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Executive summary

Markzware is a software company that offers solutions for prepress, printing, publishing and the graphic sector. Markzware Europe operates successfully throughout Europe. Although the company also has a communication channel in Poland, it seems the communication is not as successful as it could be. The aim of this report is to focus on searching for the best strategy that would help Markzware Europe to enter the Polish market successfully. In order to do that, market research was conducted. The research was based on the current situation in the Polish printing and graphic industry. 

Markzware Europe’s aim can be crystallized in the following statement:

“The aim of Markzware Europe is to increase and sustain the number of end users.”

In order to do that, primary and secondary target groups were defined. The primary target group, through which Markzware Europe can reach its potential customers, is the press. Markzware’s secondary group are those who work in the publishing industry, advertising agencies, printing agencies, lay-out designers, services for graphic arts etc.

According to the findings from questionnaires distributed among existing end users Markzware Europe is succeeding as a supplier of software. The company’s products are perceived as innovative and user friendly. The ability to communicate is essential to the success of any undertaking and an important factor in the achievement of its objectives (Developing a Communication Strategy, April 3, 2008). Thus, in order to achieve the company’s goal, a suitable strategy needed to be found. The best one seems to be the push and pull strategy that focuses on promotion. Penetration, on the other hand, means that the communication means should be intense, because the consumer has to become familiar with the product (Vos & Schoemaker, 2001, p.130). There are many tools that would help Markzware Europe to achieve its goal. The company, however, did not have an allocated budget particularly for Poland this year. This resulted in the use of high quality software with an emphasis on cost.
Introduction

· Description of the company

The company Markzware was founded by Patrick Marchese and Ron Crandall in 1992. It is a software publishing company that caters to the worldwide graphic, printing and publishing industries (Markzware history). Additionally, the company provides affordable solutions that save time and money. Some of the Markzware’s products for example the Q2ID, ID2Q and MarkzTools convert and migrate data from application to application, FlightCheck then checks those files, including PDFs to ensure effective printability (Markzware history). 

The company develops software for the printing, publishing and design industry. The owner of Markzware Europe is David Dilling who says: “We make tools that do preflighting which is quality insurance of digital files and convert files from one file to another” (Dilling, personal interview, 2008).
 

· Aim and description of the assignment

Markzware (B.V.) Europe was opened in October 1996 and is based in Rijswijk, the Netherlands. The company is a fully owned branch of Markzware with headquarters in California. In Europe, Markzware has distributors in Germany, France, Holland, Austria, Italy, Belarus, Belgium, Denmark, Finland, Hungary, Iceland, Norway, Spain, Ukraine, Kazakhstan, United Kingdom, Sweden and Switzerland. In the case of Poland Markzware Europe has one main distributor, namely, Cortland. In the database at the present time, the following figures have been entered - 26 different names, defined as a “press”, around 100 names defined as “end users, and around 40 defined as “resellers”. At the moment, Markzware Europe communicates with its distributors, resellers and press people by means of newsletters and press releases. It, however, has proved to be inadequate. 

The questionnaires, distributed among existing end users, distributors and resellers in Poland, provided information that many of them get emails from Markzware, however, they are not read or they appears as a spam. As a result, they do not know any latest news about Markzware or its products. Markzware wishes to meet the following objective, namely, how can Markzware Europe improve and achieve efficient and effective communication with end users (in Poland)? 

The aim of the assignment is to a design a communication plan which when put into place, will lead to an increase in the number of end users. The said communication plan will therefore provide a solution and there will be a bigger market to exploit. The aim will have been outlined, reviewed and finally documented as being met by using the communication plan. 

· Central question and sub-questions

Central question is: 

What communication strategy would be the most effective in increasing the number of end users?
In order to find answers to the main research question the following list of sub-questions was compiled. The resultant solutions have led the company to ways to resolve the central question.     

Sub-questions

1. Which communication strategy is used by Markzware (B.V.) Europe?

2. What are the characteristics of the Polish market?

3. What is the result of the current strategy in place by Markzware Europe?

4. What would be the desired effect?

5. What would be the best strategy for Markzware (B.V.) Europe?

	Research question
	Research Objective

	1. Which communication strategy is used by Markzware (B.V) Europe?
	1. Describe the communication strategy that is used by the company

	2. Which communication tools are in use by the majority of the Polish population?
	2. Describe and list the different communication tools which are being assessed in Poland.

	3. What are the characteristic of the Polish market?
	3. Explore the profile of the Polish market.

	3. What is the desired target group?
	3. Identify the target group of Markzware (B.V) Europe. 


Table: Research objectives (Saunders, Lewis & Thornhil, 2000, p.25)
In order to obtain the answer to the main and sub-questions, the following research methods were used.

· Interview
Interviewing is one of the most important tools in order to gather information. Through interviews a lot of useful information was sourced, which could not have be found through desk research as the amount of that information was limited. Interviews provided useful information about strategies used by Markzware, intercultural communication and the company itself. 
· Questionnaire
A questionnaire includes all techniques of data collection in which each person is asked to respond to the same set of questions in a predetermined order (Saunders et al., 2000). The questionnaires were distributed among end users of Markzware’s products in Poland. By doing this the “first hand information” was obtained. First end users were selected from the company’s database. After that, the questionnaires were sent by mail to those people. Mail was the fastest and easiest way to do that. The questionnaires were self-administered and accompanied by a covering letter, with a detailed explanation of the expectations and what the intentions were with the results. The submitted questionnaires provided information with regards to 
customers’ attitudes towards the company and its products, competitors, and gave 

an overview on tools used by Markzware in order to communicate with existing end users. 

· Desk research

This is a very useful method because already existing information can be analyzed. Among those documents, different literature, magazines and websites can be identified. The desk research consists mainly of finding information on the Internet about Markzware and similar companies with similar products. Gathered information is then used to draw up a perceptual map of competing products. In order to get some in depth information field research will be done. Desk research was used during the whole project when it started. 
· Structure of the report

The thesis is divided in a few main parts. Following the introduction, the first chapter of this paper will be presented, namely, situation analysis. In this chapter the focus will be on the current situation with regards to Markzware Europe. In this sector relevant information about internal and external analysis will be provided. In the internal analysis strategies used by Markzware Europe will be described. Information about those strategies were gathered from the interview with David Dilling and from questionnaires distributed among existing end users. External analysis will present characteristics of the Polish market as it is now, and those of the competitors of Markzware Europe. In order to obtain all relevant information, desk research was conducted. Moreover, strengths, weaknesses, opportunities and threats to Markzware will be described. A SWOT analysis will help to develop an accurate and justified marketing communication plan (Kotler, Armstrong, Saunders & Wong, 2001, p.81). 

The next point referred to is communication analysis. In this chapter emphasis will be placed on the competitors as main party from Field of Forces. The question addressed is who the main competitors on Polish market are and how related brands 
are positioned? In order to answer this question, questionnaires were distributed among Polish end users. Moreover, the emphasis will be placed on the role of media 

and customers. In order to gather relevant information, desk research will be conducted.

The third chapter consists of defining the target group and formulating objectives. Because different target groups will be identified, there is a need to define which target group is the most important, this is, which target group need to be approached first. As soon as the target group is defined, it is easier to formulate achievable communication objectives for each target group. 

The fourth chapter refers to strategy. First the positioning of the company will be presented. Relevant information will be gathered from desk research, namely books and websites, and questionnaires distributed among existing end users. Then the strategy will be described. After formulating the objectives it is time to describe how those objectives will be achieved.

The next chapter will present tools and action. What kind of tools will be the best to approach target groups and after that what action should be taken? A list of tools that 
will substantially increase a client's brand recognition and market share will be defined (White, S., 2006, How To Develop A Strategic Marketing Communications Plan). Desk research and an interview with David Dilling will help to find appropriate tools.

In the last part conclusions and recommendations are set out for Markzware Europe. Hopefully the outcome of the research and the findings from questionnaires will provide an answer to the question: What communication strategy would be the most effective in increasing the number of end users?
Chapter 1 - Situation analysis

· Internal analysis

The internal analysis is conducted to help develop a marketing communication plan that takes into consideration many different internal factors and maximizes the potential of the strengths while minimizing the impact of the weaknesses (SWOT Analysis). Other aspects of internal analysis that will be analyzed are: organization, product, finances and strategy (Vos, Otte & Linders, 2003, p.29). 
Organization

Markzware is a mother company located in Santa Ana, California. The company produces software. Markzware Europe acts as a sale support and marketing company for EU MA- Europe, Middle East and Africa (Dilling, personal interview, 2008). Communication between those companies is expanding rapidly because of popular technology, namely Internet. This is also the way to order all software and tools from the mother company. 

Informal communication originates in the informal network of social relationships that spontaneously arises when people are in contact with each other. Informal communication is an essential part of the total communication within an organization (Vos & Schoemaker, 1999, p.86). There are four main employees in Markzware Europe. Within the company informal communication can be observed. Everyone talks to everyone about all kinds of issues such as personal life, but also about important issues related to their work. A point worth noting here is that employees and interns are from different countries, environments, and cultures. That makes the company truly international. 

There are not many formal meetings with clients or other visitors. If there are any, the meeting takes places in the next room, namely, the conference room. This room is fully equipped and it facilitates training or presenting demonstrations of the company’s 
products. Sometimes a Tele conference may take place. Through the application of this technology the need to meet with some customers in person is kept to a minimum. 

If there are important issues to discuss with some employees, the meeting also takes place in that room. Every other matter is discussed in the main office. 

To sum up, there is informal communication between employer and employees and formal communication is only with customers. 


[image: image1]
Product

There is a wide range of products offered by the company. From questionnaires, which were distributed among existing Polish end users, the following information was gathered. About 50% of all respondents made it clear that they do not exclusively use Markzware products. They can involve products from other companies (Enfocus, Corel, Adobe) and incorporate Markzware products, thereby using a hybrid product. Nevertheless, none of respondents perceive those products as better than Markzware’s. Furthermore, and of great significance, they think that Markzware’s products are good. In order to understand why the company is so appreciated by customers, the products offered by Markzware will be presented. 

Three kinds of products on offer by Markzware Europe can be named, namely, desktop preflighting application, conversion tools, and utilities. Desktop preflighting application includes FlightCheck Professional, FlightCheck Designer, FlightCheck Studio, and 
FlightCheck Online. Conversion Tools include: Markztools, Q2ID, ID2Q, and PUB2ID. Utilities include: Pasteboard 7 and Pict Attributes. 
FlightCheck is a programme, developed by Markzware, which preflight documents. Before the features of the FlightChecks offered by Markzware will be described, the 
preflight process will be explained. It is a process of electronically checking documents 
before going to press. Thus, for a long time this had to be done by staring at the screen 
looking for mistakes. Some of the preflight problems are: missing fonts, incorrectly specified colours, improper page settings, inadequate bleeds, missing graphics, and image resolution.  By using Markzware’s programme, which checks a document, it takes less time, is done thoroughly, and very importantly saves time and money. David Dilling admits that: “Our tools are unique, have United States patents and worldwide trade marks, however, some of them no one else can do what we do, some of the conversion we do, and the preflight we do is only done by us, so it’s quite amazing” (Dilling, personal interview, 2008)
Finances

Undoubtedly, finances are one of the most important factors for every organization. Money is generated through demand and offer. Therefore, when there is no demand for the product no profit will be made. On the other hand, if there is demand for the product there will be a large turnover. Markzware, despite its small size, is a very profitable company. A good example may be the profit that the company makes each year. Additionally, the costs and stock are managed very carefully by the company. The future sales forcasts are rather promising and entirely reflects the market expectations
Current communication strategies used by Markzware
From the beginning Markzware has aimed at promotion. In 1990 there was an expansion into popular use of Internet and it has also had a drastic impact on culture and commerce (History of the Internet, May, 2008). This includes the rise in communication by e-mail, forums and www sites. For years Markzware has focused on written strategy, namely, advertisements and other publication. However, because of the development of the Internet (in 1990) they decided to use that more and more. The company does not decide to use “listening” strategies such as radio or TV, because “it’s not quite as relevant for us” (Dilling, personal interview 2008). For the company using the Internet 
seems to be a good option. As David explains: “Having software that is relatively virtual but people can see it on the screen and see how it works, and see someone using it and 
talking about it, and explaining it, I can do the trade show, and show them how to do it, but if you place it on the Internet and YouTube you get hundreds even thousands of people viewing it, it’s just awesome” (Dilling, personal interview, 2008). Markzware Europe, however, does not focus only on the Internet. There are other means by which to get to clients.

Refers to the strategies used by Markzware the following tools are applied.
· Press release: on the website of the company one can notice press release with the most important announcements. In that way the company can inform the public about a new product or events that took place recently. It is one way of communication and the tone of voice is business-like.

· Face-to-face strategy can be observed by trade shows: every now and then Markzware Europe takes part in international trade shows (in the graphic art market) in order to promote their products. Unfortunately, due to high price, Markzware Europe focuses on the biggest ones which take place 4 or 5 times a year. At the trade shows, except the presentation, Markzware has also flyers about their products, for anyone who is interested. For distributors or press they offer promotion kit with press release, flyer, and very often- free sample of one of their products (FlightCheck for example). This is definitely two-way communication. In that way not only Markzware can present the product, but also potential customers can give their feedback or opinion. This may be a long term activity, because during different trade shows the company can strike up an acquaintance or establish relations that may be useful or bear interest in the future.

· Written and electronic strategy can be observed by newsletters and mails: on the company’s website one can find latest news, releases and events. The company also sends mail to its customers via newsletters. All information is in the English language, and that proves problematic for Polish customers. The content and 
message is definitely conveyed in a business-like manner, formality being the key.
Markzware uses the above mentioned strategy, because through that, they can reach a large number of customers. Because there are many customers in the whole of Europe those kinds of strategy seem to be the most effective and fast. Those strategies are used in Europe, however, excluding Poland. In further chapters the best strategies to be used in Poland will be presented.

On viewing the submitted documents, namely, questionnaires distributed among existing end users, the majority of the respondents found out about Markzware’s products via the company’s website. Other sources of information are as follows: Cortland’s website (Markzware’s distributor in Poland), IT Media’s website (Programs, 2007), or through a friend.

· External analysis

The external analysis is conducted to research the developments within the environment that could have radical consequences for the organizations (Vos et al., 2003, p.30). Moreover, the external analysis is conducted through researching both the meso- and macro-environment. In the meso-environment market, competition and consumer will be researched, whilst in the macro-environment demography, economy and social/cultural factors will be researched. 

Meso-environment

· Market

With regards to the market segment (in which Markzware operates), books publishing, newspaper publishing, magazine and periodical publishing, advertising agencies, printing agencies, services for graphic arts can be distinguished. 

The Polish printing industry is evolving rapidly. There are about 3.5- 4 thousand printing agencies. Among them, about 300 companies are big or middle sized. The majority of all printing companies (89%) are companies that employ less than 9 employees. 
Furthermore, 8.21% are companies that employ 10- 49 employees. 1.05% of all companies are the ones that employ 50-99 employees, 0.60% are companies that 
employ 100- 249 employees and only 0.04% are companies that employ more than 500 employees (The structures of printing market- advertising tendencies, 2006)
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The Polish printing industry has a high level of technology and a high level of service. Moreover, they have cheap and well qualified human resources. Thus, the perspectives of development in the printing industry are quite good. In the last few years, there are more and more requests for export in that sector, which grew from 20% to 30%. There are also companies that declare more than 50% of exports in their production. It shows that Markzware and its products can easily enter the Polish market. The good quality of the products is important, and that is why the tools used to produce those products should be good as well. 

According to BriefIndex’s research (2006), the indicator of media and advertising situation is 81.0 points and increased 0.25 compare to previous year (80.75 in November 2005) (The market of Media and Advertisement I, 2006). That is why advertising agencies are manifesting high growth in their emerging numbers. The 
publishing companies have observed development in their own sector. According to CR media Consulting S.A.’s research, the income from advertising in 2006 increased by 9.9% (The Polish market of Advertising 2007-2009, 2007). A similar situation was recorded in 2007. It was because of a healthy economic situation in the Polish market. For the same reason, the good result will persist in the advertising sector in 2008. That boom will be growing until 2012 because of the Euro 2012. 
To sum up, those statistics may be quite important for Markzware, because it shows the trend in the developing Polish market. As illustrated above, the Polish market is expanding rapidly. This leads to an increase in demand for the software produced by Markzware. There are more and more advertising agencies and printing companies. As 

their production develops, they also have to develop and invest in themselves, through new, better software. This is an enormous opportunity for Markzware to launch its products in the Polish market. 

· Competition
The information presented below was gathered from questionnaires distributed among existing end users and from desk research. 

Markzware is a leader in preflight solutions. Also other products are well known and prized. Unfortunately, in Poland Markzware’s products are not well known in the printing and publishing industries yet. The most obvious level of competitors are companies who offer a similar product and/or services to the same customers at similar prices, so called product category competition. The company, thus, can define its product competition as all firms making the same product or class of products (Kotler et al., 2001, p.420). According to the respondents, main competitors are: Adobe, Apple, Corel, Quark, and Enfocus. Markzware Europe has a potential in itself that should be discovered by Polish customers. However, the competitors are visible on the Polish market. It is important to show why Markzware’s products are better and why Markzware should be chosen as opposed to products produced by its competitors. According to David Dilling: “We like to provide affordable products that do more than people expect for a relatively low price in comparison to what other companies may try to charge” (Dilling, personal interview, 2008).
· Distribution

Distributors play an important role in the communication channel: Markzware - end users. They are a “channel” to market. In Poland Markzware has one main distributor, namely, Cortland. That is the first link in the communication to the channel. The next link is the resellers. Finally, the end users, whom ultimately Markzware like any company needs to target. 
Macro-environment

· Demography, Economy, social/cultural factors

Poland has a population of over 38.5 million people (Poland, May 2008). According to the Polish Chamber of Printing, there are about 16 thousand companies that provide printing services (Polish Poligraphy in 2007 according to Pulsu Biznesu, 2008). Poland is considered to have the strongest economy of all eastern European nations, with an annual economic growth rate of over 6.0% (Ram, V. Tapping Into Polish Market, 2007). Even though the Internet plays an important role in communication, newspapers, magazines and periodicals are still read (although the number of readers decreased slightly). That leads to a conclusion that printing and publishing industry is still very viable. The same situation is with advertising agencies and graphic arts. According to GUS (Central Statistical Office), publishing’s products were sold abroad and brought an income of 1.2 billion Polish zlotys (that is almost 270 million Euros). More than 60% of those prices were from the printing of books, newspapers and advertising products (The Polish market of poligraphy, 2006). Nonetheless, for the Polish industry (with regards to printers), the most important macroeconomic effect is the possible decline in employment (together with the implied social costs for unemployment benefits, training costs, creating jobs), as well as in exports and turnover as a consequence of the rigorous and rapid implementation of the SED Directive (Competitiveness of the Europea Graphic Industry, 2007). The diversity of Markzware’s products is suitable for people in the printing, publishing advertising and graphic’s industry. 

To sum up, the Polish economy is currently growing in strength. The statistics above show that Polish people are not afraid to invest. Moreover, even though the Internet has been very popular since 1990 (History of the Internet, May 2008), as described above, magazines are still read. It means that that sector grows, and there is no need to worry 
about development of that sector, and different kinds of investments. Additionally, Krzysztof Pindral (manager of Heidelberg Poland Sp. z o.o.) claims that, since Poland has been a member of the European Union, the printing sector has been developing rapidly – there are many new investors which has led to the development of import and export by Polish publishing offices (Pindral, K. 2007, The opinions of people from the line).

· SWOT analysis

This is a complete analysis internal and external that will help to focus the communication activities into areas where Markzware is strong and where the greatest opportunities lie. 

	STRENGTHS

· Unique products based on the patented technology (Preflight patent; US Patent # 5,963,641)
· Good reputation about products among end users
· Technology leadership
· Competent staff
· Unique plugins ID2Q, Q2ID, Markztools
· Quite good communication with its distributors
· Reasonable price
	WEAKNESSES

· Small company 

· No direct sales force for Flight Check Online
· Lack of knowledge of Markzware’s products among the majority of target groups (in Poland)
· Most products are available in English, German, Dutch and French only (no Polish)
· No Polish speaking employee

	OPPORTUNITIES

· Competitor’s products are more expensive

· Further development of the distribution in Poland

· Increasing sales of FlightCheck Online

· Other target groups to be discovered

· New Conversion Products 

· Increasing of the knowledge of Markzware’s products among potential users

· New market segments

· Polish speaking Intern
	THREATS

· Preflight is not necessarily the top-priority for end users

· Lack of enthusiasm to pay for Preflight program

· Economic environment

· Print-based industry may turn down in the future because of the increasing popularity of Internet

· Dependence of distribution channel


Conclusion:

Real strengths are that Markzware Europe is a leader in technology. The company was able to create tools, conversion and preflight that no one else could do. Moreover, Markzware Europe has many distributors not only in Europe but also in the Middle East and Africa. Additionally the price is attractive when compared to Markzware’s competitors.

A weakness that may be overcome is the fact that company is small. That of course may be also an advantage. However, a bigger company could have a communication department specifically designated to facilitating communication with other countries. Moreover the bigger the company is, the more money there is available for spending on each type of advertising. In the case of Poland, the lack of Polish speaking employers is an issue.

To exploit available opportunities is not difficult. Markzware offers its product at a lower price. This is an important factor in Poland as in generating business generally. Moreover, even though the target group is quite broad, there are possibilities to discover other ones. Additionally, Markzware has a Polish intern who definitely helps the company to interact and negotiate with the Polish people: press or clients. 

Resist to threats: The company is dependent on a distribution channel. Sometimes distributors may introduce changes and not inform Markzware about that or any other amendment. Moreover, the Internet turn down is more and more popular among users. 
That may cause the print-based industry to be overlooked in the future. However, on a more optimistic note, the company can also use the Internet as a main tool in order to source new clients.

Chapter 2 - Communication analysis
Within the communication analysis, the research the field of forces in which organization functions will be done (Vos et al., 2003, p.43). 

· Field of Forces

There are many interested parties, who may differ depending on organization and problems the organization faces. In case of Markzware the following parties will be described: competitors, government, and media. 
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· Competition

There are a lot of competitors in Poland and that may impact greatly on Markzware. The majority of target group are not familiar with Markzware and its products. That may be beneficial for the competitors who are already well known on the Polish market. Due to the expanding printing, publishing and, especially, advertising market, there is a huge opportunity for Markzware to enter the Polish market. As long as Markzware remains unknown and is not advertised in the Polish market, the situation remains beneficial for Markzware’s competitors. Moreover, according to research that was made, there is a wide range of 

competitors’ products, and Markzware is still “dependent” on its distributor. The great advantage is, however, that Markzware’s products are cheaper than of their competitors. 

· Media

The media is very powerful today and according to many journalists it can make or break the image of an organization (Pindral, personal communication, March 2008). Everything depends on the company. If a company has something valuable to offer then the media can publish positive feedback about the company. By this the company (in that case Markzware Europe) may become known among target groups. However, every slip or failure may be a reason to harm the image of the company. Thus, what the media say and how they say it, obviously matters (Barker, C. 2002, Is the media all-powerful?) Communication with the media is quite difficult because they have their own interests and objectives. Therefore, the organization (Markzware Europe) has to make sure to attract media attention. Furthermore, the company should rely on journalists to be their eyes and ears and to make reliable recommendations (Gurton, 2001, p.2). For journalists is also important to find something interesting that could interest its readers. Thus, if the company gets the press activity right, it will get positive editorial coverage which is far more effective and valuable than paid-for advertising (Gurton, 2001, p.3). Nevertheless all provided information must be appropriate and understandable. Moreover, communication with the Polish media should be in Polish and that may be a bit difficult for Markzware Europe. That is why the good solution would be to employ a Polish speaking employee or intern. 

· Clients

As mentioned above there is quite a big demand for software in the publishing, printing and advertising sector. That branch of market grows and also demand for innovative products grows. Consumers are the most important part of the external environment as it influences the company to the highest extent. Clients’ needs and wants need to be recognized and based on this, then met, in order to sell goods and make profit. Most of the customers prefer to buy a product which 
is “close”. If they order some Markzware’s product, it may happen that they will have to wait for its delivery. Besides if the product is unfamiliar, they will more than likely choose the familiar products of competitors. Thus, it is of great importance to sustain and work at maintaining a good working relationship with existent end users. So-called word of mouth is a reference to the passing of information by verbal means, especially recommendations, but also general information, in an informal, person-to-person manner (Word of mouth, May, 2008). And that is the reason why they should maintain strong bond with its clients; they can attract a new client by so-called brand advocacy. 

A very important aspect in communication analysis is intercultural communication. The world today is characterized by an ever growing number of contacts resulting in communication between people with different linguistic and cultural backgrounds (Allwood, J. 2007, Journal of Intercultural Communication). “So many countries, so many customs”. That proverb can be also applied to business. There are different business cultures in Germany, France, and Poland. 

Germany: 
In the German business culture the liaison between client and supplier tends to be straightforward and direct. Because Germans are schedule-oriented to achieve the most efficient management of business time, expect their business communication behaviour to be very agenda-based (Germany: Let’s Make a Deal! – Part 1, May, 2008 ). Moreover, German people always jump into the business first. There is no time for “hello, how are you doing?”. They are professional and they prefer to deal with business first. After the business is discussed, there is time to talk about holiday plans or family life (Dilling, personal interview, 2008). There is, of course, nothing wrong with it. Moreover, German people are very direct. If they do not like something, they can simply say “no”. In German culture, rules of any kind are meant to be taken seriously, thus, if one breaks the rules, one will be reprimanded (Germany: Let’s Make a Deal! – Part 3, May, 2008).
France:
In France people are more “easy going”. Thus, the opposite to German people, it is very normal to start conversations with a chat about the weather, politics or something else. According to David Dilling, it’s often considered rude just to jump right into the business (Dilling, personal interview, 2008). He also admits that 

“French people may deal with you but they don’t get the same respect if you don’t first have a little chat” (Dilling, personal interview, 2008). It is very useful

to demonstrate a basic knowledge of the French language. Using them when possible will be appreciated. Additionally, there is nothing wrong with interrupting the meeting. Interrupting is a sign that you are interested in what your business colleagues have to say (Gorrill, J., 2007, Doing business in France. French Social and Business Culture).
Poland:
In Poland there is a tendency to be open. A chat before a meeting is often an ice breaker but boundaries have to be respected and private matters are never touched upon.  Moreover, being polite is essential. It is of the utmost importance to be punctual. Being late without reason is rude. The Polish people can give the impression of being “pushy”. According to Agnieszka Bartocha “they want to do everything very fast. Everything should be done fast and well. And sometimes when you are under     time pressure it doesn’t work” (Bartocha, personal interview, 2008). Additionally, it is very polite if one can master a few Polish words. A simple “good morning” or “thank you” may be appreciated. Furthermore, not everyone can speak English very well, and that may be serious problem with direct communication. Agnieszka Bartocha claims that “Polish people don’t speak the English language well enough to communicate in some aspects like financial matters or describing certain situations. Sometimes they are better in writing but you know you cannot only write to communicate or to cooperate with Western countries” (Bartocha personal interview, 2008).
To sum up, if Markzware wants to do business in Poland, it is fundamental to its success and progress to understand the culture. It goes with saying that what is appropriate in Germany is not necessarily appropriate in France or in Poland. Therefore when going abroad for a trade show or having a meeting with a potential customer the above observation is simplistic but important, especially when making the first impression. It is worth noting because it can help, or at least facilitate contacts with potential (Polish) customers
Chapter 3 - Target groups and objectives
· Target Groups
It is quite difficult to specify who the target group consists of. There are no trends in terms of age or gender. However, the majority of the target group consists of the middle age people (Markzware’s business plan). In the printing industry, graphic arts, repro agencies and DTP studios the majority of the employers are men, however, in the advertising agencies or in the Press more and more women are employed (Malinowski, personal communication, March 2008)
In general the target group for Markzware’s products consists of those who:

· work in the publishing industry (book publishing, newspaper publishing, magazines and periodical publishing, publishing house DTP, publishing House Layout, publishing house Ad-intake), advertising agencies, printing agencies, repro agencies, designers, lay-out designers, freelancers, services for graphic arts Prepress/Repro agencies, and DTP studio. That is our main target group- potential end users. 

However, in order to reach that target group, namely end users, the primary target groups need to be defined. By communicating with them, we expect to solve a large part of the problem (Vos et al., 2003, p.57). Therefore our primary target group is the “press”.

· “Press” includes not only newspapers but also blogs and forums. A large community can be reached through a newspaper; therefore, it is important to reach that group as first. There are different newspapers on the Polish market that can be relevant. During the research the focus was on newspapers with regard to software subjects. They may be quite important because they contain a lot of information about computer’s news, and new software (products that Markzware is concerned). All magazines have their publication online, this can attract a larger number of end users. 

To conclude, the target groups are those involved in printing, publishing and the graphic art industry. Also the Press is defined as a target group. Not only because through them we can reach our main target group but also because the Press combine graphic, Photoshop and publishing aspects. Thus, software offered by Markzware is also useful for that group. 

· Objectives

In previous chapters the general situation was described. We know what the current situation looks like. The target group is defined as well. Thus, the next step is to define realistic objectives. They should be SMART (Smith & Taylor, 2002, p.41).

S – Specific

M – Measurable

A – Actionable

R – Realistic

T – Time specific

Additionally, communication objectives will be formulated in terms of what the target groups need to know, want, feel, find, be able to or do within a certain period (Vos et al., 2003, p.65).

PRESS (magazines)

	
	Objectives

	Knowledge
	Increase knowledge among specialist “press” about the company and its products within 4 months

	Attitude
	Achieve understanding that Markzware Europe is not another company that wants to be advertised in the press but also it can be useful for their (press) readers

	Behavior
	Encourage at least 50% of press to write article and/or advertisement (about) Markzware and/or its products within 4 months 


End users, distributors and/or resellers

	
	Objectives

	Knowledge
	Increase knowledge among 60% of potential end users
 (distributors and resellers) about the products offered by Markzware within 6 months.

Increase interest and awareness among 50% of that target group of the products’ benefits within 4 months

	Attitude 
	Believe that Markzware’s products will bring benefits for potential end users for fewer prices. 

Change the attitude that Markzware may think only about own interest. 

	Behavior
	40% of potential customers (distributors and resellers) purchase the Markzware’s product within 8 months


Chapter 4 - Communication Strategy
Communication strategy plays important role in communication plan. The following question needs to be answered: how to achieve communication objectives? In order to give an answer to that question few factors should be “touched”: positioning, approach and tools.

The positioning needs to align with the actual identity of the organization or nature of the product or service (Vos et al., 2003, p.79). If organization has a negative opinion, the products have no chance for selling. On the other hand, if the products are appreciated the image of the company can be improved. Information presented in that section are the results of questionnaires distributed among existing end users. In that way, all essential information about Markzware and its products was provided. 
· Positioning

Markzware is the leading developer of prefligting, data extraction and conversion software for the international graphic arts, printing, publishing, and digital multimedia industries.  Moreover, Markzware is a professional, innovative company that pleases many people with their products. It provides affordable solutions to avoid printing problems. The vision of Markzware, from the beginning, has been to create and design the most creative, cutting-edge prepress solutions in the market. Both Markzware and its products are well known among advertising studios, publishing houses, printing companies, and designers. Because of the high quality of Markzware’s products, the number of customers increases. Furthermore, the company’s aim is to be the best and the most successful software supplier with respect to quality and innovation. 
Markzware has a strong position in the market. According to Gary George from TM Ltd: “Markzware is a very progressive company with frequent updates which bring fixes and new support for the emerging digital file contents that are used in the design and prepress markets today” (Markzware’s presskit, 2007).
The majority of Polish end users (80% out of 100%) are satisfied with the quality of the products (Questionnaire, 2008). They were asked to assess Markzware’s products in terms of innovation, professionalism, efficiency and user friendliness (quite important factors for software). Moreover, according to the survey, Markzware’s Polish customers think that the price of the products is reasonable (Questionnaire, 2008).

In order to measure the position of Markzware’s products, Berenstein’s spin web and perceptual mapping will be provided. It was possible to measure it, through information gathered from questionnaires, which were distributed among existing end users, in an interview with David Dilling and desk research. 

Bernstein’s Spin Web Methodology (1986) is used in order to measure corporate identity and desired identity of the company (Herle, Rustema, 2005, p.102). In that case the similar pattern will be used in order to present what is the customer’s opinion and the company’s opinion about Markzware’s products.
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Graph: Berenstein’s web

------ Markzware’s opinion
------ End users’ opinion

Outcome of a Spin Web

As showed on the web above, the end users’ opinion with regard to Markzware’s products in terms of user friendliness and innovation is higher than Markzware’s. 

On the other hand, Markzware has a higher opinion than end users in terms of efficiency and professionalism. That graph help to understand what end users think about Markzware’s products. It may also help to improve some aspects in those products in the future. 

The graph below shows the position of Markzware’s products compared to its competitors. It is showed on perceptual mapping - graphics technique used by marketers that attempts to visually display the perceptions of customers or potential customers (Percetual mapping, February, 2008). Typically the position of a product, product line, brand, or company is displayed relative to their competition (Perceptual mapping, February, 2008).
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Graph: Perceptual Map of Competing Products
The map above shows that consumers felt Markzware has both a high quality and a reasonable price. According to conducted research competitor’s products are more expensive with the same or a bit lower quality. That information is important because in that way we know what Markzware’s position in comparison to the competitors is. 

· Strategy

Regardless of the objectives of that project, defining a communication strategy shows attention to planning, an understanding of the situation, an ability to carry out the work and clear identification of the goal (Developing a Communication Strategy, April 3, 2008).
The strategy that supports the positioning and key objectives will be developed. The choice of marketing communication strategies depend on the product life cycle, the position in the market, and the growth strategies (Vos & Schoemaker, 2001, p.129-134). Positioning of the product is described above. The product life cycle will be presented below. 

Product life cycle:

Different stages can be distinguished in the product life cycle:

· introduction of a new product

· growth stage of a product

· maturity into a fully-grown product

· a product in its declining stage

Even though Markzware has already some end users, resellers and distributors the company is still in the introduction stage of the product. It means that the communication means should be intensive, because more consumers have to become familiar with the product and its characteristics (Vos & Schoemaker, 2001, p.130).

The strategy that Markzware Europe should apply is one that puts forward the communication, as to why the product or service is so good, an informative manner and
is called informational positioning (Vos et al., 2003, p.80). Thus Markzware Europe should focus on the target group and promote the product. Existing end users are satisfied, however, in order to attract new customer Markzware’s products and company itself need more promotion. Further in this chapter different styles of strategy will be presented.
Push and pull strategy:
The company should also take into consideration pull and pull strategy. In a "push" system the consumer does not request the product to be developed; it is "pushed at" the end-user by promotion (Push – Pull strategy, April, 2008). Moreover, it promotes the availability of, in that case,  Markzware’s products at the distributors and resellers.That is also why the exhibitions and promotion by intermediaries are important.

A pull strategy attracts the consumer to the shop, because the organizations address consumers directly in their communication (Vos & Schoemaker, 2001, p.130). Most of the communication tools should be used in order to communicate Markzware’s target group. In the next chapter tools and action will be described.

Choosing the best strategy is not easy. It has to be a strategy that reach large amount of target group. Markzware’s desired effect would be to attract a large number of new customers. However, there are some aspects that have to be taken into account during planning the best strategy. Quite important factor during choosing strategy is what is the target group, objective and, general situation. 

According to the publishing house Starcom, outdoor is the best medium to contact with young generation (even though the majority of the target group consist of the middle age people, there are more and more young freelancers). Older generation is still in favor of television. According to the raport made by Starcom, the share of out of home (ooh) advertising in the time spent for media consumption was 27% in 2007 (Fabjaniak, K. 2008, Outdoor advertising is more and more effective). It means that outdoor was on the second place, just behind television (33%).Internet was on the third place (24%). The result from the same report also shows, that the chance for contact with outdoor has people with higher education (it means, for example, people from the graphic, publishing and advertising industry). The share of advertising for that group was 26%, and 24% for television (Fabjaniak, K. 2008, Outdoor advertising is more and more effective). 

It is easy to notice then, that depending on the target audience different strategies should be used. In case of Poland, the “push” system would be the most suitable strategy to use. With regards to that, the best strategy to use is definitely written and electronic one. 
It means electronic media and print media such as press, advertising, public relations, electronic media and print media. 

That is a good example of strategy if the company wants to attract potential customers. However, very important is also a good communication with distributors who are the first link in the communication channel between Markzware Europe and end users. In that case the company can use a “pull” system. Most of the time it applied to that portion of the supply chain where demand uncertainty is high (Push and Pull strategy, April, 2008). Thus, if  a “push” systems goes well, then “pull” system will go well as well. It means that if potential customers are attracted by different kind of media (promotion), then demand on Markzware’s products may be higher. As a result more orders would be placed by distributors. 

In planning the strategy quite important is to answer the question: how to achieve communication goals? In order to answer to that question few factors have to be taken into consideration: approach (forms and style of approaching the audience), positioning of the organization (described above) and appropriate tool (described below) (Hanssen, P., ICCM slides, 2008). Depends on the tool the approach should be either direct or indirect and tone of voice business-like or personal. Moreover, the attention should be paid on the kind of communication: one way or two way communication, emotional or rational (Hanssen, P., ICCM slides, 2008). With regards to Poland both approaches may be applied. However, better would be direct approach (to potential end users). Indirect approach which is “used” with distributors cannot be excluded. By distributors Markzware can reach new customers. In terms of tone of voice the better is to use business-like. As long as one does not know soemone well, personal tone of voice in Poland is not recommended. In chapter 2 the business culture was described. Depends on tool that is going to be used, one-way or two-way communication will be applied. The same is with regards to direct or indirect, emotional or rational communication. 

Chapter 5 - Planning: tools and action
· Tools

After describing the strategy, instruments for implementation of a strategy will be selected. Communication mix will help to describe them. Below, the most suitable tools that can be used to promote Markzware and/or its products are described. And because Markzware does not have any budget particularly for Poland this year (Dilling, personal interview, 2008), only free of charge tools will be presented.

In the previous chapter, the best strategy was described. Moreover, the conclusion can be drawn, that although outdoor, television, and Internet are at the top with regards to promotion strategy, the magazines are also important aspect in communication. 

All tools described below seem to be the most suitable for Markzware Europe, because they aim directly at Markzware’s target group, they are cheap (or cost nothing) and are effective in terms of reaching potential customers. Most of those tools are informal way to reach the target group. In case of exhibition, direct marketing and publication, and PR, formal way is recommended. Those tools were selected carefully, in order to meet Markzware’s goals. 

Advertising:

Every advertisement must have a message, content of the advertisement that focuses on the key benefits of the product that are important to a prospective buyer in making trial and adoption decisions (Kerin, Roger, Berkowitz, Hertley & Rudelius, 2003, p.505). Moreover, one has to look for an angle which will interest the target audience, such as: the fastest, the cheapest, the first, the most innovative, etc.(Gurton, 2001, p.38). There are a lot of different advertisement possibilities; radio, TV, billboards, magazines, newspapers, internet, etc. Advantage of that tool is that it can reach relatively large audience. On the other hand, that method is quite expensive. In case of Markzware’s products the best tools would be: magazines, Internet, online publications, portals, and specialist websites- tools for which one does not have to pay. It’s beneficial for target 
group as well because all of them are online, what can save time and money, and it’s easy to approach.

· Magazines: the best magazines that should be approached are those concerning software, computers, printing, graphic, and the advertising industry. Those magazines are read by our main target group and by those magazines the possibility to reach them increases. This is one-way communication. The content and message is definitely conveyed in a business-like manner. 

· Internet: The Internet has been described as the world’s least expensive and most effective marketing tool. That is why so many businesses have embraced it (Sceats, M., 2007, eMarketing- What is it?). There is a wide range of possibilities to use it in order to reach our target group. There is possibility to approach the target group by the most visited sites, like YouTube, or in Polish case Wrzuta.pl. This is rather two-way communication. People can leave their comments or feedback. The content and message will be rather conveyed in a business-like manner. It will be definitely rational communication, because it is rather informative that emotional. 

· Online publications: There are many Polish magazines that have their own publications online (section above- magazines). That is a big advantage, because the possibility to reach our target group is even bigger. There is easy to find specialist magazine online, where are information about news, latest technological products and software. Rational and one-way communication. 

· Portals: Portals have similar role as press online. There is information about software, computers, and news. Publication on such portal would attract many potential customers.  Rational and two-way communication.

· Specialist websites: During the research many specialist website were found. Those websites are for printers, publishers, etc. On some of 
them one can find interesting information about new products. Moreover, everyone can publish their own advertisement. That is a good opportunity for Markzware because those publications are free of charge and may reach 

great part of our target group. This is one-way communication. The content and message may be conveyed in a business-like manner. 

Direct marketing:

Direct marketing attempts to send its messages directly to consumers, without the use of intervening media (Direct marketing, May, 2008). Moreover, Direct Marketing is not simply about creating awareness, it’s about delivering results, creating new customers and selling more to them (Direct marketing, May, 2008). Direct marketing is attractive to many marketers, because in many cases its positive effect (but not negative results) can be measured directly (Direct marketing, May, 2008). Howevere, a disadvantage of that tool is that very often direct  e-mail is seen as junk mail. An example of direct marketing is just e-mail.

· E-mail: advantage of that tool is that it is cost effective and immediate. That mail can be send to potential customers in order to inform them about Markzware’s products or simply to the Press in order to inform them about the company, the products and encourage them to publish some information about the company. E-mail is undoubtedly the easiest way for a first contact with both PR’s and journalists (Gurton, 2001, p.126). None the less, very often sent e-mail is seen as a junk mail and does not bring any benefits. If it is perceived as a junk mail, it will be one-way communication. The content and message should be conveyed in a business-like manner. 

Publicity and PR:

Publicity is the deliberate attempt to manage the public's perception of a subject (Publicity, May, 2008). Advantage of publicity may be a low cost and higher credibility. Disadvantages, on the other hand, are lack of control and “not all publicity is good publicity”. Example may be press kits or press release. 

· Press-kit: a media kit can be used to generate free publicity. Markzware’s press kit contains press releases from the last few months, a brochure, a case study and other information about the products and the company. Press kits can be sent to the Press, obviously. Definitely rational, one-way     
                  communication. The content and message may be conveyed in a business- 

                  like manner. 

Press release: press releases can also generate free publicity in national (Polish) newspapers, or trade journals. It is quite a cheap tool to promote Markzware or its products. Very often news generates awareness among the public. Additionally, if it is planned carefully, it may even create a positive attitude towards Markzware and/or its products. Markzware’s press release is on the company’s website and is in English. Rational, one-way communication. The content and message is conveyed in a business-like manner. 
Sales promotion:
Sales promotion is one of the four aspects of communication mix. In the case of Markzware, sales promotion can be directed to distribution channels (distributors and/or resellers). Every now and then Markzware offers some discounts on one of its products. That could, however, be directed to consumers. Sales promotions targeted at retailers and wholesalers are called trade sales promotions (Sales promotion, May, 2008). One of the trade sales promotion is a so called dealer loader: an incentive given to induce a retailer to purchase and display a product (Sales promotion, May, 2008). That may be a good tool to use by Markzware with regards to distributors and/or resellers. Direct communication.

E-marketing:

E-marketing is the marketing of products or services over the Internet (E-marketing, May, 2008). There are many possibilities for Markzware to promote its products. Some of the examples include: portals, online publications, and specialist websites. All of them are mentioned in “advertising” section. Other possibilities that can be included in e-marketing are: forum and blog.

· Forum: It is an online discussion group in which participants with common interests can exchange open messages. That tool could be useful in the case of Markzware, however, it is a somewhat limited tool, because it is necessary 

to be online at the right moment. Two-way communication. People can leave their comments and/or opinions.

· Blog: it is a website, usually maintained by an individual, with regular entries of commentary, descriptions of events, or other material such as graphics or 
video (Blog, May, 2008). It is a good tool, because one can publish important information about Markzware, its products, most important news, websites etc. It is a cheap and popular tool. Moreover, readers can leave their comments. Two-way communication, rational and direct. The content and message is conveyed in a business-like or a personal manner. 

Exhibition: 
Exhibition or trade fair is a very important tool, however, also quite expensive. Costs include space rental, design and construction of trade show displays, telecommunications and networking, travel, accommodations, and promotional literature and items to give to attendees (Trade show, May, 2008). One of the most important printing trade fair is Drupa (Düsseldorf, Germany). In Poland a famous trade fair is the International Trade in Poznan. During exhibition, there is a chance to prove to potential clients that the presented product is good and worth buying. The content and message can be conveyed in a business-like manner, two-way communication, rational, and direct.

Samples:

It is very useful if one can try the product before purchase. Thus it is essential to make sure that the editor or reviews editor has samples of the product for consideration (Gurton, 2001, p.56). In that case they can try it and after that publish articles about the product. It could make a good advertisement for the company. Rational, two-way communication.
· Action
Different tools demand different approaches. The schedule below describes which tools should be “used”, why and when. 

	Communication means/tools
	Why
	When

	Advertisement:
· Magazines

· Portals and specialist websites
	Magazines and online publications have the same editor. Because of that it is easier to approach them- at the same time.

It is possible to publish own small ads. There is no limitation to the number of ads sent.
	The best time for publication would be June.

(It should be published as soon as possible and the first possible term is in June).

It should be published as soon as possible.

	Direct marketing:

· E-mail
	E-mails do not cost anything and are very easy and fast.
	They should be sent to potential clients and press people as soon as possible. E-mails can be sent every time there is, for example, some important news.

	Publicity and PR: 
· Press kit

· Press releases
	Can be used to generate free publicity.

News can generate awareness among the public. It is better to write a good, news worthy press release once rather than write a few articles without any significant news.
	It can be sent to press people (written and visual media) as soon as they get the mail and agree to get it. On the other hand, press-kit can be sent without waiting for a reply (sometimes the mail can be seen as a junk-mail and in that way nobody knows if our mail was delivered or not).

They should be published as often as there is any important news.

	Sales promotion
	Markzware Europe can offer some discounts on one of its products.
	Every sales promotion should be announced a few weeks before the planned date. In that case everyone has time to familiarize with the offer. The offer should last at least one month.

	E-marketing:
· Forum

· Blog
	There are no limitations in number of published messages.

It is easy to create own or company’s blog.
	As soon as possible.

As soon as possible. The news should and/or could be published constantly.

	Exhibition/Trade
	Products can be presented and possibility to meet potential buyers.
	Exhibitions or trade shows do not take place all the time. There are few important shows within a year.

	Samples
	It gives possibility to “try” it and eventually recommend it to others.
	The samples of the products could be sent to press together with mail. Also during the shows (exhibition) some samples can be distributed among potential distributors, for example.


Chapter 6 - Conclusion and recommendation
The main point of writing this report was to create a communication plan for Markzware (B.V.) Europe. The company is very successful in the whole of Europe. According to desk research, in Poland, Markzware Europe has one distributor, 40 resellers and about a hundred end users. Compared to other countries it is not much, that is why a communication plan was provided. 

Poland, although located in Central Eastern Europe has quite great potential with regards to printing, graphic and publishing industry. Until now Markzware Europe has used only a written strategy, such as sending mails. Because it is a business, the tone of voice should be business-like. Press releases are published on the company’s website so it was possible to check that as well. All this information is in the English language and that may be the biggest obstacle to reach Polish customers. According to CBOS (Public Opinion Research Center) 45% of Polish people proclaim that they know a foreign language at a communicative level. Among them 31% know one foreign language, 12% know 2 foreign languages, and 2% know 3 or more foreign languages (CBOS, 2006). The majority of all respondents know Russian, in second place was English. A point worth noting is that in 1997, 9% of Polish people proclaimed that they know English (CBOS, 2004), and in 2006, that number grew to 20% (people older than 18 years old). It shows that the situation in that field is getting better. It does not change the fact that using Polish is still beneficial. That is especially helpful, if Markzware wants to publish some small ads on the Internet, sends emails to the Press or take a part in some exhibitions. Nonetheless, many sites are in 2 or more languages, thus, there is the possibility to publish some small ads in English or Russian. Also press offices have their own translators. 

Extra attention should be also paid on the developing printing and publishing sector. That may also affect Markzware in a positive way. Those sectors, including also the  graphic industry, grow rapidly, demand on their services grows, and thus the quality of their work should be of the highest level. Markzware’s products seem to be excellent for them. 

Promotion and advertising still play an important role. From the conducted research it is clear that for Markzware, a push strategy would be the most effective way to contribute to a smooth penetration of the Polish market. The previous chapter described the best tools that should be used and which can help to attract more customers. Communication strategy is very important in penetration that is why it should be chosen carefully. 
In previous chapters the best strategy was presented. Additionally, all tools described above are suitable for Markzware Europe. Apart from that communication plan, some other advice might help Markzware Europe to obtain a smooth penetration of the Polish market in the future:

· Because Markzware is a small company it is advisable to keep working with interns. The most beneficial would be of course to hire Polish speaking interns. In that way that person could research the Polish market which is growing and developing rapidly. Moreover, interns are valuable and low cost employees. 

· Due to the fact that Markzware Europe is a small company, there is no separate communication department. A good solution would be to appoint a separate person who would be responsible for contacts with press people, existing end users and distributors. Findings from questionnaires distributed among existing end users show, that the majority of them would like to keep in touch with the company. Sending mails to those people in English may be not sufficient and according to the same findings not all of them can speak in a foreign language. That is why hiring the person, who can speak Polish would be beneficial for the company. 
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1: Interview with Mr. David Dilling- owner of the Markzware (B.V) Europe

Q: Can you tell me few words about the company?

A: Markzware is a young, although aging over the last 12 years, software publisher. I didn’t start the company, however the two Thunders started the company in about 1989 as a sort of side project making tools for publishers, for the growing desktop publishing market which was just launching at that time. Markzware is a preflight and conversion company. We make tools that do preflighting which is quality insurance of digital files and we convert files from one type of file to another. I’m talking generic but we’re talking specifically about industry standard formats in the publishing and design arena, meaning Adobe InDesign, QuarkXPress, Adobe PDF, EPS, Adobe Illustrator, etc., etc.

Q: And what is your target group?

A: Anyone who want to buy our software. No, our target group is the graphic arts industry, and that can be…it’s quite broad of course, but mainly it’s the prepress sector and printing companies and publishers graphic designers.

Q: What can you say about the organization itself? What is the structure and communication within the company?

A: Well, it’s really neat to see how for the ten years I’ve been with the company, actually it’s been more that ten years, been about 12 years, even maybe 13 years that I’ve been with the company, the communication has been expanding greatly because of the Internet and the broader band with possibilities. So the structure is the mother company  Markzware incorporated located in Santa Ana, California, and they produce actually the software and we as Markzware Europe act as a sale support and marketing company for EU MA- Europe, the Middle East and Africa. 

Q: Do you have a defined mission statement?

A: We haven’t got a defined mission statement, I’m not exactly sure what it is anymore but basically the mission statement changes every year or so or every couple of years because of the fluent market that we’re in, so basically the slogan is “affordable prepress solutions” is our slogan. We like to provide affordable products that do more than people expect for a relatively low price in comparison to what other companies may try to charge. I would also add that most of our tools are unique, have United States patents and worldwide trade marks, however, for some of them no one else can do what we do, 
some of the conversion we do, and the preflight we do is only done by us, so it’s quite amazing. 
Q: How did you start the business in Europe?

A: I started in the attic of my girlfriend’s parents and a small little room and our two cats that used to hang out there with me and I realized very quickly what am I going to do, I had just come off the boat, and I only spoke English at that time primarily and I had cover this big huge territory that I used to look on the map and all called Europe, at least an Africa, of course as well but to focus on just Europe alone was incredible. I couldn’t speak Italian, nor French, nor German, Swiss German, Austrian German, even I had problem understanding English back, and the Queens English wasn’t so familiar to me. So the trick was how I started the company over here with lots of  support from the mother company, of course, was to attack for lack of better words the press, the PR, the public relations to go after all the journals and publications and magazines that were on the market. Every country has between 5 and 25 industry publications for printing and publishing alone, not to mention graphic design and Photoshop and things like that. So by attacking these people, informing them, show them our products which at that time were revolutionary, was the way to start the company. In combination with attacking the press the main focus was building the distribution channel, working with partners in each country to represent us, and between two efforts everything really just snowballed from there.

Q: You are an American. What culture differences did you face here in terms of business? If any. 

A: The coffee is stronger. My mother works for a French company in America, Schneider Electric and they have two pads of coffee, one for Americans which is weak, the kind that looks like brown water and the other for the French which is very strong, the kind that looks like oil. There is a tone of cultural differences. I guess the main things are or the main things were because things also changed over the years have a lot to do with the general speed of things and the general specifics about how you get something done what can quite differ from country to country, so setting up the business in Holland was quite an interesting experience, although I must mention it wasn’t as difficult as I thought it would be. But there are many rules and regulations particularly then that just seem to be strange for instance you have a post office box which is a little bit strange, in America 
you just don’t need that. Real cultural things, the certain things you have to learn about, and that’s different for every country. For instance in Holland and France it’s quite 
normal when you call to say “how are you doing”, in England as wel,l and to have a little chat. In Germany you don’t ask somebody when they first answer the phone “hello, I’m David, how are you doing today John?” you just don’t ask “how are you doing”, it’s just not the formal way you do it, and if you do ask them, they may even laugh at you. They immediately jump into the business. And very often there’ll be “after” conversation more about “where are you going on holiday”, “how’s the wife” after the businesses discussed. But generally with business relations in Germany you jump right into the business. In France even if you don’t know the person you talk about the weather, you talk about politics, you talk about whatever may be happening. As a matter of fact it’s often concidered rude just to jump right into the business. They may deal with you but they don’t give you the same respect as if you first have a little flowery chat as they used to call it. 

Q: How did the business start with Poland?

A: Poland has been a smaller market for us, even though it’s potentially quite big…

We never really focused on Poland in the beginning years, because our hands are full just with Germany, France, England, Holland and the bigger countries. So Poland is something that we never really focused on, it just sort of like it came along with the rest but recently we noticed that there is a really big print presence there and there is a pretty big market there. So we slowly started to research getting better distribution there and finally found some better distributors. It’s great that we have you here now to help increase that communication and marketing in Poland.

Q: What is the biggest obstacle in terms of communication with Polish people? Do you think it may be language?

A: For sure language is a barrier. There’s no doubt about it. Most of the distributors and the reseller that I have communicated with seem to speak English fine, and write emails fine, but I’m sure there are resellers out there they may want to sell our products but are afraid to speak English with us. So that is why it’s important that people know about distributor and try to discuss things in Polish.

Q: Have you ever got in touch with press people in order to publish some article about Markzware or its products in Poland?

A: In Poland I can’t remember specifically. I’m sure over the years we have had contact in Poland but we never really wanted to focus on it and to build a good PR relation you 
need to have regular contact with the editors and the important journalists over there. We do that through email with a lot of other countries in Europe and all over the world and there is many that we talk regularly based on the telephone but in Poland itself there is none really. There has never been a direct effort to go after every single publication and that’s actually needed because it’s concentrating on the press and it really works.

Q: What communication strategy or tools have you used in order to attract new clients?

A: We’ve done advertising, of course print advertising. We’ve done everything: print advertising, trade shows: we haven’t done TV and radio, that’s not quite as relevant for us. Recently we’re getting into YouTube videos and videos in general. It’s very useful. Having software that is relatively virtual but people can see it on the screen and see how it works, and see someone using it and talking about it, and explaining it, I can do the trade show, and show them how to do it, but if you place it on the Internet and YouTube and you get hundreds even thousands of people viewing it, it’s just awesome. And I think that’s the future of marketing for software companies. Less trade shows and more interactive marketing.

Q: What about Polish clients?

A: Ah… Polish clients I imagine the same as well, although we still have to get you to give a Polish demonstration. I think English is good thing for a lot of people; we recently posted a video about fixing corrupted InDesign files with our products. It was picked up by a Polish guy and he posted it in Poland in Polish and he posted in a couple of English forms as well. He looked as if he was a programmer. So he sort of spread the word through Poland. English is very successful as a universal language, however, I think that having videos and web banners and advertisements in a local language is far better, but of course the budget is an issue. You cannot expect small, even a medium size company, even large companies to advertise effectively in every country in Europe. You have to be a very large company to be able to do that. But once again in industry a specific sector like this we know what designers, printers, prepress and publishing people were after, we can target unique websites and communities online, that we know all designers, or all printers or all people using Apple Macintosh, which 40% of those are into design and printing, that we can easily target those groups and we should make more Polish information available: video and otherwise.

Q: Do you have any budget to spend for further communication tools (like advertisement 
and stuff like that in Poland)?
A: We have a general budget and we don’t have a budget particularly for Poland this year, but that can always change. In Poland we can maybe do some advertising. If I knew I could spend a half a million dollars and get in return investment of 1.5 million dollars tomorrow I’d go to the bank and get the money. Everyone would. So part of your job is to investigate the market, where the good opportunity is. We’ll put an advertisement on web page of xyz.pl work. We’ll add a print ad within IDG or publish a magazine in Poland. Will it work? Where are the good markets? Was it better just to continue with the email and free blogs and YouTube’s stuff that we can filter out through the communities and word of mouth? Of course, you have to advertise and I think a lot more is going online and there is a budget for online advertising and it could include Poland if we have a nice website or community where we could advertise our tools too. 

Q: Markzware is a small company. Do you think it is advantage or disadvantage?

A: The larger you are the more profits you’re making and the more successful you are and more people you’re employing, there is larger community- that’s of course positive. However, being a small company has its advantages. Just like with the marketing. If there is an opportunity we have to address we can move much more quickly. 

Q: From 1 till 5, what is your opinion about Markzware’s products in terms of 

Innovation: 4

Efficiency: 4
Professionalism: 5
User friendliness: 4

2: Interview with Ms. Agnieszka Bartocha- sales assistant of Princess Food

Q: Where are you from?

A: I’m from Poland.

Q: What kind of work do you do?

A: At this moment I’m a sales assistant of Princess Food.

Q: Did you or do you work with people from other countries?

A: Well, I did before, yes. At the beginning of last year I had been working at European Patent Office in Rijswijk. Back then I worked with French people. 

Q: And now?

A: And at this moment I work with Dutch. I’m the only foreigner in the company. And there is also one more guy from Sweden.

Q: What differences have you seen between Polish and Dutch people in terms of business?

A: What differences…what do you mean in business?

Q: How do they behave? How do they deal with business, business culture?

A; Let me think. The main difference I can see between Polish and Dutch people is that Polish people are very, I don’t know really how to describe it, they can be very “pushy”. They want to do everything very fast. Everything should be done fast and good. And sometimes when you are under the pressure of timing, it doesn’t work. And Dutch people on the other side they are different. What they do, they take their time to do and finish their assignments. They don’t do everything fast. They take their time, they are more precise and because of that they make fewer mistakes. 

Q: What are according to you the most important aspects of “business culture” in Poland and in Holland? I mean greetings, introduction, and punctuality, how do they behave with contact with other people?

A: Well I would say that Polish people on the other side, they are more open. It’s much easier to talk to them about also about their private life and as far as I know from… Well I have some friends working in Polish companies and they told me that they talk to each other about their private life. And at this moment I’m working with Dutch people and I have never heard anything about their private life. I would say they are more closed

Q: Are they focused on their own work?

A: Mainly I would say so, yes.

Q: Do you think it is important when dealing with Poland to be able to speak the language? I mean Polish language?

A: Well, it definitely makes the situation easier. At this moment, well I was employed at Princess Food because I speak Polish, we sell goods to Eastern Europe, Poland is our main customer, and yeah sometimes, well Polish people they don’t speak English language well enough to communicate in some aspects like financial aspects or describing certain situations. Sometimes they are better in writing so but you know you cannot only write to communicate or to cooperate with Western countries. 

Q: But most of them know the basic stuff to communicate?

A: Some of them they don’t speak English at all. But some of them also speak very well, so it differs. But I think that speaking the language is very important. 

Q: But have you met anyone who could speak German or other language except English?

A: Yes, Lisner. The people from Lisner, they send us order in German language. And since I have started working in the company they started sending us orders in Polish.

Q: Because of you?

A: Because of me. 

Q: What should foreign people know if they want to do business in Poland?

A: Law. Well, you mean communication way?

Q: Yes.

A: I think that it’s always nice to know some basic words in Polish, like you know “good morning”, “thank you” and “how are you”, things like that. I think that this makes… well you know yourself when you receive some email from someone and it’s written something in your language, it’s nice. For communication purposes I think it’s important to learn a few words in the other language. 

Q: And do you think it is important to socialize by small talk before starting talk about business?

A: Depends what you are talking about, because if you have very important business meeting, if you don’t know the people you talk to, I think it’s a little bit not professional to immediately start chatting about weather for example. I don’t think it should happen. But on the other side I think that at this moment, for example, I have contact with Polish customers, so we send emails to each other and we call each other so in this moment 
when I met them in Poland it’s also nice to chat a little bit and you know just to meet people better. So it depends in which aspect…

Q: Do you think it’s easier for you because you’re also Polish?
A: Yes, it’s definitely easier.

Q: OK, thank you very much for your time.

A: No problem it was very nice to talk to you.

Q: My pleasure.

3: Template of questionnaire
Questionnaire- Markzware and its products

1. Do you know Markzware (B.V) Europe?

- Yes

- No ( please go to question 11

2. Do you know Markzware’s products? Which ones? 

- FlightCheck Professional

- FlightCheck Designer

- FlightCheck Studio

- FlightCheck Online

- Q2ID

- ID2Q

- PUB2ID

- other (please specify)

3. Did yo use Markzware’s products? Which ones? 

- FlightCheck Professional

- FlightCheck Designer

- FlightCheck Studio

- FlightCheck Online

- Q2ID

- ID2Q

- PUB2ID

- other (please specify)

4. Have you been satisfied from those products? 

- Yes

- No

5. Are you interested in other Markzware’s products?

- Yes

- No

6. How did you find out about Markzware and its products?

- Magazine (please specify)

- Website (please specify)

- From a friend

- Other (please specify)

7. What do you think about Makzware’s products? Please indicate from 1 till 5. (1 is the worst, 5 is the best)

- Innovative

- Professional

- Efficient

- User friendly

8. What do you think about the price of Markzware’s products?

- Expensive

- Cheap

- Reasonable

9. Do you have any contact with Markzware(B.V) Europe? What kind of?

- I receive emails form the company

- I check company’s website

- I do not have any contact

10. Would you like to have any contact with Markzware (B.V) Europe?

- Yes

- No

11. What other companies’ software do you use? Please specify:

- Agfa

- Enfocus

- Adobe

- Quark

- other (please specify)

12. Do you think that those products are better than Markzware’s products?

- Yes

- No

13. Do you read any specialist magazines with regard to software, printing and graphic industry?

- Yes (please specify)

- No

14. Do you read any specialist websites, forums, blogs with regard to software printing and graphic industry?

- Yes (please specify)

- No

15. Do you know any foreign language?

- Yes (please specify)

- No
The end. Thank you!

N.B. Two extra questions were added to questionnaire for “press” people, namely:

16. Have you ever published any article about Markzware and/or its products?

 - Yes (please specify when and where)

 - No
17. Would you publish any article about Markzware and/or its products? 

- Yes
- No (please explain)
4: List and description of Markzware’s products

All information is available on www.markzware.com/products/
FLIGHTCHECK PROFESSIONAL v6.10 for Mac

FlightCheck is the essential preflight tool for Professional Designers, Layout Artists, and Prepress Production Departments within the print and publishing industries. This hassle-free application provides top-flight verification for PDF and several other file types (1)

FLIGHTCHECK® DESIGNER v6.10 for Mac

It allows professional designer to preflight check and collect all elements of the document or job from an easy-to-use interface. Moreover it provides quality control of Microsoft Publisher, Adobe InDesign and QuarkXPress documents. 

FLIGHTCHECK® STUDIO

It is able to detect most problems encountered in the print and publishing industry. Functions like a spell checker finding and correcting problems while the document is being created. 
FLIGHTCHECK® ONLINE (Internet-based preflighting)

Enables check both native and PDF files locally on their desktop computers before sending their jobs. 

Another group of Markzware’s products (Convrsion tools) consist of: Q2ID, ID2Q, PUB2ID, and Markztools.

Q2ID provides Adobe InDesign users a quick, easy and inexpensive solution for converting and migrating QuarkXPress content into InDesign documents. All elements of the QuarkXPress document are converted, including text, images and fonts.

ID2Q provides QuarkXPress users a quick, easy and inexpensive solution for converting Adobe InDesign content into QuarkXPress documents. Sililar like in Q2ID all elements of InDesign document are converted, including text, images and fonts. 

PUB2ID provides Adobe InDesign users a quick, easy and inexpensive solution for converting and migrating Publisher content into InDesign documents. All elements of the Publisher document are converted, including text, images and fonts.

Markztools can be used to prevent QuarkXPress documents from becoming corrupt. 

The last third group of Markzware’s product is made up by: Pasteboard 7 and Pict Attributes.

Pasteboard 7 allows one to adjust the width and height of the pasteboard by value as well as by percentage, giving a wider range of options than that within the QuarkXPress application *N.

Pict Attributes- this XT remembers the attributes of a picture box when you perform a (Get Picture) and restores the picture scale, offset, rotation, skew, runaround and flip.*N. 
5: List of potential Media and end users

List of potential Media (including online Press, forums, blogs, portals):

Press online:

PC World Komputer, IDG.pl, Gazeta.pl/technologie, Enter, Chip , CRN, Computer Swiat, PC Format, Net World, Computer Swiat Ekspert, Webhosting.pl, Infoo.pl

Forums: 

Hotscripts.pl, Enter , PC Format, IDG, Webhosting.pl, Forum Poligraficzne, Interia.pl Forum

Blog:

PershingBlog

Portals: 

Dobre Programy, Programs.pl, Marketeo, Drukarnie.com.pl, Polski Portal Desktop, Publishing

List of potential end users (includes printing houses, publishing houses, graphic studios and advertising agencies):

Ellert, Wrochna, Beyga, Mirror, Agencja Poligraf, Krystel, Castudio, Timwhite, Nexo, Barwa, Dworakowski Andrzej Firma Uslugowa, Ekopress, Jemiolkowski Wojciech Studio Graficzne,Vega Design, CK Studio, Oficyna Wydawnicza MH, Troy, Duet, Urdruk, Flexergis, Bellona, Helion SA, Egmont, Grupa Publicat, Nowa Era, Wydawnictwo Szkolne I Pedagogiczne, Langenscheidt, Wydawnictwo DiG Sp.j., Hueber Polska, Print Cycero ZPChr, Gromal, Loogin.pl, r4r, Olison’s Project, Quiet, Axis, Ars Nominem, Impulse, Propaganda, Tiff, Bora, Nina Wolf, BiGraph, A-Print, InCiti, altmedia, APR-inform MAX, Art Comp, Asterias Sp. z o. o, AT Group, AWR Atrium, Borson.pl, Centrum Ogloszen Prasowych Europartner, Intromax, Phoenix Press, Szadek, EuroGraphic, 4n.pl., 5 X Media, Abakart, Abi Designer Group, Active Studio, Jarema Szandar, Admakers, Admechanics, ADV, Agape, Kontrapunkt, Nextday, Orenzada, Rhema Press, 

Fine, Summea, Vena Art, TDM, Sara Studio, Paw, Anamaja, Andruk.pl., Aota, Apla, Apropos, Aquarius Promotion, ArtDesign Studio, ArtGraph, Arti Studio, Artmad Studio.
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