumil Accounting Department – ERP Export Data). 

 

Figure 2.1 –Rate of Turnover decrease 

 

 

Figure 2.2 – Production Unit Decrease

 

2008
2009

2010
2011

2012

2013

2014

-8,63%

-15,78%

-29,08%

-42,10%

-24,10%

+ 3,87 %

Turnover Decrease

2008 2009 2010 2011 2012 2013 2014

17.293

13.472 13.242

9.822

5.191
3.391

2.937

Production Decrease in Unit Doors

-22,10 %
-1,71 %

-25,83 %

-47,15 %

-34,68 %
-13,39 %
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It may be observed from the above diagrams, that the reduction in all indices is 

brutal, adding up to 76,02% for the total turnover from 2008 to 2013, while 2011 is the 

year with the most impact on both sales turnover and production units, as a result of the 

reforms and austerity measures implementation. It is more than evident that the collapse 

of the Greek economy and especially the construction industry breakdown, affected 

severely INTERNO S.A.’s performances, as the latter was depended to a high-risk 

extent on the domestic market. 

Consequently, the Group’s administration had to take measures and restructure 

its organization and strategy, in order to rebound from the fall and avoid the shutdown 

of its subsidiary. Globalizing its activities and market strategy constituted a “one-way” 

road to the recovery of growth. 

2.4  NEW STRATEGY & VISION  

As analyzed earlier, 2011 was a milestone year for INTERNO S.A, as the 

underperforming of the company had to be dealt decisively. The first step was the 

absorption of the subsidiary into Alumil Group, as a new business unit, in order to 

protect the company from external factors and provide a safety net that would allow for 

the restructuring period to be implemented safely. Alumil had a strong international 

presence, mainly in the Balkan area and the turn of INTERNO Business Unit to foreign 

markets could be enhanced by the exploitation of the existing network, the Group had 

established during the past. Moreover, the difficulties in financing access that arose in 

the Greek banking system rendered the available capital quite limited. Hence, the 

internationalization extent the Group had reached up to that point, offered INTERNO 

Business Unit the opportunity to exploit the foreign subsidiary network at minimal 

costs, since had the group not been expanded to various countries, the necessary capital 

for such a strategy would be high and certainly infeasible with the existing financial 

conditions of 2011.  

The adaptation of a global strategy and internationalization activities does not 

only constitute a necessity in the Global environment nowadays, but incorporates 

various motives, apart from the basic, which is profitability. These motives are 

separated into endogenous and exogenous motives, both applicable in the specific case 

(Hajidimitriou, 2003).  
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In particular, and as far as it concerns the endogenous motives that refer to the 

internal company environment and operations, the most basic one was the independence 

of the company’s sales targeting from the domestic market. Had that been foreseen a 

few years before, the effects of the 2008 global crisis would not have had the impact 

analyzed previously. Furthermore, the presence in diverse geographical locations 

diminishes the business risks that may appear in a specific country, while the company 

may potentially counterbalance the losses from this country by the gains from another 

one. 

Parallel to that, the existing, at the time, marketing knowledge base and 

subsidiaries network of the Group, constituted an additional endogenous motive for the 

turn of INTERNO to the international markets since it inspired confidence on 

attainment of competitive advantage and ease of export sales. 

Last but not least, the group size and the organizational – production 

configuration of INTERNO business unit during the past, offered an excess in 

production capacity, given the shrinkage of the domestic demand. The working 

personnel, the infrastructures, the knowhow and industrial equipment availability, along 

with the availability of the in-house R&D department of the Group, rendered the 

decision necessary, as opposed to closing down the production plant. 

On the other hand, and as far as it concerns the exogenous motives, the limited 

– if not extinct – size of the domestic market and the forming potential on both the 

markets in developing countries and the countries the Group was already present, were 

evaluated as satisfactory reasons in deciding the extrovert turn of INTERNO DOORS. 

The Group’s administration envisioned a completely new and transformed business 

unit, which may be broken down to the following key elements: 

� Shift towards the High-End Market Segment (luxury constructions), where the 

consumer profile is least – if not at all – affected by the Global crisis. 

� Expansion of the product portfolio to meet the needs of the above, but also to 

provide the basis of competitive advantage through differentiation. 

� To internationally expand with sustainable profitability, and hence to provide 

luxury products with increased profit margin, less dependent on the volume of 

sales. 

� To provide integrated products together with the Group’s product range in 

foreign construction industries. 
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� To maximize the acquired expertise, know-how and capacity of the group in 

transforming an industrial product (aluminium extruded profile), into a 

contemporary, luxury final product (entrance doors) that will meet the aesthetic 

and technological demands of high-end customer profiles, in a customer-focused 

approach and philosophy. 

� To make an example out of this transformation of INTERNO for the rest of the 

Group’s Units, in order to change the business culture and focus towards the 

high-end market segments that are less influenced from the global crisis. 

2.5  SUMMARY  

The dependency on the domestic market, along with the various endogenous and 

exogenous motives and the necessity of returning to growth, has been analyzed in the 

current chapter. In order to realize the above vision, the formulation of a new strategy, 

the restructuring of the product portfolio, commercial policy, production operations, 

marketing strategy, human resources and brand building was more than necessary. The 

top management envisioned to promote the new product range of INTERNO Business 

Unit, through its established subsidiary companies and commercial partners abroad. All 

of the actions implemented for the realization of the new vision, are discussed in detail 

on the next chapter. 
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CHAPTER 3.  SITUATION ANALYSIS 

 Indisputably, the challenge from being national to go international is major and 

involves many aspects to be taken under advisement, in the most thorough manner. 

Exporting to foreign markets affects both operational procedures, but also requires 

intense planning, researching and adaptation to all business functions such as marketing, 

operations management, human resources, financing and logistics. This venture may be 

characterized as quite complex and demanding and must be implemented with caution 

and detailed analysis (Hajidimitriou, 2003). However, the abrupt collapse of the 

domestic market and the effects on the company’s turnover and performance that were 

presented earlier, were leaving no room for intense planning, prior to the extrovert turn, 

as all the new actions had to be implemented simultaneously with the efforts of 

achieving export sales the soonest possible. 

 The new vision and mission adopted by the group was to transform INTERNO 

to a luxury door producing company, in order for the latter to be able to target the high-

end, luxury market segments, as a niche market which is least affected by the global 

crisis and has common characteristics. The new vision and mission may be summarized 

to the following key points: 

� To design and produce top- quality differentiated products, which may realize 

any aesthetic requirement. 

� To provide through the products a platform for bespoke customization.  

� To appeal to hi-end market segment that seeks innovative design, quality and 

uniqueness. 

� To render INTERNO Brand Name globally acknowledgeable. 

� To embrace and promote an innovative philosophy. 

� To provide enhanced after sales services that will lead to total customer 

satisfaction. 

Reaching the high-end / luxury target group would primarily render the company 

less susceptible to risks of high volume production in the beginning of its expansion and 

with a new product range, but moreover it would allow for the initial planning of 

customization to be exploited. However, the most significant factor for the selection of 

this specific strategy was the commonly accepted fact that each country around the 

world, and especially in the developed western part, presents a significant percentage of 

wealthy consumers, who seek differentiated products and are not as price-oriented, once 
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they find uniqueness and high technology. Therefore, this niche market would allow for 

the attainment of competitive advantage through differentiation and flexibility, as 

opposed to cost-leadership, further providing the basis for sustainable growth and 

profitability (Heizer and Render, 2011). Figure 3.1 represents, schematically, the critical 

elements for attainment of competitive advantage through differentiation, for INTERNO 

Doors. 

 

 

Figure 3.1 – Strategy 

 Parallel to that, the immediate need for growth recovery through export sales, 

necessitated the adaptation of a global strategic market orientation, where the market 

segmentation depends on usage patterns, income levels and other factors, treating the 

world as one market, where national borders are not influencing the strategic marketing 

decisions. Moreover, the target of shifting the balance of sales and turnover goals 

towards the international markets – as the domestic market collapsed – dictated the 

specific approach (Cateora et al., 2011). 

 This chapter aims to provide a situational analysis up to the end of 2014, where 

all the actions and internal restructuring steps taken for the adaptation of the unit to the 
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characteristics of the global environment were followed from the middle of 2011, until 

the present date. These actions led to the initial establishment of INTERNO DOORS in 

the foreign markets and provided the basis for further expansion of the business unit to 

the international markets that will be analyzed in the next chapters. Additionally the 

period between 2012 and the start of 2015 has revealed the necessity of further actions 

and adaptation steps to be taken, but also the strengths, weaknesses, opportunities and 

threats that arose from the initial internationalizing efforts.  

3.1  GLOBAL MARKETING PLAN & STRATEGY 

The summarized marketing plan that was drafted by the author and will be 

presented below has a bilateral approach, both for Business to Consumer (B2C) and 

Business to Business (B2B) channels. As far as it concerns the nature of the industry 

INTERNO DOORS by ALUMIL belongs to, it is imperative to strategically plan by 

taking under consideration the desired customer profile. However, the achievement of 

sales is exclusively a B2B procedure, as the products require technical expertise for 

their comprehension, adoption and installation. The end customers, albeit they are the 

decision makers, rely on other channels for the final installation to their residential or 

commercial space and hence the direct sales approach is quite rare for the specific 

product types, as the end customer would have to accept the responsibility of installing 

the products at his own means and risks. 

3.1.1 MARKET ANALYSIS   

 A brief market analysis is crucial in terms of targeting and positioning. The 

global strategic market orientation, INTERNO adopted, divides the market segments 

into 3 main categories and 1 special category, relative to the industry’s characteristics, 

as well as the gained experience from the international activities of the group. All 

segments presented in figure 3.2, are considered globally mutual, regardless of their 

size. The market analysis identifies three basic market segments: a) the luxury, b) the 

medium-level and c) the economic market segment. The nature of the construction 

industry includes a separate segment that relates to constructional projects of special 

requirements and conditions, such as hotels, hospitals, schools and other public 

buildings, which require products with specific characteristics and requirements. 
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Figure 3.2 – Market Analysis 

The above figure demonstrates a simple analysis that reveals the price range and 

allowance according to the individual market segment. 

3.1.2 BUDGET RANGE B2C 

 The variable market segments mentioned above, present diverse buying powers 

for the products that may be purchased. This range has been approached in an empirical 

way and a factual knowledge, mainly from the Greek market before the crisis. However, 

the international data available may average very close to the percentages shown in the 

figure below, as the detailed infographics per country were not analyzed in the 

beginning of the internationalization process, due to the pressure of time and the need to 

focus on both internal re-organization and achievement of sales to the Group’s 

subsidiaries. 

Figure 3.3 assumes that in every country 10% of the population has a very high 

income and belongs to the luxury market segment. Respectively, the 25% of the 

population have medium to high incomes, the 35% has medium to low incomes, while 

30% of the population has a low income and minimal buying power. In chapter 4 of the 

present thesis, the aforementioned figures will be researched and re-evaluated in country 

specific analysis.  
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Figure 3.3 – Budget Range 

Consequently, the objective for the company according to the new vision and 

strategic planning is to appeal to the upper two categories of the population with 

emphasis on the high income target group. This decision derives from the reasons 

already mentioned, but also from the fact that the past experience in selling economic 

products, revealed that the margins are extremely low, depend on high volume of 

production and leave no room for errors. An installation mistake, the responsibility of 

which cannot be assigned to any of the parties involved, had to be absorbed by the 

company, leading to damaging results from the specific sale.  

Finally, the special project market segment was not considered to be attractive 

for INTERNO, mainly due to the manufacturing configuration and absence of special 

certifications that are required for such products and present a tremendous diversity 

from country to country. The manufacturing plant was set to produce make-to-order 

quality doors and not high volume production of specialized doors that could lead to the 

exploitation of standardization and economies of scale. Moreover, the competitive 

forces in the specific market segment leaved no room for new entries as the time and 

capital investment required would be enormous. 

3.1.3 CUSTOMER PROFILE – POSITIONING CHANNELS 

 Consequently, the decision to strategically position the company in the luxury 

and medium to high end market segments, in order to attain competitive advantage, lead 

to the need of identifying the customer profile for these categories. The consumer 
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buying behavior depends on several characteristics such as the product it-self, its price, 

the way it is promoted, but also on factors found in the environment of the potential 

customer. Such factors are the economic status, the social status, the society and cultural 

elements of his/hers environment, as well as individual needs and characteristics like 

age, profession, personality and conception amongst others (Armstrong and Kotler, 

2009). Figure 3.4 presents the main characteristics of a high-end buyer profile 

considered “ideal” for the successful targeting and positioning of the new product range.  

 

Figure 3.4 – Customer Profile 

Given the nature of the product mix the administration envisioned and which 

will be presented shortly, the basic characteristics of the “ideal” customer profile are 

summed to his/hers social status that needs to be in the upper and medium upper 

classes, so that the products are affordable. Moreover, the high social status coincides 

with a noticeable lifestyle in terms of aesthetic needs and the willingness to 

differentiate. Furthermore, it may also be safe to assume, that people belonging to the 

upper social class have more stimulants from their social environment and higher 

adaptation to innovation, as they are familiar with higher quality products and may be 

looking for the next challenge in their needs to excel and upgrade. Finally, their 

professions, way of living and the need to justify their present status, are considered 

also important factors for adopting high-quality, innovative and expensive products. 
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Parallel to the profile description of end customers, the new product range of 

INTERNO is also considered to be appealing to a very important B2B channel, that of 

the Architects. Architects, interior designers and decorators, not only constitute the 

opinion leaders for the end-customers, but it is the same nature of their profession that 

drives them to innovation adoption and the need to present new ideas, concepts and 

trends in their professional portfolios. Their business success depends gravely upon that, 

and those factors constitute the Key Success Factors for attainment of competitive 

advantage and fame in their business. Figure 3.5, presents the positioning channels 

selected for the implementation of the new strategy, according to the above analysis. 

 

 

Figure 3.5 – Positioning Channels 

The channels seen in the figure above are considered applicable for both B2B 

and B2C approaches. The reason for that lies on the fact that the upper class end-

customers always depend on the opinion and professional advice of the above channels. 

Except for the third channel of the figure, which is strictly a Business-to-Business 

channel, the remaining three have direct contact with the decision makers, if they are 

not the decision makers themselves (as in the cases of turn-key projects). Construction 

and Engineering Firms are also considered an important B2B Channel, mainly because 



 CHAPTER 3  SITUATION ANALYSIS 

18 

 

the diversity of the new product range and the need of production volumes dictate the 

approach of the medium-end market segment, as well. 

3.1.4 PRODUCT MIX 

Once the decision was made for the internationalization of INTERNO’s 

activities, the most critical question was whether the existing, at-the-time, product 

portfolio could appeal to the new market analyzed above. An extensive marketing 

research by the group’s executives and the unit’s General Manager, on the leading 

Italian producers of the industry – who set the trends globally – revealed the necessity 

of introducing new products that would meet the technological, quality and aesthetic 

requirements, which the high-end market segments seek.  

Moreover, the attainment of competitive advantage through differentiation, 

customization and flexibility, along with the Group’s main core competency which is 

the extrusion of any type of aluminium profile, led to the setting of a new product line 

for the production of luxury aluminium entrance doors. ZEN SERIES, the flagship new 

product of INTERNO (picture 1), is characterized by impeccable quality, top 

performances, state-of-the-art technology and adoption of very high innovation levels 

and materials.  

Additionally, the specific serie provides a wide range of designs, materials and 

colors as well as surface finishing options, able to offer potentially infinite designs, 

when combined with the high level of customization options. The doors are equipped 

with high-tech accessories which ensure advanced security levels, optimal insulation 

and functionality. In terms of uniqueness, the ZEN doors are a pioneering product, 

which utilize carbon fiber surface finishing for the first time in the industry at a global 

level. Competitive forces at a global scale cannot provide a matching product with these 

properties at the moment. 
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Picture 1 – ZEN Pivot Carbon (www.internodoors.com)  

 

Consequently, and for the implementation of the new strategy presented above, 

INTERNO had to develop a product mix that would possess those characteristics, which 

would allow for the attainment of competitive advantage through differentiation and 

could increase the customer’s perceived value on the products. Some of them are: 

� Diversity – So that both B2B and B2C clients can meet their numerous needs. 

� Innovative Design – Key Success factor for the strategy implementation and the 

meeting of current trends. 

� Top Quality – That would increase customer satisfaction, branding and have a 

viral effect in the market. 

� Customization – This constitutes one of the most important strategic tools in the 

selected positioning channels and customer needs. Create your own, is not a line 

met usually in manufacturing industries of this kind and provides freedom in 

architectural design. 

� Technology – Necessary for both perceived and added value of the products.  

� Performances & Functionality – Which when certified, offer an advantage in 

the purchasing decision making, but also are essential in luxury and high-

technology constructional and architectural needs.  
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Figures 3.6 and 3.7 present the complete new product mix of INTERNO 

DOORS as configured lately with the addition of Smart Series for the Entrance Doors, 

and Exclusive Series for the Interior Doors. In appendix 1, illustrated images of each 

product given in the figures, is available for the better understanding and appreciation of 

the product range. 

 

Figure 3.6 – Product Mix for Entrance Doors 

 

As it may be observed from figure 3.6, the range of Entrance Doors is diverse 

and may appeal to a wide variety of aesthetic and performance needs, according to the 

available budget and design concept. The range covers both Classic and Modern design 

requirements, while the flagship product, ZEN, targets specifically the luxury segment 

being the product that provides the differentiation advantage for INTERNO, when 

compared to the competition.  
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Figure 3.7 – Product Mix for Interior Doors 

 

Interior Doors are more susceptible to competitive forces, mainly those from the 

Italian industry. Companies like Lualdi, Rimadesio and Tres-Piu, amongst others may 

offer equivalent or even better products in terms of design and quality. However the 

pricing is the crucial factor in the specific case, since the mix of INTERNO was created 

by taking advantage of the Group’s dynamics and economies of scale with regards to 

aluminium profiled frames. All products given in figure 3.6, except for series Classic, 

Laminate and Futura, consist of Aluminium frames in diverse shapes and solutions. 

INTERNO’s pricelist stands at 20% to 30% lower from the pricelist of equivalent 

Italian products. The before mentioned companies enjoy high market penetration 

percentages with the “Made in Italy” motto, being an obstacle hard to overcome.   

Opposite to this disadvantage, and as analyzed in Porter’s study on competitive 

strategy (Porter, 1996, p.2), “operational effectiveness and strategy, are both essential 

to superior performance, which, after all, is the primary goal in any enterprise. A 

company can outperform rivals only if it can establish a difference that it can preserve. 

It must deliver greater value to customers, or create comparable value at a lower cost, 

or do both”.  As far as it concerns the interior door mix, INTERNO can penetrate the 

market due to higher flexibility in commercial and production terms, as well as faster 
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delivery terms, where the latter has been pointed out as a great weakness of Italian 

competitors, who offer zero flexibility in deliveries. Moreover, the uniqueness of ZEN 

entrance doors offers an element of creating greater value and constitutes an important 

tool for systems marketing. The potential clientele cannot only select among a wide 

range of interior doors, but can also find the entrance door of their choosing.  

  3.2  RE-STRUCTURING INTERNO 

For the new strategy and marketing plan to be implemented, apart from the 

product range, a wide range of restructuring actions had to be taken, in order to render 

the new plan feasible. As mentioned in the first paragraph of this chapter, exporting to 

foreign markets affects both operational procedures, but also requires intense planning, 

researching and adaptation to all business functions such as marketing, operations 

management, human resources, financing and logistics, among other. Table 3.1 presents 

the basic Strengths and Weaknesses list for 2011, in order for the reader to gain an 

overall appreciation for the actions needed to be implemented from that date and 

onwards.  

Table 3.1 STRENGTHS & WEAKNESSES 2011 

STRENGTHS WEAKNESSES 

1. Alumil Group 1. Inadequate product range 

2. Production facilities  2. Absence of International Promotional 
Material 

3. In-house R&D Department 3. Solely Domestic Web presence 

4. Production Customization potential 4. No experience in international markets for 
INTERNO B.U. 

5. Group's established subsidiaries and 
global network 5. No international project references 

6. Know-how and technical expertise 6. No executives for Internationalizing 

7. Administration commitment 7. Poor Knowledge about INTERNO inside 
the Group 

 

3.2.1 PRODUCT 

The enrichment and expansion of the product range, has been discussed in detail 

in the previous entity. This process however, was very time consuming, as the 

development of new products constitute full-scaled projects, the planning and 

implementation of which, is an interdepartmental procedure. Table 3.2 below, presents 
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just a brief report on the activities required for just one of the various product types. The 

same procedure has been followed for every new product in the new range, as well as 

for existing ones, which needed various modifications and improvements. 

 

Table 3.2  - PROJECT MANAGEMENT ZEN DOORS. 

 

3.2.2 PRICE 

 In the same context, the pricing strategy and commercial policies for the 

complete product range was necessary for the internationalization of INTERNO’s 

activities. Pricing constitutes one of the most crucial factors for the sustainability of a 

firm. It is the sole element of a company’s marketing mix, which brings revenues, and 

the element of the mix that binds value from the customers. Moreover, the customer’s 

perceived value is the upper margin of the price to be set. If the perceived value of the 

product is lower than the price set, then the customer will not proceed with the purchase 

(Armstrong and Kotler, 2009).  
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 Hence, the pricing strategy is a crucial and very sensitive element in the 

marketing mix and needs thorough planning and researching. The targeting of the upper 

market though, allowed for higher pricing and increased margins, which could allow for 

sustainable profitability, especially as far as it concerns the ZEN doors.  In general the 

company selected an international pricing strategy, where the prices and commercial 

policies are mutual for all countries. Then for each country necessary modifications 

according to the country specifics could be possible. The actions followed with regards 

to pricing are: 

� Competitive pricing research 

� Suppliers pricing for all new and existing products 

� Production planning and costing per unit door 

� Cost analysis and budgeting for all marketing mix 

� Financial analysis and inventory budgeting 

� Pricelist creation for all product mix 

� Pricelists translation in English 

� Research on tariffs, customs charges and transportation costs for each subsidiary 

of the Group 

� Drafting of pricing policies and discount rates, according to diverse client 

profiles (B2B & B2C) 

� Sample Pricing for and sample value attenuation policies for the creation of 

showrooms 

3.2.3 PLACE 

 The initial planning of the company’s administration and INTERNO’s 

management was to promote the new product mix through the Group’s subsidiary 

network, as this was considered to be the fastest method of achieving immediate export 

sales. It was the author’s responsibility from the beginning of 2012 to implement this 

plan and develop the export sales by promoting and supporting the subsidiary network 

in the Balkans and Middle East.  

 However, two major obstacles were undermining this plan: a) The lack of 

promotional tools (literature, catalogues, samples, presentations etc.) and b) the different 

sales network and organizational structure of Alumil Group. Especially the latter, 

proved to be quite an impediment, mainly due to the fact that the executives abroad, 

primarily were not familiar with neither the products, nor the policies of INTERNO and 
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secondarily, but not less importantly, they were not familiar in selling a finished 

product. Alumil is extruding and selling semi-made products and its main client base 

consists of aluminium fabricators, who transform the extruded profiles into ready-to-

install windows, façade systems etc. In addition, the strategy for Alumil’s products was 

completely different from that of INTERNO’s, as the first was depended on competitive 

pricing and targeting mainly large scale projects, where the buying decision depends 

gravely upon the price competitiveness. 

 Consequently, the human resources and the business culture within the group 

could not support the new venture regarding INTERNO, especially without the full 

communication package regarding all elements of the marketing mix and strategy, 

training and support by the company. The single exception until the end of 2013 was the 

subsidiary of Alumil Montenegro that embraced the new philosophy almost 

immediately, but also proceeded immediately in the creation of a small show-room 

within the headquarters premises. Luxury products need to be tangible for the potential 

customers, in order for the latter to appreciate their value.   

 As a result, it became evident that the time needed to change the business 

culture within the Group and inspire the new vision and strategy to the executives and 

sales personnel abroad, was much higher than, initially anticipated. The restructuring 

and full organization of all the elements of the marketing mix, were crucial for the 

desired transition. It also became clear that INTERNO should improvise accordingly 

and prepare to internationalize outside the Group’s network and probably to other 

countries with characteristics closer to the goals of the new marketing strategy.  

3.2.4 PROMOTION 

 Table 3.1 above, presented the main weaknesses listed at the beginning of 2012. 

The restructuring of INTERNO Business Unit, could not be considered even close to 

complete, without the proper promotional tools, literature and international web 

presence. Especially for the latter and in the era of the “Global Village”, - where the 

interconnectivity of markets may be considered to have reached top levels - effective 

communications constitute an integral part of international commerce and affect 

significantly economic growth and the methods in which commerce operates. Moreover 

a well set content of a business website, is an extension of the company, it may channel 

the desired marketing messages, but it may also consist a reliable tool for researching 

user-behaviors, providing information instantly (Cateora et al., 2011). 
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 Hence, the restructuring of the business unit needed to identify and address those 

factors that would increase the possibilities of success, such as creating the suitable 

promotional mix, so that the new strategy, marketing mix and company philosophy 

could be communicated properly and in a modern, tangible and time-saving manner to 

both B2B and B2C channels. The actions implemented from the middle of 2012 until 

the present date, include: 

1. The creation of a new company identity, which would provide a more luxury 

image, style and increase recognizability of INTERNO DOORS by ALUMIL.  

BRANDING &

IDENTITY

First Award by the Greek Graphics 

and Illustrations committee  

 

           Figure 3.8 – Company New Identity 

 

2. New promotional and technical catalogs for the complete product mix.

NEW CATALOGUES

CONTENTS

� NEW DESIGNS

� ALL TYPOLOGIES

� TECHNICAL DATA

� PERFORMANCES

� COLORS AND FINISHES

� EQUIPMENT

� ACCESSORIES

� CERTIFICATIONS

 
Figure 3.9 – New Catalogs 
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3. New promotional sample kits with real finishing sample, a more than useful tool 

for the most significant B2B channel, the architects. 

 

NEW PROMOTIONAL KITS

SAMPLES KIT

� ANODIZING

� POWDER COATING

� CARBON

� LEATHER

� SUBLIMATION

� WOOD

� GLASS

CATALOGUES KIT

� ZEN

� INTERIOR DOORS

� SECURITY DOORS

� COMPANY PROFILE

� TECHNICAL  
Figure 3.10 – Sample kits 

 

 

4. New after sales KIT, designed especially for ZEN DOORS. 

 

AFTER SALES SERVICES ▪ ZEN KIT

� CLEANING AND POLISHING FLUID

� EQUIPMENT MANUALS

� UNIQUE KEYS AND CYLINDER

� OPERATION & MAINTENANCE

� PERSONAL CERTIFICATE ISSUED  

AFTER CLIENT’S NAME

� 10 YEAR WARRANTY

 
Figure 3.11 – ZEN after sales kit 
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5. And most importantly, the new web presence of the company, the details of 

which will be analyzed later. 

NEW WEB PRESENCE

www.internodoors.com

 

                                           Figure 3.12 – New web presence 

 

3.2.5 RESTRUCTURING PROGRESS – FURTHER ACTIONS 

 All of the features presented earlier, have been implemented and reached a 

completion at the end of 2014, with the launching of the new SMART SERIES catalog. 

The company’s website is operational and complete in context (www.intenodoors.com), 

while literature and all promotional catalogs are also available in both hard-copy and 

electronic versions. At present, the technical catalogs of interior systems are being 

drafted by the R&D department, while there are projects running that involve the further 

exploitation of the website, with regards to smart applications as interactive on-line door 

configuration, e-platform for offer/order templates, etc. Additionally, the digital 

marketing specialists are working on creating a web member’s area where all the 

company’s partners, collaborators and subsidiaries may access and download additional 

information that is “sensitive” and must not be reachable to competitive forces. Finally, 

the company intends to develop further door designs and typologies that will enrich the 
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series further, providing at the same time further solutions and design flexibility to the 

markets.  

  3.3  ASSESSMENT OF CURRENT STATUS 

 3.3.1 RESULTS 

 The shift towards the foreign markets for INTERNO DOORS begun in 2012, 

with the subsidiaries of the Group being the key success factor for the immediate 

achievement of export sales. The subsidiaries however, albeit belonging in the group, 

needed both time and tools in order to adapt and start bringing results. The 

performances for each subsidiary and business unit within Alumil, could be 

characterized as disappointing for the first 2 years (2012 and 2013).  

On the contrary, the restructuring of the business unit and the enhancement of its 

marketing mix came to the rescue for 2014. From the 90:10 balance of sales in 2011, 

the results at the end of 2014 could constitute a foundation and proven to be an essential 

element for planning the future and internationalizing further. The following charts, 

verify that globalizing one’s activities is not an easy task and require intense planning 

and organization. The restructuring of Interno business unit, addressed the latter, but as 

far as it concerns planning there much room still. The promising results at the end of 

2014 should motivate further, both the Group’s management and executives but also all 

the people involved in sales and marketing. 

Sales up to 2011

5,00%

5,00%

90,00%

Πωλήσεις

Other
Cyprus
Greece

 

Figure 3.13 – Sales Ratio 2011 
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Sales 2013

13,14%

8,60%

73,78%

Πωλήσεις

Other
Cyprus
Greece

 

Figure 3.14 – Sales Ratio 2013 
 
 

Sales 2014

32,88%

8,60%

58,52%

Πωλήσεις

Other
Cyprus
Greece

 
Figure 3.15 – Sales Ratio 2014 

 
 

Figures 3.13, 3.14 and 3.15, when compared to the turnover changes that were 

presented in Chapter 2, reveal that the turn of INTERNO towards the foreign markets 

was not only the appropriate decision to make, but also a rescuing one. The Greek 

market collapse continues from 2008 until the present date, however the achievement of 

export sales lead to a slight increase in turnover from 2013 to 2014, which is solely due 

to revenues coming from abroad. 
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Finally, figure 3.16 that follows, presents the sales achieved at a global scale for 

2014. 

 

Figure 3.16 – Sales Origin 2014 

 

3.3.2 CURRENT INTERNATIONAL PRESENCE  

Apart from Alumil’s subsidiary network, INTERNO has managed to acquire 

new clients and partners during 2014. The participation in international exhibitions from 

2012 and onwards, the new marketing mix of the unit and the international contacts of 

the Group, brought a growing interest from international businesses. Besides the 

improvement in performances within the Group, this international clientele also 

contributed in a small scale to the incoming cash flow, although the real potential will 

be evaluated from 2015 and beyond, as these partnerships and agreements have been 

finalized just recently.  

Currently INTERNO business unit is present at the following countries, either 

through ALUMIL, or by itself: 

� Serbia – The presence of the Group is very strong with the highest market 

shares in aluminium systems. ALUMIL is the market leader and a very strong 

brand name. As far as it concerns INTERNO, Serbia has achieved sales during 
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2014, mainly by targeting clients from Switzerland with ties in Serbia. There are 

offices in Belgrade which can also be exploited for the presentation of samples. 

� Albania – Subsidiary company. 

� FYROM  – Subsidiary company and a business partner for the Group. The latter 

is also well connected with architects in the country and has a small showroom 

with INTERNO samples. 

� Bulgaria – Subsidiary company, which is in the final phase of operating a new 

showroom with all the Group’s products. 

� Montenegro – Subsidiary company, which performs satisfactory for the 

country’s market size. Showroom within headquarters. 

� Romania – Subsidiary company with full operational showroom as of 

September 2014. 

� Ukraine – Subsidiary Company with offices in Kiev. Sporadic requests from 

time to time. 

� U.A.E. – Subsidiary company with full operational showroom as of December 

2014. 

� Cyprus – Subsidiary company and private partners for INTERNO. 

� Turkey – ALUMIL Head offices and new partnership for INTERNO with 

distribution agreement and creation of showroom within Q1 of 2015. 

� U.S.A – Commercial and fabrication Unit for ALUMIL, recently winner on the 

competition for the Google Building in New York. No representatives for 

INTERNO doors. 

� Canada – Business partner for both ALUMIL and INTERNO Doors in Toronto. 

� France – ALUMIL head offices and new business partner with showroom in the 

south east part of the country, for both ALUMIL and INTERNO doors. 

� Germany – ALUMIL head offices. 

� Lithuania – New business partner for the distribution of INTERNO doors as of 

September 2014. 

� Armenia – Business partner for ALUMIL and INTERNO. 

� Nigeria – Exclusive Distributor for INTERNO doors with showroom, as of Q1 

2015 

� Switzerland – New business partner for INTERNO DOORS in the French part. 
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  3.3  SITUATION ANALYSIS CONCLUSIONS 

  In the previous entities, the new strategy, marketing plan and restructuring that 

INTERNO doors implemented from the end of 2011 was presented in detail. By taking 

under consideration the results of 2014 and the perspectives formed, through the 

achievement of distribution agreements and representations within the last year, it is 

safe to conclude that the marketing strategy is so far promising, if not successful yet. 

However, it also became evident that the internationalization of INTERNO 

DOORS should have started much earlier, as the restructuring was more than necessary 

in order for the results to start coming. Even the Group’s Network abroad, needed 

evidences of a strong and well branded company, in order to comprehend the new 

marketing strategy of INTERNO and its product mix. Still, there is much to be done 

with regards to the internal environment of the Group and will be discussed on the next 

chapter. 

Additionally, the necessity for an immediate turn towards the international 

markets left no room for an, adequately, planned export strategy. The initial 

expectations regarding the performances of the Group’s subsidiaries were not fulfilled, 

as the time-frame required for the adaptation to an international profile was substantially 

higher, both for the subsidiaries and the business unit of INTERNO. As a result, the 

years of 2012 and 2013 brought insignificant results in export sales from the subsidiary 

network, while the country profiles and the new marketing strategy were not compatible 

in certain cases. It is not written by chance that “ international markets are ultimately 

unpredictable and in the global commerce environment, almost always, things never go 

as planned. The unexpected is the one to be expected”. (Cateora et al., 2011, p. 6). 

Hence, and although marketing concepts, processes, and principles are 

universally applicable, international operations are by far more complex and diverse, 

further presenting higher and different levels of uncertainties, caused by the local 

environmental forces in each country (Cateora et al., 2011, p. 11). The end of 2014 

revealed a significant potential for INTERNO DOORS by ALUMIL, and an adequate 

international planning for the capitalization of this potential is more than a necessity. 

The basics for this planning are presented in the following chapter. 
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CHAPTER 4. INTERNATIONAL MARKETING  

 Domestic and International marketing identify in full extent, in terms of purpose 

and concepts. In both cases, marketing is all about creating and capturing customer 

value, identifying the needs and wants of the market, communicating effectively this 

value and ultimately, manage profitable customer relationships by achieving the 

objectives and goals set. To do so, in both domestic and international markets, a firm 

must understand the needs of the market place, design a customer driven marketing 

strategy, offer superior value through its products and services and build profitable 

relationships by capturing value from the customers, leading to customer quality and 

satisfaction (Armstrong and Kotler, 2009). 

 However, there is a major factor that differentiates the domestic from the 

international marketing and this factor lies within the unpredictability and uncertainties 

found in foreign markets. The marketing mix of any company is a controllable factor, 

but the markets, within which it is applied, present various uncontrollable elements, 

such as competitive, political and technological forces, consumer behaviors etc. The 

main and critical difference between domestic and international marketing is found 

exactly in the fact that foreign markets present a wider range of uncontrollable elements, 

when compared with the domestic market, which the international marketer must first 

identify and then adapt to, as it would be infeasible to influence or control them 

(Cateora et al., 2011).    

The successful identification of these uncontrollables and the methods, by which 

a company molds its marketing decisions correctly under this framework, separate the 

successful from the unsuccessful internationalizing efforts and activities by any 

company. In the foreign environments, two levels of uncontrollable elements exist, 

instead of one level of the domestic markets. These elements are the source of 

uncertainty found in all business environments and successful management is 

considered to be the optimal adjustment and adaptation of the marketing mix and 

strategy to these. Figure 4.1 that follows, presents the levels of controllable and 

uncontrollable elements found in both domestic and international environments that an 

international marketer must evaluate, deal with and adapt, if necessary (Cateora et al., 

2011).   
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Figure 4.1 – International Marketing Environment (Cateora et al., 2011, p. 11) 

 

As it may be derived from the figure above, the uncontrollable elements in 

foreign environments are more than those from the domestic market. The comfort in 

doing business home, where the flow of information, research and knowledge about all 

the elements shown in the figure above are more accessible and predictable, is not found 

when doing business abroad. Foreign markets are by far more complex, in terms of 

cultural, political, economic and competitive forces. This complexity and difficulty 

multiplies by that number of countries that a business decides to operate in.  

Hence, and as far as it concerns the business unit of INTERNO doors, the 

current international presence that was presented in the previous chapter, and the vision 

of further expansion, imposes the necessity of identifying, analyzing and adapting to the 

specifics of each country, or group of countries with homogeneous characteristics. This 

chapter will aim to identify all the types of uncontrollable elements that affect the 

operations of INTERNO DOORS abroad, and present the general findings, to the extent 

that this is possible from the existing factual and empirical knowledge.  

The ultimate goal would be the drafting of an international guide and 

questionnaire, which may be applicable for the future and constitute a solid basis for 

further expansion and proper evaluation of the conditions met in the global 
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environment, further enhancing and allowing the correct marketing decisions to be 

taken.  

4.1  INTERNATIONAL PLANNING GUIDELINE 

During the last three years that INTERNO shifted towards the foreign markets 

without an international plan, one of the major impediments observed, was the 

evaluation of several conditions, in accordance with the past experience of the Greek 

market, Greek culture and Greek market knowledge. Several assessments on conditions 

and requests formed by the global partners and colleagues abroad, were self-referenced 

and led either to the unsuccessful progress of the collaboration, or to incomprehension 

with significant waste of valuable time. Quality issues that were considered 

insignificant in Greece were more than significant in foreign markets. Flexibility in 

delivery times, which is acceptable in the Greek culture, is unacceptable in several 

foreign markets, where the notion of “Price of honor – the translation for the Greek 

word filotimo ” – does not exist in these cultures. Unnecessary information for Greeks, 

such as detailed technical documentation for the installation of a simple product, was 

more than necessary for many countries abroad.  

This phenomenon was not only present within INTERNO business unit, but also 

within the group and the executives abroad, in terms of Ethnocentrism. The Self-

Reference Criterion (SRC) and Ethnocentrism often constitute the causes of 

problems in International marketing, preventing the companies from increasing their 

awareness for unfamiliar environments and cultural traits (Cateora et al., 2011).   

Parallel to that, ethnocentric ways of thinking were observed in several occasions within 

the Group, where executives and sales personnel from the subsidiary network “knew 

how to do things best”, resulting in incomprehensive attitudes on the marketing strategy 

and ultimate achievement of sales. 

Hence, reaching high-levels of Global Awareness requires tolerance of cultural 

differences and adequate knowledge about a country’s culture, history, world market 

potential, social and political trends, as well as economic forces. The effort to achieve 

sales in the Balkans, revealed that the various economic and social characteristics in the 

Balkan countries, may not much to the desired extent, the designed marketing strategy, 

rendering the goals that were set, very hard to meet. Being globally aware, increases the 

chances of a successful international presence and the planning process that will be 

presented below (Cateora et al., p. 579-587) addresses all the preceding characteristics. 
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The information examined will be selected according to the nature of the industry 

INTERNO belongs to, and the specifics of its product and marketing mix. 

4.1.1  CULTURAL ANALYSIS 

The general profile of INTERNO and the products to be exported have been 

analyzed in the previous entities. Apart from a short brief and the pinpointing of any 

special parameters in a country’s history, the points of interest are the following: 

� Geographical Setting (location, climate and topography)   

The above parameters are each affecting INTERNO’s operations as follows: 

a) Location: The more far a country is situated, the longer the delivery time 

needed for the goods to reach the destination. Moreover, logistics are also a 

critical factor as various continental routes require different level of paperwork 

and documentation, especially when the route passes through countries with 

different legal and trade legislation. For example, a recent export to Lithuania, 

had to be organized in such a way, where the truck should cross through 

European Union countries, to avoid extra charges, customs and bureaucratic 

procedures. 

b) Climate: Countries such a Canada, Lithuania, etc present extreme weather 

conditions especially in the winter, and countries like U.A.E. and Nigeria 

present extremities in the summer. The Entrance door range, is affected by these 

conditions, where in the first case, special solutions must be given for the sealing 

of the doors and the contraction of the gaskets, while in the second case, the high 

temperature difference between the interior and exterior space of the door may 

cause deflections, if not taken into account in the design. Additionally, extreme 

weather conditions usually presuppose the existence of certification of the 

products, about the thermal insulation properties, air and water tightness. 

c) Topography: Ground routes present difficulties in the cases where the 

infrastructure is not in a good condition in terms of bumpy roads. Sea routes on 

the other hand, almost always involve the shipping of the products in groupage, 

which means that the final loading of the products in the container, cannot be 

controlled by the company. In both cases, special solutions in the packaging for 

protecting the goods are necessary.  



 CHAPTER 4  INTERNATIONAL MARKETING 

38 

 

Finally, it is worth mentioning that geography also plays an important role in the 

country’s economic condition. Usually countries which are landlocked, are less 

developed that those which are not. Serbia for example does not have access to the sea 

and this affects its development in terms of commerce and tourism. However there are 

exceptions to this rule, with Switzerland being the best example of economic 

development, although landlocked. Therefore history also plays an important role in 

most occasions, as Serbia suffered war and economic stagnation in the recent years. 

� Social Institutions (Family, Education, Political Risks, Legal system, Social 

Organizations, Business Customs and practices) 

The following parameters need to be examined for INTERNO: 

a) Male/Female Roles: In certain countries, mainly in the middle-east, business is 

strictly a male fortress. Business is conducted strictly between males and the 

approach of INTERNO in that part of the world should only be a male task. 

b) Marriage: In certain countries, marriage is coming much earlier than others. 

Hence the need of a new house or the renovation of an old one, will probably 

mean new doors. 

c) Education: Highly educated societies are closer to technology and innovation 

and are more willing to accept innovative products. The new range of ZEN 

doors is state-of-the-art and requires an innovative-friendly audience. Moreover, 

the high education of a country’s population affects business terms and some of 

the messages and advantages INTERNO wants to communicate, could be easier 

doing so in this level. But most importantly and as derived by the Global 

Competitiveness Report (2014), productivity  sets the level of prosperity that 

can be reached by an economy. In addition, the productivity of a country 

determines its activity in sustaining economic growth and high income levels. 

The level of education constitutes one of the 12 pillars that are measuring 

productivity and an overall country’s competitiveness 

(http://www3.weforum.org/docs/WEF_GlobalCompetitivenessReport_2014-

15.pdf)  

d) Political Risks: This factor is important especially in the cases where a 

contractual agreement is sought for the distribution of INTERNO doors. 

Unstable political environments present a high business / political risk, and the 

dedication of time and investment capital may not be the right decision. 

Unstable political situations may bring sudden changes in taxation or trade 
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barriers that can affect the business operations in these environments. A recent 

example is Russia, where the crisis in Ukraine has provoked the enforcement of 

sanctions from the EU and the USA, resulting in enormous devaluation of the 

Russian currency and hence the imported products are by far more expensive at 

present than 6 months ago. 

e) Legal system: The enforced laws in each country influence INTERNO in terms 

of copyright protection, and trademark protection – registration. In the case that 

in the future the company decides a foreign direct investment in a given country, 

the legal system will be of crucial importance and must be analyzed to full 

extent. 

f) Social Classes: As argued previously, the existence and size of the upper class 

in a society constitutes a crucial factor for the successful implementation of the 

company’s marketing strategy. The sizes of each social class in demographic 

and economic terms can reveal the sales potential per each country. 

g) Clubs & Organizations: Upper classes in most societies tend to socialize in 

closed clubs and organizations. The identification of those may prove to be a 

very important tool, for the promotional strategy and the reaching of the desired 

target group. 

h) Business Custom’s and Practices: Understanding the way business is done in 

each country and the roles various people play, is crucial for the success of the 

venture in doing business abroad. This factor simultaneously is crucial for the 

Human Resources of the company, where the sales executives must be aware 

and adapted to the localities of each market. For example, the penetration of the 

Qatar market is impossible without a sponsorship of a domestic business. 

 

� Aesthetics 

This factor constitutes one of the most important elements of the cultural 

analysis, as the products of INTERNO depend gravely on the aesthetic sense of each 

country. Countries in the Middle East tend to prefer “heavy” products and lines, while 

minimalism is not highly appreciated in the specific area. Gold shades are highly in 

demand. Opposed to that, the Canadian market is all about innovation and minimalism 

and carbon fiber is thrilling the interest of end customers. 
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� Living conditions  (housing) 

The housing styles differ substantially from country to country. Upper classes in 

New York prefer luxury apartments in the Manhattan area, while single-house 

residences of minimal design are favored in Canada. Moreover, certain cultures tend to 

downside the importance of a high design and technology door, selecting standardized 

economic products for their space, as they consider a door just a necessary element to 

divide two rooms, regardless of the income and social class. 

� Language (Official, spoken, written) 

There are countries like Canada or Switzerland, where the population is divided 

in by the language. In Canada, east coast regions speak English, while west coast 

regions speak French. In Switzerland the same phenomenon occurs with German and 

French dividing the country into two parts, respectively. The promotional tools, website 

and sales executives of INTERNO must adapt to these conditions and possess linguistic 

diversity. 

� Hofstede’s Dimensions (http://geert-hofstede.com/dimensions.html)  

Finally, a very important aid for the understanding of culture and eventually 

consumer behavior is the study of Geert Hofstede, which concludes in four important 

indices (dimensions) revealing the cultural differences between countries: 

a) The Individualism / Collectivism Index (IDV): Which reveals whether a 

culture presents more an “I” than a “WE” mentality. For INTERNO, higher IDV 

values are a better match for the marketing strategy, as self-oriented customers 

may possess a stronger sense of self-image and lifestyle. 

b) The Power to Distance Index (PDI): This may reveal the distance and 

acceptance for social inequalities and distance between superiors and 

subordinates. The index may be found useful in terms of business negotiations 

approach and finding the appropriate audience. 

c) The Uncertainty Avoidavce Index (UAI): In this case the index measures the 

willingness of accepting risks and new ideas. A low UAI value favors the 

company, which offers new and innovative products. 

d) The Masculinity / Femininity Index (MAS): High values of MAS towards 

masculinity also favor the company’s strategy, as the higher the value, the more 



 CHAPTER 4  INTERNATIONAL MARKETING 

41 

 

competitive, materialistic and rewarding towards achievements and success a 

society is. 

4.1.2  ECONOMIC ANALYSIS  

Economic analysis is crucial both in the context of country evaluation, but also 

in the context of country selection criteria. The following elements need to be examined 

for each country INTERNO is present, as well as for the countries targeted for the 

future. The economic analysis should consist of, demographic data, financial data and 

market data for channeling, distribution and promotion, in detail: 

� Population demographics – Total, growth rates, distribution, age, urbanism 

� Economic statistics and activity – Gross National / Domestic Product (GNP) or 

(GDP) 

� GDP Growth Rate 

� GDP per capita – personal income per capita 

� Average family income 

� Distribution of wealth – Income classes, population in each class, distortion 

� Communications – Types and Usage Rates 

� Industries and percentage of contribution to the GNP 

� International Trade – Major Imports, door imports 

� Trade Restrictions – Embargoes, Tariffs, Quotas, Import Taxes, Customs 

� Technology and Innovation – Level of familiarization / adoption 

� Inflation Rates  

� Exchange Rates 

� Distribution Channels – Retailers / Mark up, Wholesalers / Mark up, methods 

of operation, credit / cash 

� Media – Availability, costs, coverage, percentage of population reached 

4.1.3  MARKET AUDIT ANALYSIS 

The specific analysis is product and brand oriented and provides an estimate on 

the markets potential and an estimate on the Strengths and Weaknesses of competitive 

marketing mix and strategy. The elements that need to be examined with regards to 

INTERNO are the following: 

� Product evaluation – Advantages, compatibility, complexity, observability. 

Interno’s product mix was shortly analyzed in Chapter 3. 
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� Resistances to product acceptance – Perceived Value, compatibility, 

comparability, observability.  For Interno, the products need to be tangible and 

able to observe in all target markets. 

� Market – Consumer Buying habits,  distribution methods 

� Advertising and promotion – Suitable Media, sampling of range 

� Pricing Strategy – Customary mark ups, discount rates available 

� Competition – Brand name, features, packaging, pricing, promotion, 

distribution 

� Market Size – Industry Sales, company sales 

� Government participation – Agencies providing information, regulation 

4.2 EVALUATION  

The international planning steps and analysis criteria that were presented earlier 

are crucial and necessary for all the markets that INTERNO is currently present, but 

also for all new markets that the company is planning to enter. From the cultural 

analysis perspective, it is the author’s opinion that emphasis should be given to the 

climate of each country, as this might be affecting the compatibility of the products to 

the extremities that may be present in this country. Political stability and risks are also a 

major criterion, in terms of establishing long-term relationships and return on 

investment (ROI) prospects.  

For example, the current political situation in Greece creates reasonable doubts 

and impediments to the business environment, as payment terms are changing for the 

Greek enterprises and mistrust is unavoidable until the dust settles and stability returns. 

In addition, the in depth identification of the social classes for each country is more than 

a necessity, in order for the marketing strategy to be implemented. Finally, but of equal 

importance, the understanding of the aesthetics factor for each country is crucial and 

should also be combined with the leaving conditions per country. As analyzed earlier 

the product mix of INTERNO is diverse and a proper selection of products should be 

marketed in each country. Efforts to promote products that don’t match individual 

country characteristics, might cause failure and create the wrong impression from the 

beginning.   

Accordingly, the economic analysis of each country is of outmost importance 

for the identification of opportunities and hazards. The most important criteria under 

this analysis for INTERNO are primarily the data on the Market Size and 
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Demographics. The identification of “healthy economies” whose size of upper and 

medium-upper classes is significant, may be valued as an imperative action. The 

distribution of wealth in each country and the current economic status of their GDP per 

capita, along with its future forecasts, could be revealing as to where the company 

should focus and prioritize. All these financial data with demographic characteristics 

allow for an estimate on the size of the market and constitute invaluable tools for 

strategic marketing implementation.  

Similarly, the market audit analysis is imperative in terms of planning but also 

promoting and penetrating. Initially, an estimate of the product suitability is necessary 

and this can be either investigated through the Groups Network, but also from data 

derived from the company’s website. The new technologies offer invaluable tools for 

marketing research through the internet, as the clicks per country, or the clicks per 

product, reveal the preferences and acceptance/rejection of products per country. At this 

point, it is worth mentioning that markets are structured in diverse ways from country to 

country. The structure of each market is a crucial criterion in order for the planning to 

be successful. And success can be translated to concentrating the promotional efforts to 

the right audience. For example, luxury multi-stores are trendy and the way to go in 

countries like Turkey and Montenegro. High-end customers are visiting alone or 

together with their architects such places in order to make the selection for a vast range 

of housing products. From luxury bathrooms, to flooring solutions, furnishing and 

kitchen designs, till interior decoration, doors, fabrics and lighting. The doors constitute 

one of the final stages in any constructional product and the positioning of samples in 

such multi-stores could provide a head-start for the company. 

Finally, the competitive forces per country and the structure of their 

organization, is not only necessary, but it can also reveal the path to further expansion. 

Global companies such as RIMADESIO, LUALDI and TRES-P for the Interior Doors, 

but also OIKOS, INOTHERM and PIRNAR for the Entrance Doors, have penetrated 

many markets in the global arena and enjoy important shares. INTERNO DOORS can 

learn from these companies and compete by emphasizing on its advantages and offer 

antagonistic services that these companies cannot. The interior range is of similar design 

and quality, but it is also offering more flexibility and price competitiveness. The range 

of Entrance doors, is very diverse but also more advanced in technology. These 

advantages must be communicated in a proper manner so that the targeted groups can 

perceive the advantage of adopting solutions from INTERNO. 
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4.3 OTHER CRITERIA 

  The recent report on Global Competitiveness (2014), by the World Economic 

Forum is offering very important tools, additional criteria and conclusions that should 

also be taken under consideration for the analysis of the markets and the set of criteria 

for the strategic planning. Primarily, sustainability relates to competitiveness and 

economic performance. For the strategy of INTERNO this observation is crucial in the 

quest of high-end customers who can appreciate the competitive advantages of its 

products. The report defines competitiveness as “the set of institutions, policies and 

factors that determine the level of productivity of a country. The level of productivity, in 

turn, sets the level of prosperity that can be reached by an economy. The productivity 

level also determines the rates of return obtained by investments in an economy, which 

in turn are the fundamental drivers of its growth rate.” (The Global Competitiveness 

Report 2014-2015, p. 4).  

 Consequently, and as it may be derived from the above findings, the strategy 

that the company is willing to implement, can have a better success in countries which 

rank at the top places of the competitiveness study. Figure 4.2 presents the top ranked 

countries which should constitute target markets for INTERNO. The full rankings may 

be found at http://reports.weforum.org/global-competitiveness-report-2014-

2015/rankings.  

 

  Figure 4.2 – Top 10 countries in competitiveness (http://reports.weforum.org)  
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Additionally, the report draws important conclusions and forecasts on the global 

developments in economy and demographics, which should also be taken under 

advisement. Such observations, concern the slowing down of growth of the emerging 

markets and the dependency of Global Economic Growth on the boldness of the 

monetary policies around the world, following the examples of the United States of 

America and the United Kingdom. Finally, the report forecasts that the urbanization of 

population will become more intense, where data indicates that 94 percent of those who 

will move to cities in the next years will be coming from the developing world. At 

present 80 percent of the global GDP comes from urban dwellers, while another 2.5 

billion people will move to cities until 2050 (The Global Competitiveness Report 2014-

2015, p. 5).  

Parallel to that, the international planning process INTERNO should implement 

must also take into account, the industry studies and reports for the REAL ESTATE and 

Construction, in order to strategically analyze and plan entries in key markets. 

 

4.4 CONCLUSIONS 

This chapter has provided the fundamental elements and criteria for the 

processes needed to be followed, in order for the company to plan, in depth, before 

expanding to further markets. In addition, the current presence of the business unit, in 

the countries mentioned earlier, should be reexamined under these guidelines and 

priorities must be given according to the detailed analysis and executive summary per 

country. In order to do so, extensive market research is necessary, in order to fill in all 

the unknowns from the preceding criteria. In this research, besides the sources that can 

be drawn from the internet, an interdepartmental process should be followed within the 

group, so the flow of information can be accurate and coming from the source of each 

country, wherever this is feasible.  

Especially, the exploitation of the internet and the new website, the company 

may adopt, on-line surveys, bulletin boards for online focus groups, web visitor tracking 

and advertising measurements, as well as e-mail marketing lists, embedded research, 

and finding from the social media through social media marketing (Cateora et al., 

2011). 
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5. FURTHER EXPANSION  

  The recent participation of ALUMIL and INTERNO DOORS in the 

international exhibition BAU 2015, in Munich, revealed a great potential and market 

interest for the product range of INTERNO. Visitors from all continents were either 

eager to find out more about the products, or expressed their willingness to distribute 

and collaborate with the company. The attractiveness of the product mix INTERNO 

offers has been confirmed at a great extent, not only because of the visitor’s interest, but 

also because the stand was made a target from competitive companies, like SCHÜKO, 

INOTHERM and PRINAR. The same interest was observed in previous exhibitions 

during 2014, in Istanbul and Belgrade.  

 Taking under consideration the above and the participation of INTERNO 

DOORS in the other major international exhibition MADE EXPO 2015, in Milan, Italy 

the following March, the necessity of total organization is crucial. The forming potential 

and prospects of collaboration though these exhibitions and other promotional channels, 

need to be examined both in terms of  processes and criteria analyzed in the previous 

chapter, but also by a new set of criteria that involve the exporting methods. 

5.1  EXPORT STRATEGY 

5.1.1 EXPORT DEPARTMENT – FULL AUTHORITIES 

From 2012 until present, the company was not following a particular export 

strategy, as the primary goal was to export through its subsidiary network, by exploiting 

the, already, established foreign direct investments, which the group had developed 

loyal to its direct exporting strategy. Thus, it formed a small exports department with 

limited authorities, which under the circumstances was enough for the beginning of the 

internationalization of its activities.  At present, the gained experience of the past 3 

years, along with the restructuring of the unit, being near completion, the shifting of the 

sales balance and the requirements of the global markets, impose a better organized 

structure for the export operations. The forecasted volume of exports, the presence in 

numerous countries, the extensive product range and the need of excellent coordination 

of the preceding, with control and suitable prioritizing, imposes the transformation of 

the export department of INTERNO to a full-authorities department (Hajidimitriou, 

2003). 
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Additionally, this argument is further strengthened by the fact that a full-

authority export department may set the tone of priority to the other departments of the 

company, which may have considered the exports as a low priority operation. More 

importantly though, is the fact that there have been cases during the past three years, 

where colleagues from other departments could not evaluate and comprehend the 

particularities of international operations, leading to mistakes and omissions in product 

preparation, product quality and communications and resulting in damaging the image 

and perspectives of the company (Hajidimitriou, 2003). 

In the same context, the creation of a full-authority exports department, may act 

faster and in a more adaptive manner to the requirements of the foreign markets, as 

opposed to the managing of exports by the Group’s central marketing department. The 

latter, not only deals with a completely different range and nature of products (semi-

made), but also cannot afford to dedicate the time and energy required for the 

international operations by INTERNO, resulting in delays regarding all the actions and 

fields that were analyzed in chapter 4. Thus, it becomes evident that an exports manager 

who can control, co-ordinate and communicate effectively, both within the Group, but 

mainly with the foreign clientele is more than a necessity, providing also the advantage 

of immediate tactical planning for the unit (Cateora et al., 2011).  

Additionally,  and if this suggestion is adopted by the administration of the 

Group, the department will also be able to perform country analysis for each of the 

present and future markets, but also evaluate the conditions and prepare executive 

reports on the prospects of further collaborations through contractual agreements for 

distribution, and other forms of exporting. As a consequence the unit can capitalize on 

the, so far, gained experience from its exporting activities. Furthermore it will constitute 

one of the authorities of the exports manager, that a market research database is created, 

with the flow of information being monitored and controlled within the unit. During the 

past, important information was ignored due to the lack of a decentralized exports 

department within the unit. Finally, the business title also plays an important role, 

mainly in reaching and negotiating with foreign clients, adding value to the image of the 

company. 
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5.1.2  DISTRIBUTOR IN THE TARGET MARKET 

Exporting through a local distributor in the foreign market, has been adopted 

recently in Nigeria and Turkey. The advantages and disadvantages of exporting through 

a local distributor are (Hajidimitriou, 2003): 

ADVANTAGES 

� Low cost and risk 

� Better knowledge of the specific market 

� Distributors connections and contacts 

� Established client base 

 DISADVANTAGES 

� No control over pricing and promotion 

� No direct contact with end-users 

� No control over proper focusing on products by the distributor 

This method, although advantageous, according to the preceding sectors, needs 

thorough planning and analysis, a responsibility that should be performed by the export 

manager. The selection criteria for the ideal distributor profile are (Hajidimitriou, 2003): 

� The degree of loyalty on the products and specific market 

� The financial status of the distributor 

� The knowledge extent and marketing capabilities for the specific market 

� Distributor’s skills in organization and planning 

� Suitable human resources and specialized staff 

� Complementarities of distributed products and matching quality standards 

� Facilitation of exporting and familiarity with local authorities 

� Location in the market  

� Profile that can support the marketing strategy 

5.1.3  FRANCHISING 

Upon the completion of the new product range, the company may also take 

advantage of the fastest growing market-entry strategy, which is the franchising. The 

specific method does not require high investments, as the main costs arise from 

servicing the franchisees, while offers control on pricing and combines the knowledge 

and skills of the franchisor, with the local knowledge and entrepreneurial skills of the 
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franchisee. Furthermore, foreign laws are usually friendly with this type of investments, 

as they tend to promote local ownership, operations and employment. Finally, 

franchising constitutes an important form of vertical market integration, allowing for 

flexibility and preservation of control to the parent company (Cateora et al., 2011 

p.347). However, it is the author’s opinion that the company should reinforce and 

enhance its company profile image and branding, before adapting this method of 

exports.  

5.2  GLOBALIZATION 

In the previous chapters and entities, most of the aspects of INTERNO’s 

marketing strategy and the ways to enhance its presence in the existing markets, or plan 

to further expand have been discussed in detail. At this point however, it is crucial to lay 

out the essence of strategies and planning. And the essence is to first communicate and 

then capture the value from the global customers. For the latter though, value is more 

than the product and its cost. Global customers expect also service value, which ensures 

the product value in the long run, as well as personnel value, which creates comfort 

levels and trust when the customers are interacting with the company. Finally the global 

customers are also expecting an image value, which can be acquired with a strong brand 

name. As a result, INTERNO must focus on identifying the answer to the question 

“what is value” and act accordingly (Keillor, 2012).  

The reorganization of the business unit and the efforts from all participants were 

tremendous in the last 3 years. The Group has invested a lot for the transformation of 

the unit to a luxury door producer, but still there is a lot of room for improvements and 

as presented by the author in the Group’s sales conference of February 2014, there is a 

Japanese word for the change for the good, KAIZEN, which is incremental changes, or 

more generally known as continuous improvement (Heizer and Render, 2011). Figure 

5.1 on the following page represents schematically the KAIZEN philosophy, formalized 

in the Toyota Production System (TPS) 
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Figure 5.1 – KAIZEN PHILOSOPHY  

 Consequently and prior to further expansion, the company needs to identify the 

segments that require further improvement, solve problems and reach higher levels in 

all operations and marketing processes. These changes are given in the following entity, 

by means of an exporting SWOT analysis / International SWOT checklist (Keillor, 

2012). 

5.3  INTERNATIONAL SWOT ANALYSIS 

 

Table 5.1  - SWOT CHECKLIST (Keillor, 2012) 

INTERNATIONAL SWOT CHECKLIST 

S/W ANALYSIS 

EFFECT for 

INTERNO 

B.U. 

INFLUENCE ON 

PERFORMANCE  COMMENTS 

 OR ACTION TO BE 

TAKEN 
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E

N
G
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1. MARKETING 

Company image  �  �  Company profile needed 

Level of planning   � �  International mkt plan 

Marketing Skills �   �  Specialized staff 



 CHAPTER 5  FURTHER EXPANSION 

51 

 

INTERNATIONAL SWOT CHECKLIST 

S/W ANALYSIS 

EFFECT for 

INTERNO 
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MARKETING (continued) 

Reputation for quality  �   � Past times - changing 

Reputation for service  �  �  Better organization  

Accessibility to raw materials   � �  Delays from extrusion 

Information availability   � �  Extensive research needed 

Familiarity with markets  �  �  From gained experiences 

Company’s market shares   � �  Must increase 

Pricing strategy  �  �  Needs amendments 

Product R&D �   �  Big advantage 

New product ideas �   �  Diversity 

Market positioning �   �  Not price oriented 

Export Distribution Strategy   � �  Export management 

Ease of entry   � �  Planning criteria needed 

Sales force  �   � Needs more specialization 

Advertising   � �  Need campaign after plan 

Promotion  �  �  Internet, KIT, connections 

INTERNATIONAL SWOT CHECKLIST 

S/W ANALYSIS 

EFFECT for 

INTERNO 

B.U. 

INFLUENCE ON 

PERFORMANCE  COMMENTS 

 OR ACTION TO BE 

TAKEN 

S
T
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E

N
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2. FINANCIAL 

Cost of capital   � �  Greek Crisis – high rates 

Financial stability  �    unknown 
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INTERNATIONAL SWOT CHECKLIST 

S/W ANALYSIS 

EFFECT for 

INTERNO 

B.U. 

INFLUENCE ON 

PERFORMANCE  COMMENTS 

 OR ACTION TO BE 
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FINANCIAL (continued) 

Profitability   � �  Low sales still 

Return on equity  �    Unknown 

3. MANUFACTURING 

Manufacturing facilities �   �  Flexibility, availability 

Economies of scale       

Capacity → production increase �   �  Serve more customers 

Ability to deliver on time   � �  Profile and painting delays 

Technical skills �   �  High-tech products 

Knowhow �   �   

Manufacturing costs  �    Try lowering always helps 

4. ORGANIZATIONAL 

Management aspirations �   �  Committed to succeed 

Dedication and skill of 

workforce 
 �   � Minor production mistakes 

Entrepreneurial orientation �   �  Company philosophy 

Flexibility �   �  Competitive advantage 

Adaptability  �  �  
Needs further market 

knowledge 

Staff relations �    �  

Administration skills �   �  
Motivation and 

commitment 

Ability to respond to changing 

circumstances 
 �  �  

Decisions are delaying 

from time to time 

Relationship with suppliers and 

intermediaries 
�   �  Speed 

Language abilities  �  �  Multilingual site needed 
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INTERNATIONAL SWOT CHECKLIST 

S/W ANALYSIS 

EFFECT for 

INTERNO 

B.U. 

INFLUENCE ON 

PERFORMANCE  COMMENTS 

 OR ACTION TO BE 
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ORGANIZATIONAL (continued) 

Professional qualifications �   �   

Technical qualifications (TQM)   � �  Needs to be applied 

Marketing knowledge  �  �  Adaptation to localities 

Technology management  �   � Faster adoption needed 

5. PER COUNTRY ANALYSIS (cultural, economic, market) 

Should be a first priority in the company’s action plan 

6. OTHER  

Certifications   � �  Must have asap 

Communication Strategy   � �  Random messages 

Product adaptation to climate 

extremities  
  � �  

Necessary for 

Canada/Russia 

Flow of information   � �  Activate subsidiaries 

Executives abroad   � �  

Specialization in 

company’s strategy and 

product mix 

 

5.4  ACTION PLANNING 

5.4.1   GENERAL ACTION PLAN 

Consequently, and according to the weaknesses and other elements that have 

been analyzed in the present thesis, the following general actions should be considered 

for implementation in 2015. 

a) Organization of a full-authority export department, for the reasons analyzed earlier. 

b) A full country by country analysis according to the guide given in chapter 4. 
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c) A prioritizing according to the findings of the above analysis, with emphasis being 

given to the markets that present the biggest potential. 

d) The launching of a strong company profile, in both catalogued and digital version 

through the website. 

e) An extensive market research and competition research for all unknown factors in 

each country, by exploitation of the internet, the executives abroad and the 

interviewing of experts for their opinion. Top architectural firms and luxury 

projects must be identified. 

f) The appointment or hiring if necessary of an INTERNO specialized professional in 

each subsidiary. 

g) A training project conducted by the exports manager in all selected target markets, 

where INTERNO has presence. 

h) An update and sharing of the group’s databases for architects, interior designers and 

similar professionals that constitute the targeted channel, according to the strategy. 

i) The installation of samples in all targeted locations, proportionally to the space 

availability. 

j) Investigation regarding the possibility of synergies with famous brands, which will 

contribute to increased brand image and prospects of growth. Luis Vuitton, 

Burberry, automobile industries, etc may find this idea interesting, especially for 

the carbon fiber doors. 

k) The identification of all media channels that address to the upper class in each 

country. 

l) The addition of more languages to the company’s website, both for convenience, 

but most importantly for research through Google Analytics. This will also assist in 

advertising through the web. 

m) An advertizing campaign in the appropriate media channels, and for the most 

important markets, according to the group’s budget allowance. 

n) The adoption of new designs and technology for sustaining the innovative 

advantage of certain products, like ZEN. 

o) The modification of the pricelist for both INTERIOR and ENTRANCE door range, 

in order to correct mistakes and provide a more comprehensible and acceptable 

value to the global customers. This action does not necessarily imply the reduction 

of prices, but the re organization of standard and surcharge policies. 

p) The obtainment of all necessary certification for the entrance door range. 

q) The implementation of procedures for CE marking on all products. 
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r) Preparation of standardized international templates and for each product line, with 

respect to offer sheets, order sheets, product data sheets, etc. 

s) Addressing of remaining weaknesses in the preceding SWOT analysis. 

5.4.2   COUNTRY SPECIFIC ACTION PLAN 

 The following table presents the country specific action plan for the United 

Kingdom, which was drafted by the author at the end of 2014. Respectively, action 

plans for existing and targeted markets will be also drafted, each addressing the needs 

and specifics of each country. Upon completion of the international planning process, 

the new action plans should include the executive summaries for each country. The 

following plan is presented as an example. 

Table 5.2  - U.K. ACTION PLAN 2015  

STRATEGIC PLANNING: 

NEW MARKETS 
DATE:  

23-09-2014 

IMPLEMENTATION FROM:  

Panagiotis Repanas, Product 
Manager 

COUNTRY: UNITED KINGDOM  MARKET ENTRY 

DESCRIPTION: 

GENERAL ACTIONS  

# ACTIONS TIME 
TABLE  RESPONSIBLE COMMENTS 

1 REPORT .U.K Q4/2014 
MARKETING 
MANAGER 

MARKET REPORT ON 
SITUATION 

ANALYSIS FROM 
ALUMIL MARKETING 

2 
EXCHANGE OF INFORMATION 
WITH ALUMIL AREA MANAGER 

Q4/2014 REPANAS 

CONTACTS, 
CURRENT 

PARTNERS, 
DATABASES 

3 
RESEARCH FROM PERSONAL 
CONTACTS 

Q4/2014 REPANAS 
UNIVERSITY, 

PROFESSIONAL 
CONTACTS 

4 
RESEARCH OF INDUSTRY REPORTS, 
COMMERCE CHAMBERS Q4/2014 REPANAS 

U.K. IMPORTS ON 
EQUIVALENT 

PRODUCTS 

5 INTERNET RESEARCH Q4/2014 REPANAS 

LUXURY 
PROJECTS, LOCAL 
RETAILERS, 
DISTRIBUTORS 
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6 
COMPETITION STRUCTURE IN THE 
COUNTRY 

Q1/2015 REPANAS 

KNOWN 
COMPETITORS, 
LOCATION, 
AGENTS, AND 
LOCAL 
COMPETITION 

7 
RE APPROACHING OF COMPANIES 
SHOWN INTEREST Q4/2014 REPANAS OPENWOOD 

8 
ARCHITECT DATABASE 
ESTABLISHMENT 

Q1/2015 REPANAS 

INTERNET, 
CHAMBERS, 

EXISTING 
DATABASES 

9 
DIRECT MARKETING TO TARGET 
CHANNELS 

Q1/2015 
DIGITAL 

MARKETING 
DPT. 

DIGITAL 
PROMOTIONAL 
LITERATURE, 

NEWSLETTERS 

10 COUNTRY VISIT Q1/2015 REPANAS 
UPON COMPLETION 

OF ACTIONS 1-8 

IMPLEMENTATION ASSESSMENT 

 

 

 

 

 

 

 

IMPLEMANTATION MANAGER: P.REPANAS  

 

5.4.3 BUDGETING 

Although a budget forecast is necessary for the completion of the action plans, it 

is the author’s opinion that forecasting prior to country specific analysis, would be 

vague. The lack of extensive planning in the past, led to overestimated or 

underestimated forecasts, and as a result the goals set could not be met, by any of the 

countries considered. Forecasting is a complex process and apart from earlier data, there 

are several other factors that require consideration. Such factors accrue from the 

economic and market audit analysis, in combination with performance projections of 

markets, provided by credible and international recognized institutions. 
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5.5 SUMMARY 

In this chapter, the most suitable export methods for INTERNO Business UNIT 

have been presented, together with the advantages and disadvantages of each. These 

methods can constitute a strong foundation for the further expansion of the unit to 

foreign markets. Furthermore, an international SWOT analysis has been conducted, in 

an attempt to investigate further necessary actions that may be crucial to be taken from 

now on. These actions address to both the internal and external environment of the 

business unit, and aim at continuous improvement and strengthening. Finally, the 

chapter provides a sample action plan, for the market of the United Kingdom, which 

may be used as a guide for all countries. 



 CHAPTER 6  CONCLUSIONS 

58 

 

CONCLUSIONS  

 Having performed a situational analysis up to the present date and examined the 

necessary processes required for a complete international plan, it is safe to conclude that 

a thorough planning process is an unavoidable procedure for the success of exporting to 

foreign markets. The level of uncertainties and uncontrollable elements found in foreign 

environments are reason enough to destroy any marketing strategy, which has not been 

adapted to the specifics of the target markets. In addition and besides the market 

analysis, it has been demonstrated that the planning approach adopted or not, affects the 

degree of internationalization success. 

Moreover, the extensive and in depth market analysis, may provide the sets of 

criteria needed, for the proper evaluation of a target market, the suitable entry strategy 

and the prioritizing according to the level of expected returns. Going global is a 

complicated task to perform and there is no room for complacence, in the antagonistic 

business arena of the globe. Continuous improvement should be endorsed in the 

business culture of the entire ALUMIL Group, bringing the necessary motivation for 

reaching higher levels. 

In the beginning of the extrovert turn towards the foreign markets, the lack of 

experience and the uncertainties regarding the outcome of the new venture, justified a 

more timid approach in the organization of INTERNO’s business unit. A single sales 

development engineer for the foreign markets, along with the expectations of over 

performance by the subsidiaries network, is totally understandable, given the financial 

circumstances at the time. However, the situation analysis and the current market 

feedback, suggest that it is now the time to storm the markets and organize in the best 

possible way. 

The restructuring and transformation of the Unit during the past 3 years has been 

extensive and led to outstanding improvements, with regards to the product range and 

the promotional tools supporting it. Nevertheless, the necessities that arise from the 

imperativeness of a full international planning, along with the augmented demand from 

abroad, reinforce the argument that a full authority exports department within the unit is 

not a luxury anymore, but a must. Flexibility, fast-response to changes, organization and 

planning should constitute decentralized processes for INTERNO DOORS, as ALUMIL 
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is targeting completely different distribution channels and belongs to a separate 

manufacturing sector. 

Successful international operations depend upon the level of commitment by the 

management, in terms of investments, specialized personnel and determination to stay 

in the market. Moreover, the adoption of inefficient marketing methods and 

organizational forms may prove to be all the needed elements for the failure of the 

venture, which on the opposite side could have succeeded. International marketing 

planning is a long-term process that requires the full support be the senior management 

of any company, and should have realistic and objective goals for sales growth (Cateora 

et al., 2011). This commitment has been verified throughout the last 4 years, where 

despite the negative results, the parent company supported the unit in every possible 

field. 

The international SWOT checklist presented in chapter 5, identified all the 

necessary actions for INTERNO DOORS , by both looking inside and outside of the 

company. Indisputably, the already invested capital should bring the desired returns on 

investment and the following up of an effort that started nearly 4 years ago, should be 

seen through the end.  

INTERNO DOORS needs to think out of the box in order to stay competitive 

and innovative. Potential synergies with well established brands could provide an added 

value to both the products and the image of the company.  The exploitation of the new 

technologies and the adaptation of them in the product mix should be considered 

essential, in order for the unit to sustain its competitive advantage within the products of 

its range. 

Finally, the taking advantage of the new website is of outmost importance, both 

in-terms of communicating the suitable messages and providing a platform for extensive 

research and market knowledge. Ultimately, the goal is to capture the value from the 

customers. Getting to know as much as possible about them and their buying behavior, 

would be a route on the right track. 

Hopefully, the present thesis may constitute an important guideline for the future 

of INTERNO DOORS. It is the author’s belief that if the actions presented in the action 

plan are implemented, sustainable growth and sustainable profitability is not far from 

reach.
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APPENDIX 1 – PRODUCT RANGE 

 

A.  ENTRANCE  DOORS 

 

� ZEN SERIES  

 
- LUXURY ALUMINIUM ENTRANCE DOORS, HINGED 

 

 

 
- LUXURY ALUMINIUM ENTRANCE DOORS, PIVOT 
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� SMART SERIES 

 
- MEDIUM-END ALUMINIUM ENTRANCE DOORS, HINGED 

 

 

 

- MEDIUM-END ALUMINIUM ENTRANCE DOORS, HINGED 
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� SECURITY DOORS 

 
- MEDIUM-END STEEL ENTRANCE DOORS, GLASS FINISH 

 

 

 

- LOW-END STEEL ENTRANCE DOORS, LAMINATE FINISH 
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B.  INTERIOR DOORS 

 

� EXCLUSIVE SERIES 

 
- HIGH-END STRUCTURAL GLAZED DOOR 

� SUITE SERIES 

 

- HIGH-END COPLANAR/INTEGRATED WITH THE WALL DOOR 
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� SLIDE SERIES 

 

- HIGH-END SLIDING WOODEN DOOR 

� LINEAR SERIES 

 

- MEDIUM-END ALUMINIUM FRAMED DOOR 
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� FUTURA SERIES 

 

- MEDIUM-END MODERN WOODEN DOOR 

� VETRO SERIES 

  

- MEDIUM-END GLAZED DOOR 
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� CLASSIC SERIES 

 
- LOW-END CLASSIC WOODEN DOORS 

� CLASSIC LAMINATE 

 

- LOW-END LAMINATED DOORS  


