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 Consumer Goods (FMCG) Industry-  
 Examples of companies in the cosmetics goods industry 
 
Research Question: How do companies in the FMCG industry react to rivals actions? 
 
Purpose:  The purpose of this thesis is to describe and analyze how companies 
 react to rival´s actions 

 
Method: The thesis is based on secondary research and primary research. The 

 primary research is based on semi-structured interview processes 
 and critical incidents 

 
Target audience:  Companies in the FMCG industry, Academics and Teachers in the 

 field of Strategy and Marketing who are interested in competitive 
 marketing strategies in the FMCG industry 

  
Keywords: Differentiation strategy, Imitation Strategy, Co-opetition, Rival´s 

 actions, FMCG industry, Competition, Critical incidents  
 
Conclusion:  This master thesis concentrates in theory on three common 
 reaction strategies in marketing, which are defined as 
 differentiation, limitation, and co-opetition and describes possible 

 rival´s actions, the roots that cause certain reaction strategies. Based 
 on the literature, interviews were conducted with the marketing 

 managers from four different companies in the cosmetics goods 
 industry, in order to prove whether the interviewed managers 

 support the defined reaction strategies. The result was a support for 
 the differentiation and imitation strategy. However, co-opetition was 

 only used by one of the companies and is therefore seen as a less 
 important strategy, at least in the marketing departments of the 

 interviewed companies. 
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Introduction (skr11003) 

In the introduction part of this master thesis we are going to guide the reader through our 

generic thoughts of the chosen topic: “Companies´ Reactions to Rivaĺ  s Actions in the FMCG 

Industry”. After a short introduction, we will present our research question, which is: “How 

companies in the FMCG industry react to rival’s actions” and provide the reasoning why we 

decided to focus on the following three marketing reaction strategies: imitation, 

differentiation and co-opetition. Moreover, we will introduce the reader to the purpose 

of this project and guide him/her through the structure of this thesis.  

 

In consumer and business markets alike, we have observed a never-ending sequence of 

marketing actions and competitive reactions that eventually shape both the structure of a 

market and the performance of its participants. New products are launched, distribution is 

developed, advertising campaigns are initiated, and prices are adjusted (Ketchen D.J Jr., 

2004). Having the right reaction strategy at the right moment has become indispensible in 

today´s highly competitive markets,- and there are numerous strategies that different 

companies have used in the past. This master thesis will focus on three competitive reaction 

strategies that have been identified through our research process as the ones taken mainly 

by marketing managers in the fast moving consumer goods industry in order to react to 

competitor´ s strategic actions: Differentiation, Imitation, and Co-opetition. Before, 

however, we will analyze the actions of companies´ rivals, the roots that cause marketing 

managers to take certain strategic steps later on. For the reader of this project it is 

important to know that we have concentrated our research process on companies in the fast 

moving consumer goods industry (FMCG), since it is a highly competitive industry and of our 

both interest. Within the practical part of this thesis that is the conduction of the semi -

structured interviews, we have decided to focus, however, on only one particular part of the 

FMCG industry, namely the cosmetics goods industry.  

 

1.1 Motivation (skr11003) 

The chosen research topic about Competitive Marketing Behavior in the Consumer Goods 

Industry is of high relevance for today´s consumer goods companies and will definitely 
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remain relevant in a year´s time due to an increasing competition on the national and 

international markets.  

When searching for literature in the field of competitive marketing strategies, we found that 

diverse authors where concentrating in most cases on only one distinctive marketing 

reaction strategy. Therefore, with this master thesis, we want to provide marketing 

academics, professionals and other interested people in the field of strategic marketing, a 

research project that puts together three common used marketing strategies that 

companies, especially in the consumer goods industry, use in order to react to rival´s actions 

and to gain a competitive advantage: Differentiation, Imitation, and Co-opetition. Before 

marketing managers decide to implement one of those strategies, they, however, have to be 

aware of the characteristics of their rival´s actions, which will be also discussed critically in 

our master thesis. Although the marketing strategies on which we have put our focus in this 

master thesis can be implemented by industrial companies either way, the examples used in 

this research project emphasize on companies within the fast-moving-consumer-goods 

industry. Concretely, in the practical part of this thesis, we have concentrated on one 

particular part of the FMCG industry, which is the cosmetics goods industry-, a highly 

competitive market with many different players rivaling with each other. As we were highly 

interested in finding out, which kind of marketing strategies particular companies in the 

FMCG industry prefer and have implemented in the past, we decided to conduct semi-

structured interviews with four marketing managers from companies in Austria and 

Lithuania that are operating within the cosmetics goods industry in order to either confirm 

the common use of the marketing strategies differentiation, imitation and co-opetition or to 

define another marketing strategy within our research project. 

 

1.2 Research question (skr11003) 

Within this master thesis we want to give an answer on the following chosen research 

question: 

“How companies in the FMCG industry react to rival´s actions” 

As stated above, we will focus on the following three marketing strategies that companies´ 

in the FMCG industry use frequently in order to react to a rival´s action: 
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 Imitation Strategy 

 Differentiation Strategy 

 Co-opetitive Strategy 

, as well as on the characteristics of rival´s actions that are the roots of further reactions.  

1.3 Purpose (skr11003) 

The purpose of this master thesis is to describe and analyze how companies in the fast-

moving-consumer-goods industry react to rival´s actions.  

 

1.4 Limitations (jke11001) 

In order to have a more accurate analysis in this master thesis , we had to limit the scope of 

the research. We will start by analyzing commonly used strategies which can be applied to 

the entire FMCG industry. However, because of the limited time frame of this project, we 

will test the findings through interviews with four marketing managers of a particular sub-

industry within the FMCG industry, the cosmetics goods industry. This will make our 

judgments applicable for the professionals in this particular business segment.     

Moreover, because of the reach ability of the companies, we could only conduct the 

interviews in our home countries: Austria and Lithuania. However, our chosen companies 

are running their business internationally, therefore these two countries will not be 

compared, as well as the questions asked in the interviews will be designed based on 

international business operations and not on these two countries only.  

 

1.5 Structure of this thesis (skr11003) 

This master thesis is structured into two main chapters with each having several 

subchapters. The first chapter is built on the literature, which we have used for our master 

thesis project. Based on the suggestions given by Colin Fisher in his book about Management 

and Research Methods (Fisher, 2004), we have conducted a critical literature review in the 

first part, where we started by giving the reader a brief introduction into the keywords and 

databases, which we used when searching for suitable literature. After that, we mapped all 

the literature that we have found on our research topic and described reasonably why we 

have chosen in the end certain literature out of the map.. At the end of the literature review, 
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we critically discussed different author´s views on the three competitive strategies used in 

marketing: differentiation, imitation and co-opetition and described the characteristics of 

rival´s actions, the origins that lead marketing managers to take certain strategic steps. The 

second main part of our master thesis is formed by the interview data that we conducted for 

our project work. In this chapter, our research approach, the chosen target group, sample 

size as well as our interview guidelines will be presented and at the end, we will compare the 

results from our interviews with our findings about the three strategies, differentiation, 

imitation, and co-opetition.  

2 Critical literature review (skr11003) 

The following critical literature review is based on the suggestions given by Colin Fisher in his 

book “Introduction to Management and Research Methods” (Fisher, Researching and Writing 

A Dissertation, 2004). First, we will introduce the reader of this thesis into the methods used 

for conducting the literature review, which are the selected keywords and databases. In the 

following chapters we will critically discuss the views diverse authors have on the three 

competitive marketing strategies: Differentiation, Imitation and Co-opetition as well as the 

characteristics of rival´s actions. 

 

2.1 Methods for the critical literature review (skr11003) 

In order to come up with useful literature that is related to our master thesis topic, we have 

first defined certain keywords and decided on the databases that we want to use for this 

project. Subsequently, we will discuss in the following two sub-chapters the keywords and 

databases used for conducting our research. 

 

2.1.1 Keywords (skr11003) 

We started our research process by searching first for the following keywords related to our 

defined research topic: 

 

 

*Consumers, *Consumer Goods, *Consumer Goods Industry, * Marketing Strategies, 

*Competitive Behavior, *Imitation Strategy, *Differentiation Strategy, *Co-opetition, *4Ps, 
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*Reaction to Rival´s Actions, *Competition, *Cost-Leadership, *Marketing Warfare, *Fast 

Moving Consumer Goods Industry, *Competitive Strategies in Marketing, *Price Strategies, 

*Promotion Strategies, *Product Strategies, *Distribution Strategies, *Competitive 

Dynamics, *Marketing Myopia, *Competitive Attack, *Advertising, *Promotion Attacks, 

*New Product Launches, *Market Responses, *Incumbent, *Start-ups, *Threats 

Figure 1: Collection of keywords 

Based on the results we got from search engines, we found out that there is a close 

relationship between marketing strategies and reactions to rival´s actions. We started by 

reading through several articles in that field and discovered numerous concepts of strategies 

used to react to rival´ s actions. Due to the large number of diverse strategies found, we 

decided to narrow down our research focus on three competitive strategies that are used 

commonly by marketing managers when reacting to rival´s actions in the consumer goods 

industry: Imitation strategy, Differentiation strategy and Co-opetitive strategy.  

 

2.1.2 Databases (skr11003) 

The figure below includes all the databases/websites that we used during our research 

process.  

 

Databases/Websites Content URL 

DiVA Master-theses, Dissertations http://www.diva-portal.org 

Google Scholar Books, Scientific articles, 
Master-theses,  

http://scholar.google.com 

Cambridge Journals Online Journals, Peer-Reviewed 

articles 

http://journals.Cambridge.org 

JSTOR Full-text scholarly journals http://jstor.org 

MDH Library Books http://www.mdh.se 

EMERALD Peer-reviewed articles, 
scientific journals 

http://emeraldinsight.com 

Figure 2: Table of Databases used 

Our research process started in the library of Mälardalens Högskolan (Library, 2012), where 

we searched for marketing books in order to get general information on the topic of 

competitive marketing strategies. After getting a profound insight in our research topic, we 

http://jstor.org/
http://www.mdh.se/
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started to search for suitable articles in databases online. We found interesting articles on 

Emerald and JSTOR; however, we hardly found any suitable sources on DiVA and Cambridge 

Journals Online. Nevertheless, the best articles we found all happened to come from Google 

Scholar. 

 

2.2 Mapping and describing the literature (jke11003) 

In this sub-chapter we are going to introduce the reader to the chosen literature that will be 

used as a base for this master thesis. We will introduce the map of the literature followed by 

a thorough description of it. The number of secondary material which is currently available 

in regards of our research question is larger than could be objectively used in this type of the 

project; therefore there is a need to map it out by limiting the scope of the research and by 

identifying only the most important and relevant articles given in the literature. When 

conducting this map the guidelines of Colin Fisher’s book “Introduction to Management and 

Research Methods” (Fisher, 2004) have been followed.  

 

2.2.1 Map (jke11003) 

Below, we would like to present the literature map, which will not only introduce the reader 

to the chosen literature but will also show the process of limiting and prioritizing the 

literature materials by introducing the key articles that have been used as a base of the 

theorethical frame. The bubbles that are marked with“stars” represent the literature that 

we have chosen as our main focus. 
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Figure 3: Literature map  

 

2.2.2 Reasoning for selected literature (jke11003) 

As it can be seen from the literature map that there are several topics that could be taken 

into consideration when answering the research question, “How companies in the FMCG 

industry react to rivals actions”. For the reasons described in the introduction of this 

chapter, we had to limit our research scope to the most relevant secondary literature 

sources. In this sub-chapter, we will explain the reader why we have decided to choose the 

topics described below for our research. When conducting the research, we have discovered 

that a company´s reaction to its rival’s actions is very closely related to the subject of 

Marketing Warfare. However, as the topic of Marketing Warfare is too wide and not really 

up-to date, we decided not to include it in our master thesis project. When reading through 

the literature material, we discovered that there have been mentioned several times three 

distinctive reaction strategies: Differentiation, Imitation, and Co-opetition. However, there 
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has not been written any report yet in which all three strategies are combined in one article. 

Therefore, we decided to provide marketing professionals and academics a research project 

that discusses all three strategies critically and also provides real -life examples from 

different companies in the fast moving consumer goods industry. When reading about the 

three different reaction strategies, the concept of the 4P´s in marketing has been widely 

used and is closely bond to Imitation, Co-opetition, and in particular, differentiation.  

What is more, we think that it is very important to describe the insights of our chosen Fast 

Moving Consumer Goods industry, as well as the other concepts used in this master thesis  

(can be found in the appendix), in order to clearly explain why companies in this industry 

behave in a certain way. Last but not least, we will also give some details concerning the 

overall competitive behavior as well as identify the ways of how companies can predict their 

rival´s actions, which is an important aspect when talking about competition.  

 

2.3 Critical account on the chosen literature (skr11003) 

The aim of this chapter is to conduct a critical account of the literature that we have chosen 

for our master thesis. According to Fisher (Fisher, 2004), a literature review contains many 

different fragments: accounts, descriptions, summaries, instructions, polemics, and so on. 

We will start the literature review by briefly evaluating the journals in which the chosen 

articles were published and continue with presenting our Forensic Critique, where we will 

critically discuss important concepts and views from the chosen literature by analyzing and 

comparing arguments of different authors. At the end of this chapter, the reader should  

have gained a deeper knowledge about the three common competitive strategies in 

marketing- differentiation, imitation and co-opetition as well as a sound-proof 

understanding of possible rival´s actions- the roots that cause marketing managers to take 

certain strategic steps. 

 

2.4 Forensic Critique (skr11003) 

In this chapter we are going to critically analyze the literature that we have chosen and it is 

going to be divided into the four sub-chapters: rival’s actions, differentiation strategy, 

imitation strategy and co-opetitive strategy. The aim of this chapter is to introduce the 

reader to the various author’s views on the topic of concern and to show some contradictions 
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in them. Within the first sub-chapter, we will show that rival’s actions, the size of the 

competitors, the external environment and the history between the two competing 

companies can play a major role when designing competitive strategies. Followed by that, 

we will start with the analysis of the differentiation strategy, where main findings will show 

that successful differentiation strategy heavily depends on how companies operate and how 

they manage their marketing process, which means that one strategy can be a winner in one, 

and a looser in other companies. After that we will move on with our forensic critique and 

will show how imitation strategies were managed over the time and how it became on of the 

most commonly used competition strategies in the FMCG industry. Lastly, we will finish this 

chapter by giving the reader the insights of the co-opetitive strategy, where our analysis has 

shown that these days it is very important to compete and cooperate simultaneously.      

 

As defined above, we have limited our secondary research process about “How companies 

react to rival´s actions” to three common used marketing strategies in today´s business 

world, which we have identified through the information searching process: Imitation 

strategy, Differentiation Strategy and Co-opetition. As these three strategies form the main 

part of our thesis, we will now critically discuss the views that different authors have on 

Imitation, Differentiation and Co-opetition strategies as well as the roots of these marketing 

strategies, which are the rival´s actions.  

According to Fisher, (Fisher, 2004) forensic critique is the process of testing academic ideas 

to assess their usefulness, and there are two ways of doing this. First, you identify the key 

arguments and evaluate the soundness and logic, and second, you should look for weak 

argumentation (Fisher, 2004). This order will be followed when critically discussing the 

articles about the three marketing strategies and rival´s actions. 

 
2.4.1 Rival´s actions (jke11003) 

In this chapter, we are going to discuss the most common actions that rival companies take 

when competing on the market. The main reason why we have decided to include this topic 

in our master thesis is because from the preliminary investigations on our research question 

we have discovered that rival’s actions usually play a major role when choosing the reaction 

strategies. Moreover, we have also established the information that besides the rival’s 

actions, there are several other factors that influence the development of reaction 
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strategies. The following are the factors that we will briefly cover in this chapter: size of 

competitors, external environment (or market that competition takes place on) and the 

history between the two competing companies. These factors are very closely related, and in 

many articles, are usually discussed together. For example, in one of the articles of M. 

Debruyne’s (Debruyne, 2002), the author analyzes how competitive reactions are affected 

by new product launch strategies. In her article she states that the ‘occurrence of 

competitive reaction is influenced by characteristics of the action itself, the market context, 

the acting firm and reacting firm’ (Debruyne et. al,  2002), which approves our choice of the 

four factors that influence reaction strategies.  

To start with, we will discuss the rival’s actions that were analyzed by many authors before. 

Marion Debruyne, in one of her articles says that the more irreversible an action, the more 

likely a company will choose not to react (Debruyne et al.,  2002). This means that if a rival’s 

action is very innovative and requires a lot of effort to respond, it is very likely that it will not 

receive any reactions from the competitors. Nevertheless, M. Debruyne (Debruyne, at al., 

2002) also discusses the idea that the more defender depends on the market which is 

affected by a particular rival’s action, the more likely defender will respond, even if the 

action is highly irreversible. This argument supports our idea that the external environment 

can play a major role in competition and has to be evaluated before the actions or reaction 

strategies are implemented. Moreover, M.J. Chen states that if the action is not very 

innovative and is easy to react to – for example if the action is a price move – most likely the 

reaction will be much faster when compared to the other competitive moves and in many 

cases this reaction will be based on an imitation strategy, as companies always try to avoid 

the involvement into price wars. Nevertheless, in one of his articles A. Ali (Ali, 1994) has 

shown that competitors tend to react mostly to new products that represent a clear, non-

disruptive innovation for their product market or represent a pure imitation of existing 

products. On the other hand, M. Debruyne (Debruyne et al.,  2002) thought that if the 

product is radically new and therefore creates a new market, competitors will less likely 

choose to react to this move. This can be explained as these types of products do not 

constitute a direct and obvious attack and as a result, competitors often choose not to react. 

However, as discovered in the article “Marketing Myopia” by Theodore Levitt (Levitt, 1975) , 

nonreactive behavior might eventually lead to marketing myopia, where companies loose 

market opportunities by refusing to look beyond their generic products or services. To add 
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on, Thomas S. Robertson (Robertson, Eliashberg, & Rymon, 1995) also has argued that 

incumbents are less likely to react to new start-ups compared to established firms, because 

of the inheriting uncertainty, as well as usual lack of resources of such busines ses, which do 

not create a direct threat to the companies.  

Moreover in one of the articles written by the M. Debruyne (Debruyne et al., 2002), the 

author has discovered and proved that when it comes to new product launches, 

competitors´ reaction highly depends on the amount of effort the acting company is putting 

into its marketing activity.  This means that publicity can also be included under the factor 

external environment and can be perceived as highly influential in many competitive cases. 

To add on, we would like to state tthe fact that competing firms are more likely to react 

faster (Kuester, Homburg, & Robertson, 1999) and more aggressively (Robinson W. T., 1988) 

in markets that are experiencing a high growth.  

Nevertheless, we have also obtained empirical information that the history between two 

competing companies was also proved to be an important factor when choosing reaction 

strategies. For example, K. Weigelt (Weigelt & Camerer, 1988), in his article states that the 

interpretation of a company’s moves by its competitors depends highly on its reputation on 

the market. Considering this argument, M. Debruyne (Debruyne et al,, 2002) also has formed 

the following argument: “the likelihood of competitive reaction to the market introduction of 

an industrial new product relates positively to the previous innovation success the innovating 

company has accomplished with its new products.” Taking these arguments into 

consideration, we can conclude that previously earned reputation on the market is a crucial 

determinant when predicting actions and reactions of competitors. 

 

2.4.2 Differentiation Strategy (skr11003) 

The sub-chapter about differentiation strategy is divided into three main parts. First, we will 

introduce the reader to Porter´s generic strategies in marketing, out of which Differentiation 

strategy is a major part, second of all we will concentrate on the connection between 

differentiation strategy and cost-leadership, and last but not least we will discuss possible 

differentiation strategies in marketing.  
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2.4.2.1 The generic strategies in marketing (skr11003) 

In 1980, the economist Michael E. Porter defined in his work about Competitive Strategy 

Techniques, the following three marketing strategies that became well -known as the three 

generic strategies (Porter M. E., 1980): 

 Cost Leadership 

 Differentiation Strategy 

 Focus Strategy 

Although these strategic concepts were defined more than thirty years ago, they are still 

popular today (TeachingMarketing, 2012). They outline strategic options open to 

organizations that wish to achieve a sustainable competitive advantage. The first, overall 

cost leadership, concentrates on low cost relative to competitors by neglecting quality, 

service, and other areas. The second strategy, differentiation, requires that the firm creates 

something, could be a product or service that is recognized industry wide as being unique. 

As a result of pursuing this kind of strategy, companies can command higher prices than on 

average. The third is a focus strategy, in which the firm emphasizes on a particular group of 

customers, geographic markets, or product line segments (Gregory G.Dess, 1984).  

2.4.2.2 Differentiation Strategy vs. Cost Leadership (skr11003) 

One of Michael Porter´s generic strategies, namely differentiation, has been defined through 

our research process about how companies in the FMCG industry react to rival´s actions as a 

mainly used reaction strategy taken by marketing managers.  

According to Porter (Porter M. E., 1980), “a differentiation strategy focuses on gaining a 

competitive advantage by increasing the perceived value of products relative to the 

perceived value of other firm´s products”. Products offered by two diverse companies may 

be exactly the same, but if customers believe the first is more valuable than the second, then 

the first product has a differentiation advantage (Porter M. E., 1980). He further underlined 

that in the end, product differentiation, is always a matter of customer perception, but 

companies can take a variety of actions to influence these perceptions. According to Porter 

(Porter M. E., 1980), “a firm must make a choice between the three different generic 

marketing strategies or it will become stuck in the middle”.  

This view has been criticized by many different authors, such as  Charles Hill (W.Hill, 1988) 

and Byron Sharp (Sharp, 1991). Hill criticized in his article the statement of Porter that 
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“achieving cost leadership and differentiation are usually inconsistent, because 

differentiation is usually costly”. According to Hill, differentiation can definitely be seen as a 

means for firms to achieve an overall low-cost position. Hence, contrary to Porter´s 

statement, cost leadership and differentiation are according to him not necessarily 

inconsistent (W.Hill, 1988). Whereas Porter states that companies who take both 

approaches will be “stuck in the middle”, Charles W. Hill (W.Hill, 1988) underlines the 

importance of firms (especially in mature markets), to emphasize both, differentiation and 

low-cost, since in the end this will lead to superior economic performance.  

It has to be critically noted at this point that Porter, however, actually stated that companies 

CAN have success using both strategies, but only under the following circumstances: 

- When all competitors are stuck in the middle 

- When cost is strongly affected by share or interrelationships  

- When a firm pioneers a major innovation 

For Charles W. Hill (W.Hill, 1988), this means that Porter declared it as being unlikely, 

however, to follow differentiation and low cost at the same time in order to achieve a 

sustainable competitive advantage.  

During our research process, we found that Porter´s view has been partly supported by 

Edward T. Hall´s study of 64 companies in eight major industries (T.Hall, 1990). Hall found 

out that many of the most profitable firms had achieved either the lowest cost or the most 

differentiated position within their industry. However, he also explored that still a minority 

of the most successful firms simultaneously pursued both a differentiation and a low-cost 

strategy, suggesting that the two strategies are not necessarily inconsistent.  

Beside these diverse views, we want to take a closer look now on the ability of a firm to 

differentiate a product. According to Lancaster (Lancaster, 1966), the ability of a firm to 

differentiate its product is a function of two actors: product characteristics and user 

characteristics. Relatively homogenous products, such as chemicals have few attributes and 

offer little scope for differentiation (Lancaster, 1966). On the other hand, more complex 

products such as cars contain many attributes and offer greater scope for differentiation. Hill 

(W.Hill, 1988) added to this view that even a homogeneous product can be differentiated, 

 

- If it is sold to different user groups 
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- If the psychosocial characteristics of consumers within or across user groups are 

diverse 

- or if a combination of these conditions exists  

Further, Hill stated that the costs of switching products and consumer brand loyalty for the 

products of rival firms are other factors that determine the extent to which differentiation 

can be used to increase demand.  

Another author who critically discussed the “differentiation strategy” of Porter is Byron 

Sharp, a Professor of Marketing Science at the University of South Australia and director of 

the “Ehrenberg-Bass” Institute for Marketing Science (Sharp, 1991). He stated that 

differentiation has been interpreted falsely by marketers over the years as “making the 

product appear different, ensuring that the offering is perceived by the customer as unique 

in some respect”. For Sharp, this statement is inadequate in a way that logically any new 

offering must be different in some way for customers to buy it. We can critically discuss here 

that the statement made by the author Sharp is too harsh and that not necessarily each 

product must be seen as being different by customers. This view will be later proved by the 

imitation strategy.  

As Hill and Sharp (Sharp, 1991) discussed, also Speed argues that there is no reason to 

consider low cost (as Porter defines it) as a separate strategy. This would maintain that 

having a cost advantage is merely a facilitator to differentiate, usually on price (Speed, 

1989).  

After having critically discussed Porter´s concept about the differentiation strategy as well as 

the different views that renowned authors have on the connection between differentiation 

and cost leadership, we will further proceed by analyzing differentiation strategies that 

marketing managers can execute in order to become an industry leader and gain a 

competitive advantage. 

2.4.2.3 Differentiation Strategies in Marketing (skr11003) 

Before launching a new product, service, or starting a new business, managers have to 

determine what it is that makes the enterprise, service or product different from the rest. An 

effective differentiation strategy can be used to highlight business es´ s unique features and 

make it stand out from the crowd. In essence, differentiation entails using marketing to 

create the perception in customers´ minds of receiving something of greater value than 
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offered by the competition. According to Levitt (Levitt, 1979), differentiation is everywhere. 

Today, every company tries constantly to distinguish its offering from all the others. 

Differentiation can take many forms (Porter, 1976). In this master thesis, however, when 

talking about differentiation we refer to product differentiation, since our questions in the 

interview section later will be product related and it is therefore important to introduce the 

reader first in the literature part about product differentiation. Porter (Porter, 1976) viewed 

product differentiation as depending on both, physical product characteristics and other 

elements of the marketing mix. As mentioned above, he recognized that product 

differentiation can be based on actual physical and nonphysical product differences but at 

the same time it can be based also on perceived differences, which are particular actions set 

by marketing managers to influence consumers. In 1979, Kelvin Lancaster (Lancaster, 1979) 

wrote about the creation of imaginary differences when no real differences exist through 

devices such as product names, advertising and called it “pseudodifferentiation”  (Lancaster, 

1979).  The popular marketing guru and professor of Business Administration at the Harvard 

Business School, Theodore Levitt, further discussed in his article about product 

differentiation the attributes of products that give the marketer opportunity to win 

customers from the competition and to keep them (Levitt, 1979). According to Levitt, there 

is no such thing as a commodity, since all goods and services are different in some way 

(Levitt, 1979). Interestingly, he states that though the usual thought of people is that this is 

more true for consumer goods than of industrial goods and services, the opposite is the 

actual case. When it comes to consumer goods, research and development departments 

seek to achieve competitive distinction via product features that can be product packaging, a 

special formula used in the ingredients of a product, a particular brand name or slogan that 

makes the consumer to perceive the product as something special and so on (Levitt, 1979). 

The global cosmetics company L´Oreal, for example, has now been using for years the 

successful slogan “because you are worth it” in order to promote its cosmetics products and 

to make consumers, especially women, feel special when buying one of  their prestigious 

products. Other examples of companies pursuing a differentiation strategy include: Dr. 

Pepper with a different taste, Federal Express with superior service, Wal-mart with value and 

more for your money (Everyday low price strategy) or 3M Corporation with its emphasis on 

technology leadership and innovation (Porter, 1980). When talking about product 

differentiation, Levitt also discusses the so-called “expected product”, which represents the 
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customer´s minimal purchase conditions that could be for example, the terms of delivery, 

price benefits, support efforts or new ideas that are suppliers´ ideas and suggestions for 

more efficient and cost-reducing ways of using the generic products (Levitt, 1979). Different 

means may be employed to meet those expectations. Hence differentiation, according to 

Levitt, follows expectation (Levitt, 1979). However, differentiation is not limited to giving the 

customer what he expects but rather focuses on those things that the customer might has 

never thought about, which Levitt calls the “augmented product” (Levitt, 1979). It has to be 

mentioned at this point that once a product has augmented and accepted by customers, the 

latters change their focus to more price benefits. When a customer knows or thinks he 

knows everything about the product, price issues become more interesting. Therefore, 

companies have to innovate constantly lest they be condemned to the purgatory of price 

competition alone (Porter M. , 1985). Theodore Levitt agreed on that view and stated that 

marketing managers have to take certain steps in order to not only attract, but also to hold 

customers and calls the products involved in this process: “potential products”. For 

companies in the FMCG industry, the offering here may include:  

 Redesigning the packaging 

 Conducting market research to find out about customers´ changes in attitudes  

 Research and Development on new product formulas 

 New advertising slogans 

 New ideas for varying product characteristics for various user segments  

Only the budget and the imagination limit the possibilities (Levitt, 1979). 

When talking about product differentiation, it is necessary to mention the important role of 

product managers too. Putting a person in charge of a product that is used the same way by 

a large segment of the market (examples can be body lotions from NIVEA, detergents from 

Procter and Gamble, or ice-cream from Unilever) or putting a person in charge of a market 

for a product that is used differently in different industries clearly focuses attention, 

responsibility, and effort. According to Levitt, companies that organize their marketing this 

way generally have a clear competitive advantage (Levitt, 1979). In the past, differentiated 

consumer products were sold as undifferentiated goods, such as coffee, soap, flour, 

bananas, chickens, and many more.  
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Whereas in the service industry like restaurants and banking, brand or vendor differentiation 

has intensified very early, consumer goods like food have long been sold in an 

undifferentiated way. Still today, many less informed consumers think that the competitive 

distinction of consumer goods like detergents resides largely in packaging and advertising 

(Levitt, 1979). Also, several authors focus on advertising and promotion activities when 

talking about product differentiation in the consumer goods industry, such as Smith (Smith, 

1956) who defines product differentiation as securing a measure of control over the demand 

for a product by advertising or promoting differences between a product and the products 

of competing sellers.  According to Levitt, this thought is wrong, since it is not only clever 

packaging or advertising that has made companies such as Procter & Gamble or Unilever 

successful, nor is it the generic product- the real distinction lies in how they manage 

marketing and their brands. For Levitt (Levitt, 1979), the process of managing is also highly 

important, not just the product that needs to be differentiated when trying to achieve 

success. To sum up, while differentiation is apparent in branded, packed consumer goods, in 

the design, operating character, or composition of industrial goods, or in the features or 

service industry of intangible products, successful differentiation heavily depends on how 

one operates the business and the way the marketing process is managed.  

 

2.4.3 Imitation Strategy (jke11003) 

In this chapter, we are going to analyze different aspects of imitation strategy that can 

currently be found in the chosen sources. After analyzing several articles, we came to the 

conclusion that imitation strategy is one of the most common strategies used to compete. 

Therefore, we decided to include this strategy into our Forensic Critique in order to get an 

overview of the different views discussed by several authors, as well as to see how these 

views fit together, which we will later compare to our primary findings.  

As suggested by Bennett and Cooper (Bennett & Cooper, 1979), strong market orientation 

very often leads to imitations and marginally product development. However, there are 

several authors like Kohli and Jaworski (Kohli & Jaworski, 1990) and Narver and Slater 

(Narver & Slater, 1990) that are taking a different position and suggest that market-

orientated behavior brings superior innovation, as well as greater new product development 

success. As we agree that both views can be applied in different business situations, we 
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believe that further analysis is needed in order to see how strongly market orientated 

companies develop their competitive strategies and specifically - imitation strategies, in 

regards of rival’s actions. To support our view we have found some additional articles where 

authors like Szymanski, Troy and Bharadwaj (Szymanski, Troy, & Bharadwaj, 1995) and 

Lieberman and Montgomery (Lieberman & Montgomery, 1998) express their views by noting 

that success of imitation strategy deeply depends on external and internal factors, such as 

market environments and company’s resources.  

As Lieberman and Asaba (Lieberman A. , 2006) have noted: “Imitation of superior products, 

processes, and managerial systems is widely recognized as a fundamental part of the 

competitive process”. In their earlier article where they discuss the first mover advantages 

(Lieberman & Montgomery, 1998), they conclude that successful pioneers seldom can 

prevent entry by competitors. Of course, such imitation is likely to reduce the pioneers´ 

profits while generating broader gains in economic welfare as prices and costs fall. 

Furthermore, Katz and Shapiro (Katz, 1985) proved that if competitors explore a possibility 

of standardization, they are likely to imitate other firms in order to reduce costs. Supporting  

this view Schnaars (Schnaars, 1994) in his book is discussing the fact that imitation strategy is 

less costly when compared to other strategies, as imitators do not have to spend their 

resources on research as information is already available for them. However, besides the 

benefits of imitation strategies recognized by these authors, there are several researches 

done which suggest that imitation strategy involves many risks. For example in their article 

“Why Do Firms Imitate Each Other” (Lieberman A. , 2006) Lieberman and Asaba reveal that 

imitation strategies usually intensify the competition and are seen as a temporary solutions.  

Moreover, they suggest that this strategy is good for keeping the market share stable rather 

than increasing it.  It has to be noted that there are obvious benefits as well as trade-offs 

when looking at different competition aspects, which can be only explained by analyzing 

internal and external environments of individual companies. 

In his article Kevin Zheng Zhou (Zhou, 2006) explores that imitation can take different levels, 

from pure clones known as me-too products, to creative imitation, when firms take existing 

products and make improvements on them. Moreover it has to be noted that imitation 

strategy can involve all or different combinations of 4P’s including: price, product, promotion 

and place. Considering different business environments and circumstances, innovative 

strategies widely vary, as some firms decide to copy all the aspects of their competitors 
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while others choose one or design combinations of several 4Ps. In the article “How Much to 

Copy” (Csaszar & Siggelkow, 2012) authors distinguish the levels of imitation strategy as 

small, intermediate and very broad imitation strategies. Further they explore which of the 

levels are most useful and look deeper at the factors that influence the success of imitation 

strategy. They conclude that in order to measure the success levels of imitation strategies 

many aspects have to be analyzed. Even firms operating on the same markets differ a lot on 

Cadopted by the companies which have capabilities on analyzing and predicting their 

competitor’s moves. This supports our view that competitive actions and reactions are 

closely related aspects and that in order to explain the implications of these moves external 

and internal environments have to be analyzed of firms involved in the competition.  

 

2.4.4 Co-opetition strategy (skr11003) 

In the past, strategy researchers tended to view competition and cooperation as  opposite 

ends of a single continuum (Dr.Cristina Garcia, 2002). This conceptualization is, according to 

Garcia and Velasco unfortunate in that it forces researchers and managers to rank strategic 

alternatives and choose one over the other (Dr.Cristina Garcia, 2002). As a result of 

combinations of cooperation and competition behavior, it is possible to distinguish several 

options within a strategic alliance: Cooperation-dominated relationships, equal relationships 

(co-opetition) and competition-dominated relationships. 

After reading peer-reviewed articles about co-opetitive strategies, we found out that most of 

the authors agree on a common definition of the term “Co-opetition”.  

The term co-opetition was firstly coined by Ray Noorda, founder of the networking software 

company Novell, who stated that the combination of the two terms competition and 

cooperation is well suited to modern dynamic relations (Barbara Bigliardi, 2011). In Noorda´ 

s opinion, two or more companies, which decide to co-opete, first have to clearly define a 

mission and a well-defined scope of the market in concern. Only if these conditions exist, 

cooperation and competition can successfully co-exist and can be carried out at the same 

time (Ketchen D.J Jr., 2004). According to Rond and Bouchikhi (Rond M.D., 2004), companies, 

traditionally, used to neglect partnerships because their possible parnters were competing 

on the market as a single and independent entity. Conversely, in today´s competitive 

environments, companies are more and more adopting alliances, with both suppliers and 
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customers. This fact is mainly due to the numerous advantages and benefits that companies 

see in alliances, and as a consequence in the adoption of a co-opetition strategy (Peng T.J.A., 

2009). Many companies adopt a co-opetition strategy in order to expand their business  

(Pangarkar N., 2001) and still many companies have speeded up their success by 

simultaneously cooperating and competing with other companies (V.P., 1999). Garcia and 

Velasco (Dr.Cristina Garcia, 2002), are discussing the fact that a cooperation among 

companies including competitors can stimulate socioeconomic progress es by improving 

knowledge development and utilization, increasing the volume and quality of goods and 

services, and expanding markets. Co-opetition also provides a way of getting close enough to 

rivals to predict how they will behave when the alliance is over. Through this type of 

strategic relationship, the partners can complement and enhance each other in different 

areas such as production, introduction of new products, entry into new markets, reduction 

of cost and risk, creation and transfer of technology, capabilities and further more. 

(Dr.Cristina Garcia, 2002). 

In their article about a successful co-opetition strategy based on the evidence from an Italian 

Consortium, the authors Bigliardi and Dormio  (Barbara Bigliardi, 2011) further underline 

that in today´s business environments, which are marked by high levels of competition and 

globalization, co-opetitive alliances are acquiring more and more an important strategic 

value. However, many companies still have problems with accepting this kind of strategy, 

since it forces competitors to cooperate together and share former secret information. The 

authors state that this reluctance is mainly due to the fact that managers at first generally 

see alliances as a way of losing control (Barbara Bigliardi, 2011). On the other hand, 

however, there are famous co-opetition examples of big competitors such as the 

cooperation between Boeing, British Aerospace, Construcciones Aeronauticas of Spain, and 

Deutsch Aerospace of Germany. These airplane manufacturers for example, created an 

alliance to spread out the extremely high costs of developing a new large jet airplane (T.L, 

2000). Conversely, they have seen alliances as the appearance of convenience  (Barbara 

Bigliardi, 2011). 

For Padula and Dagnino (Padula, 2000), the co-opetitive perspective stems from the 

acknowledgement that within a firm´s interdependence, both processes of value creation 

and value sharing take place, giving rise to a partially convergent interest (and goal) 

structure where both competitive and cooperative issues are simultaneously present and 
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strictly interconnected. The authors further state that this fairly new approach to strategy 

gives rise to a new kind of strategic interdependence among firms that is termed by them as 

the coopetitive system of value creation  (Padula, 2000). 

 Grandori and Neri  (Grandori, 1999) went deeper into that issue and underlined that 

although the coopetitive system creates value, it often happens, however, that the business 

interests of one partner are not necessarily aligned with the supreme interest of the other 

partner(s). This incomplete interest creates a so-called positive-but-variable game structure 

(Grandori, 1999). Positive, because the partners can share their resources and upgrade and 

innovate through common knowledge transfer. On the other hand, variabili ty creates 

uncertainty due to the competitive pressure of firm´s interdependence, in a way that the 

partners cannot know exactly to what extent each of them will benefit from the cooperation 

compared to the other(s) (Grandori, 1999).  

These competitive pressures, emerging within a cooperative structure have been discussed 

by several authors, such as Hennart  (Hennart, 1991)and Hill (Hill, 1996), who found out that 

especially in innovative business contexts, the possibility of exploring opportunistic behavior 

is low, and as a consequence, the reputational incentives are weak.  

This view is also supported by Grandori (Grandori, 1999), who stated that co-opetition, on 

the one hand involves hostility due to conflicting interests and, on the other hand, it is 

necessary to develop trust and mutual commitment to achieve common goals.  

Grandori (Grandori, 1999), further stated that the more trust between business partners 

develops, the less control will be carried out by both of them, which could eventually lead to 

an opportunistic behavior of either partner. To sum up, there have been many authors 

criticizing Co-opetition as a marketing strategy due to the likely effect of one party taking an 

opportunistic behavior.  

In their academic research about Co-opetition, the authors Dagnino and Padula (Dagnino, 

2000) defined trust within co-opetitive relationships by different degrees: weak trust, semi-

strong and strong trustworthy behaviors, and even distrust. They also found out that the 

degree of trust is likely to change several times in a business relationship due to the many 

and dynamic changes in the business environment. Moreover, the authors underline that co-

opetitive partnerships are neither strictly competitive nor strictly cooperative: they are both 

at the same time and typically involve mixed motives in which the partners have private and 

common interests (Dagnino, 2000). 
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Based on Hamel (Hamel, 1991) ,the competitive pressure emerging from co-opetitive 

relationships is related to the fact that the partner who is able to adapt and learn faster may 

decide to end the relationship once he has achieved his own learning objectives, without 

considering the interest of the other partner(s). However, Bigliardi (Barbara Bigliardi, 2011) 

stresses the fact that especially in uncertain markets like today´s, it is essential to consider 

an alliance as part of a business strategy. Customers nowadays, regardless the country, 

require the highest quality product at the lowest price possible. In addition, the products 

that are on today´ s market often require to be realized with complex technology, which is 

difficult to be obtained by a single company. As a result, Bigliardi (Barbara Bigliardi, 2011) 

underlines the importance of entering into partnerships with competitors in order to be able 

to develop new products or enter new markets by using shared technologies. Although, the 

author states that alliances represent a successful tool that allows companies to gain a 

strong competitive position in a market characterized by increasing globalization, she, 

however, states that alliances are hard to be realized, as well as expensive and require a lot 

of trust and effort from both competitors (Barbara Bigliardi, 2011). Bengtsson and Kock  

(Bengtsson, 2000) agree on that view and present in their articles about co-opetition two 

types of problems that arise when companies enter into a partnership with their 

competitiors: the lack of top management collaboration in developing a co-opetition mind 

set, and the existence of a collusive situation. They emphasize the need for top managers of 

both companies to actively reinforce co-opetitive efforts in order to allow its successful 

adoption (Bengtsson, 2000). The authors have stressed in their studies that the cooperation-

competition tension should not be seen as dangerous if top management understands and is 

able to communicate to all the members of the organization that cooperation and 

competition can exist simultaneously, and that both them can contribute in achieving the 

organizational goals (Bengtsson, 2000). Previously, Lado pointed out too that the top 

management team´ s contribution in promoting or discouraging co-opetitive behaviors 

clearly affects the firm´ s ability to participate in co-opetitive partnerships. As stated above, 

the second obstacle in a co-opetitive relationship is the occurrence of a collusive situation. 

The fact that two or more companies cooperate by sharing parts of their business, from 

which they believe to achive a competitive advantave, implies that more organizations can 

interact in rivalry due to conflicting interests and at the same time can cooperate due to 

common interests (Bengtsson, 2000). 
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By summarizing the main results of the literature review, it is possible to state that, overall, 

co-opetition potentially can lead to competitive advantages, provided that its related 

problems mentions above are minimized or avoided at all. The main findings are summed up 

as follows: 

 Co-opetition emerges, when two firms cooperate in some activities in a strategic 

alliance context, and at the same time compete with each other in other activities  

 Co-opetition creates additional value for business partners and helps them to share 

economic resources in a more efficient way 

 Co-opetition is based on a variable-positive sum game, which can bring mutual, but 

not necessarily fair benefits to the business partners involved 

 Co-opetition often leads to a form of competitive pressure, which in return 

undermines the coopetitive structure 

 Co-opetition may results in a situation, where one business partner leaves the 

strategic partnership, when he thinks that he has gained enough know-how and 

benefits 

Based on the research literature on co-opetition, it is possible to list in a further step the 

main advantages that a company may derive from such a strategy as follows  (Barbara 

Bigliardi, 2011): 

 Synergistic effect: Large and small companies when working together can form a 

strategic network thus achieving synergy effects in the production of know-how. The 

benefits of synergy often turn into competitive advantages than can be achieved only 

through the sharing of experience, entrepreneurial and management skills, culture 

and spirit of initiative, know-how, efficient production processes or an efficient 

distribution network  (Barbara Bigliardi, 2011) 

 Specialization: Co-opetition models provide companies with specialized 

management, marketing skills, as well as they facilitate the access to technology and 

the adoption of patents and trademarks  (Barbara Bigliardi, 2011) 

 Advantages of scale: Can be achieved by a company over time through supremacy 

over its competitor and can bring cost advantages through economies of scale, 

market power and benefits derived from its experience 



 Companies´ Reactions to Rival´ s Actions in the FMCG Industry  
 

 
29 

 

 Risk reduction: Many companies enter into co-opetitive alliances in order to reduce 

the threat created by other competitors in order to achieve a diversification of 

resources and markets. To eliminate the threat, companies can work together to 

spread risks  (Barbara Bigliardi, 2011) 

After having analyzed the diverse views on the term Co-opetition, we were interested in the 

general definition of the term co-opetitors. Although several companies have practiced co-

opetition in the past, researchers started very late to look deeper into that topic. As stated 

above, strategy researchers have tended to view competition and cooperation as opposite 

ends of a single continuum (Dr.Cristina Garcia, 2002). On the one hand, this helps us in our 

research process to keep a good overview, as the amount of articles based on this topic is 

fairly low, but on the other hand, there are not as many different views for that kind of 

strategy as we have found on imitation strategy, differentiation strategy and rival´s actions. 

For the term “co-opetitors” we have found the following views of authors:  

According to Allan Afuah (Allan, 2000), the word coopetitors is used as a substitute for the 

phrase of stakeholders, whereas Brandenburger and Nalebuff  (Barry J. Nalebuff, 1997) 

originally coined the term coopetitors to embrace – in addition to stakeholders and 

complementors – another important group of strategic players that are the firm´s 

competitors. The two authors have suggested taking into account five different kinds of 

players: the firm itself, its competitors, its customers, its suppliers, and its complementors 

(Barry J. Nalebuff, 1997). Regarding a company´ s competitors and complementors, Nalebuff 

and Brandenburg suggested the following: 

 In marketing strategy, companies have to take their complementors into 

consideration if customers value their products more when used simultaneously with 

the products of other player´s 

 In marketing strategy, companies have to take their competitors into consideration, if 

customers value their product less when they can have the competitor´ s product 

Further, they underline that marketing should not been seen from a war-perspective, but 

rather as war and peace at the same time. It is important to compete and cooperate 

simultaneously (Barry J. Nalebuff, 1997) and this is what co-opetiton is all about.  
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3 Conceptual Framework (skr11003) 

According to Colin Fisher (Fisher, 2004), the purpose of a Conceptual Framework is to show 

the theories and explain how they connect to each other. With the help of the literature 

review, we created the following conceptual framework which carries the title “How 

companies in the FMCG industry react to rival’s actions?”, and concentrates on the topics 

that we mainly focused on in this master thesis project: 
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Figure 4: How Companies  in the FMCG industry react to riva l ’s  actions   

This conceptual framework is designed in order to guide the reader through the findings of 

this project and to explain how companies in the FMCG industry react to their rival’s actions. 

First of all we have to talk about the characteristics of the competing companies, the size of 

the markets they compete on and the previous competitive history between them. These 

factors determine and design the competitive strategies for the companies. Based on the 

thorough analysis of these factors, companies then choose preferably one out of three 

defined marketing reaction strategies and our aim is to explore which strategy is chosen 

under what circumstances, as well as to explore the field deeper, in order to see if there are 

any other strategies that are not yet covered in the literature.  
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4 Methods and Research design (jke11003) 

This chapter is designed to show the reader what type of research methods are used in this 

master thesis as well as explain thoroughly how each of these methods will be used. We will 

start by talking about the method that we have chosen to analyze the key secondary data 

and will continue by giving a descriptive process of how the interviews were designed and 

analysed. Later in this chapter we will also introduce the reader to the research approach 

that we used when conducting this analysis, as well as provide the arguments to support our 

chosen approach. 

 

4.1 Secondary Research (jke11003) 

For our secondary research process we decided to choose structured approach for several 

reasons. First of all after conducting the primary investigation of informational landscape of 

interest areas we already came up with preliminary research question. Continuing with the 

research process for the literature review we already had a clear structure of the concepts 

and theories that we are going to use in our Master Thesis. Most importantly we decided to 

choose structured approach prior to the grounded theory is because of the limited time we 

have to conduct the process of this research. Moreover as suggested by Fisher we want to 

have more control over the chosen research method and outcome, which can be achieved 

by conducting structured research. 

 

4.2 Primary Research (jke11003) 

In this chapter we are going to continue with discussing the research methods by analyzing 

different aspects of the primary research approaches. In this project we are going to conduct 

the interviews with the experts within the Cosmetics Industry. Now we will introduce the 

aims of these interviews as well as explain why we have chosen to use the semi-structured 

interview approach.  

In order to get the best outcome from the chosen respondents, we decided to use the semi-

structured interview approach. Even though we do not really know the possible answers that 

we are going to get, as well as we are trying to look for new ideas and approaches to our 

research topic, we agreed that choosing an opened interviews as our primary method would 
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create a very broad expectation spectrum not allowing us to evaluate it accurately. 

Therefore we decided to use semi-structured interviews, where we are going to design the 

questions prior to the interviews as well as discuss the possible outcomes and the ways of 

getting the most important information from our respondents. Moreover choosing the 

research method which is described to be in the middle of the two extremes (open 

interview/pre-coded interview) allow us to be more flexible and open minded towards the 

possible outcomes of this research. More specifically we are planning to apply the critical 

incident approach to our semi-structured research method. Our intention is to ask the target 

experts to think of the occasions in their working live where they had to deal with their 

competitive rivalry situations and explain this into more detail. This primary data collected 

through the semi-structured interviews will later be compared to the secondary data that we 

already have presented in our PM1 report and out of this comparison conclusions will be 

drawn.  

 

4.3 Research approach (jke11003) 

In this subchapter we are going to explain what type of research approach was chosen to 

conduct this master thesis as well as show the reader why this approach was seen as the 

most appropriate for this type analysis. As Fisher (Fisher, 2004) states in his book all the 

researches can be described as discoverers and by their different characteristics of research 

approach they are divided into two groups: explorers and surveyors. . As we did not know 

the actual outcome of this study we decided to choose exploratory approach to our 

research. As discussed by Fisher, one of the biggest limitations of this approach is that the 

outcome of the research cannot be generalized and applied within different circumstances. 

Therefore we are not going to claim that our findings will be applicable to all FMCG 

companies, but rather limit ourselves to Cosmetics industry. One of the parts of this research 

is to conduct opened interviews with experts in this industry in order to support our 

theorethical research. Therefore we think that by choosing exploratory research approach 

instead of surveyor approach we will not limit ourselves to closed questions and will try to 

keep opened minds in order to get the most accurate outcome.  
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4.4 Target interview partners (skr11003, jke11003) 

Due to our common interest in the fast moving cosmetics goods industry, we decided to 

conduct our interviews with marketing managers of four different, large multinational 

companies within the cosmetics goods industry in Austria and Lithuania. All in all, four 

interviews have been conducted, in which we asked the marketing managers generally the 

same questions, with some adaptations for each company, based on our interview 

guidelines that had been developed together before the interviews. Our aim was to find out, 

whether the marketing managers of the cosmetics goods companies support our identified 

marketing strategies-, differentiation, imitation, and co-opetition, or, if they name new 

strategies that have to be added in the data analysis of this  master thesis.  

 

4.5 Interview guidelines (skr11003) 

Before conducting the interviews, we set up interview guidelines that assured us to ask the 

same questions to the marketing managers of the cosmetics goods companies. The 

guidelines were divided into several sub-chapters and the respective questions within the 

sub-chapters can be found in the Appendix section of this Master Thesis. The structure of 

the interviews looked like the following: 

 

Introduction of the Interview 

1.) Presenting the topic of the Master Thesis “How companies in the FMCG industry 

react to rival´s actions”, but not naming the identified marketing strategies in 

advance 

2.) Explaining the overall duration of the interview (30-60 minutes) 

3.) Promising that the companies and their products will  not be named in the Master 

Thesis 

Main Part of the Interview 

 

1. Subchapter: Questions related to the secondary research part of Rival´s Actions 

 

We have designed the first part of the interview questions based on the findings of the main 

theorethical part of Rival’s Actions. The aim of these questions is to find out as much as 
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possible about the rival’s actions and how the interviewed company chooses to predict 

them. Moreover, our aim is to find out how the characteristics of rival’s actions, size of the 

company, size of the market and previous history can affect the development of reaction 

strategies in these particular companies. The following questions will be asked: 

 Could you please describe how your company follows the marketing actions of 

competitors (Point of Sale Actions, Product launches, etc.)? Is this a main part of the 

work of the brand managers or the upper management? 

 Does your company use particular strategies to predict the marketing activities of 

your biggest competitors, for example when a competitor is about to launch a new 

product? Do you may base your strategy planning on previous actions that 

competitors have taken before? 

 Let us assume that one of your biggest competitors is about to launch a new product 

on the market that is similar to one your own products. How would you react in that 

case? 

 

2. Subchapter: Questions related to the secondary research part of Imitation Strategy  

In this part of the interview our aim was to find out if any of the companies that we 

interviewed have ever used Imitation strategy as the reaction tool to their competitor’s 

actions. By asking open ended questions we wanted to find out what are the factors 

influencing company’s decisions, when they choose to react with this strategy. The following 

questions have been asked:  

 

 Could you name me a case, where you reacted to the launch of a new product by a 

competitor with a Me-Too product? 

 Do competitors of you often react with Me-Too products? 

 Do you think it makes sense to go on the market with a Me-Too product? 

 When you think on retailer owned brands, who like to imitate your products, do you 

think that consumers believe that private labels do have the same effect on their 

body, skin and hair as your products have? Or do you think that those consumers 

choose such private labels because of the lower price? 
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3. Subchapter: Questions related to the secondary research part of Co-opetition 

This part of the interview was designed with the aim to find out what makes our interviewed 

companies to react with co-opetition strategy. When conducting our theorethical analysis 

we obtained information stating that this strategy is the least used strategy in the FMCG 

industry, therefore we have designed the questions, which we thought could bring the 

answers why this is not commonly used strategy and how marketing managers feel about it. 

The following questions were asked: 

 

 Has there been a case in the past, where your cosmetics division cooperated with a 

competitor in an important process (Production, R&D, Marketing, etc.) or exchanged 

know-how? 

 Do you think it would make sense and be enriching for your cosmetics division to 

exchange know-how with a competitor or do you think that this is more dangerous 

than helpful? 

 Could you imagine giving your trust to a certain competitor? 

 

4. Subchapter: Questions related to the secondary research part of Differentiation 

Strategy 

In the last part of the interview we have designed similar questions to the previous parts, as 

we thought this would bring the best answers when talking about Differentiation strategy. 

Our research showed that this strategy is most commonly used by the leading company’s 

and that by using this strategy they can be perceived as innovators and win the bigger 

market share from the very beginning. The aim was to find out whether these findings are 

applicable in the real life situations and therefore, the following questions were designed:  

 

 How would you react, or how did you react in the past, when one of your competitors 

has lowered the price on a permanent basis, of a product that is similar to yours? 

 Is there an incentive system in your company that rewards employees for inventing 

new product ideas? 

 How often on average do you launch new products? 
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5 Findings and Discussion (jke11003, skr11003) 

In this chapter we are going to analyze and discuss the findings of the four interviews that we 

have conducted for this master thesis, as well as compare them to the results of our 

theorethical research. One of the main common ideas that we have managed to obtain from 

these interviews, is that leading companies mostly like to use differentiation strategies in 

their business. This pictures them as industry innovators and moreover, helps to win the 

bigger market share from the very beginning. Also, we have learned that in many cases, only 

those companies that have appropriate resources can use this strategy wisely. Moreover, we 

can agree with most of the authors whose works we have analyzed, that co-opetition, while 

very useful is still not a common strategy used in this particular industry. Last but not least, 

we will also show the reader that even though Imitation strategy was meant to be the most 

common one, according to many authors cited before, our findings show that in many cases 

leading companies try to avoid this strategy in their competitive behavior.  

 

5.1 Findings and Discussion: Case 1 (skr11003) 

The first company that we interviewed for our project operates worldwide with leading 

brands and technologies in three business areas: Laundry and Home Care, 

Cosmetics/Toiletries and Adhesive Technologies. The headquarters of the company is 

located in Germany and the whole organization counts more than 47,000 employees 

worldwide.  As stated above, we are concentrating our research on the cosmetics goods 

industry. Therefore, we contacted the marketing manager of the Cosmetics goods division of 

the company in Austria and conducted a very interesting interview, in which we wanted to 

find out, whether the company´s cosmetics division supports our defined marketing reaction 

strategies, differentiation, imitation, and co-opetition, or if they state other strategies that 

we would have to add respectively in our master thesis. In this company, the brand 

managers of their respective product categories, but also the upper marketing management 

is responsible for monitoring the marketing activities  of competitors by doing regularly store 

checks and making pictures in the stores of promotion activities, such as Point of Sale 

marketing. Monitoring their rival´s actions is an important part of their everyday business in 

order to be able to react accordingly with counter measures. Although, the upper marketing 
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management is trying to plan and predict the actions of its rivals with particular strategy 

planning tools on a regular basis, the focus lies definitely on their own corporate strategic 

planning. What is more, our interview partner stated that it is often hard to plan spec ific 

reactions on time, since competitors only get to know new product launches three to four 

months in advance, which is a too short time to invent also a new product or a Me-Too 

product. When a new product is about to be introduced to the market, the res pective 

company presents the product idea to all the retailers, who in return decide, whether or not 

the new product will be listed in their store shelves. Once, a new product is introduced to all 

the retailers, which happens as stated above three to four months in advance, the 

competitors get to know from the retailers about their rival´s actions and can plan a reaction 

strategy accordingly. By asking for critical incidents during the interview, we found out that 

the interviewed company does not really use price reductions when competitors launch new 

products that are similar to the ones that our interviewed company is already offering on the 

market. In such a case, the company enforces their promotion activities in the stores and the 

media, and controls the marketing mix respectively. The marketing manager named an 

example, when one of their biggest competitors recently launched a hair care product line 

that was very similar to the hair care product line of the interviewed company. The product 

of the competitor is therefore a Me-Too product, since the competitor launched the product 

more than one year after our interviewed company, which means that they reacted 

accordingly after the product has been already launched. The word “after” has to be 

underlined here, since there have been also critical incidents in the past, where our 

interviewed company launched a new product and a competitor launched a very similar 

product only one to two months later. In this case, although the later-launched product can 

be seen as a Me-too product, it is unlikely that the competitor really wanted to launch a Me-

Too product due to the very close launching time. Normally, the time between inventing, 

production and launching a product takes more than eight months, so it is very unlikely that 

the competitor wanted to imitate our interviewed company. The marketing manager of our 

interviewed company stated several times that her company has been the innovating 

company within the hair care and coloration division in Austria and Germany in recent years 

and has been imitated by other competitors very often. According to her opinion, imitation 

can be very successful and can be definitely seen as a useful reaction strategy, however, it 

cannot be compared to the success that companies have when first coming to the market 
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and by following a differentiation strategy. In her opinion, it is always an advantage to be the 

first-mover on the market. When asking her, if it is easy for competitors to predict her 

company´s marketing activities, she answered that sometimes it is and sometimes not, 

depending on the product category. However, as stated before, competitors can at least 

plan three to four months in advance suitable reaction strategies, since at that time the new 

products are introduced to the retailers.  During the interview, the marketing manager of 

the cosmetics division gave us an example of a critical incident, where our interviewed 

company launched a very successful coloration mousse product in September 2010, which 

was a real innovation on the coloration market, since consumers can color their hair with 

that mousse without getting dirty hands like they get normally when coloring their hair. 

Together with the launch of the product on the market, the interviewed company marketed 

the mousse on TV, in magazines, in the stores, and at other places with the slogan: “The 

innovation of [Company Name]”. Half a year later, one of the biggest competitors of our 

interviewed company in the cosmetics sector launched the same product, with only a 

different name and a slightly different packaging. Their marketing activities, however, were 

exactly the same as the ones of our interviewed company and also their slogan included 

“Innovation of the year”, although it was not an innovation, since our interviewed company 

was first on the market with their coloration mousse. Our interviewed company reacted in a 

way that the law department was sending first warning letters to the competitors and 

wanted them to put the word “innovation” out of their marketing slogan, which they 

eventually did, since otherwise they would have been taken to court. In the stores, our 

interviewed company reacted with no price reduction on the mousse; however, they 

intensified their marketing mix and promotion activities in a way that they used a 

differentiated marketing strategy by promoting their coloration product in different ways 

than the competitor. At the moment, the coloration mousse of the competition is offered in 

the stores at a slightly lower price than the one of our interviewed company; however, the 

marketing manager does not intend to reduce the price too, since the performance of their 

pioneering product is very good. She further told us  about another critical incident, where 

the company introduced in spring 2011 a hair powder under one of their youth-oriented 

umbrella brands that has been covered by the interviewed company from their own 

professional hair division. The professional hair division serves products to hairdressers in 

Austria and sets trends on the hair market. Since the powder product performed very well in 
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the hair dressing saloons, the retail division of our interviewed company copied the powder 

for the general consumers too. At the moment, no competitor has a similar product to the 

powder on the market, although the launch has been very successful. When talking with the 

marketing manager about retailer owned brands who like to imitate the products of big 

players in the FMCG industry like our interviewed firm, the marketing manager stated that 

her company is not really threatened by private labels, since most consumers know that the 

private labels often do not have the same good results on hair and body like the products of 

cosmetics-specialized companies have. In the last part of the interview, we wanted to know 

from the marketing manager, whether there has been a critical incident in the past, where 

her company has cooperated with a competitor and the answer here was a clear, No. In her 

opinion, it can make sense in the field of the tech industry or heavy producing industries to 

cooperate with competitors in order to make the production process more efficient, 

however, in the marketing department of her company there has never been a case where 

two competitors cooperated and exchanged know how. However, she named us a critical 

incident of the adhesive technology part of her company, which produces adhesive products 

that are also bought by big competitors for the production and usage of their own products. 

 At the end of the interview, the marketing manager underlined again that differentiation is 

the most important strategy in order to be successful and keep up with rivals. In order to 

enforce their innovation and differentiation drive, the company offers a special platform on 

which employees can write down their product innovation ideas and good ideas are sent to 

the headquarters in Germany for approval. The interviewed company itself is a high 

innovator in the cosmetics goods industry and has launched a total number of 60 new 

products on the Austrian market in 2010. Based on the critical incidents given by the 

Austrian marketing manager and the company´s philosophy, we can conclude that 

differentiation is their mainly used strategy, whereas imitation is rarely used and co-

opetition is not a common strategy in the marketing department. 

 

5.2 Findings and Discussion: Case 2 (skr11003) 

The second company that we interviewed is one of the biggest players in the cosmetics 

goods industry in the world and has devoted itself solely to one business: beauty. The 

company has set itself a mission of offering all women and men worldwide the best of 
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cosmetics differentiation in terms of quality, efficacy and safety. In Austria, the company has 

about 200 employees and is writing very good results. As we have several contacts with 

employees in that company, one of them arranged an interview appointment for us with the 

business unit manager of the cosmetics mass market division of the company in Austria. As 

in the interview before, we did not tell the business unit manager that we have already 

defined three distinctive marketing reaction strategies, since we wanted to know, how he 

would react, in order to compare our theory results with the secondary data. We asked the 

business unit manager almost the same questions like we did before and we found out that 

in his company not the marketing managers, but only the brand managers are responsible 

for following the marketing activities of their competitors. They do so by reading beauty 

magazines, going to stores and checking the Point of Sale material, following TV ads and 

commercials, and so on. In contrast to the other company, the interviewed company has 

special strategic departments situated in the headquarters that are responsible for 

monitoring rival´s actions in specific countries and for planning reaction strategies with the 

business unit managers of each country respectively. Similar to the marketing manager of 

the other interviewed company, the business unit manager of this company underlined that 

the focus lies on planning their own product strategy. He told us that often his company gets 

to know through word of mouth that new products are about to be launched on the Austrian 

market, which also helps them to plan reaction strategies if necessary. If not through word 

of mouth, at least three months in advance competitors get to know which competitor will 

launch new products and in which category. This statement is consistent with the one from 

the previous company. The interviewed business unit manager told us that the retailers send 

out an overview of the launching list every spring and autumn to the category managers, so 

that they can start planning the position of their products in the drugstore and supermarket 

shelves accordingly. He gave us an example of a critical incident that happened in 2009 when 

his company got to know through word of mouth that a big competitor will launch a new 

coloration line targeting the youth market by introducing new fresh and exciting colors. At 

the same time, the interviewed company has started the planning process for a new 

coloration too and in the end they decided to change the target group to younger people too 

and speeded up the production process. At the end, the coloration line of our interviewed 

company was launched two weeks before the one of their competitor and was a huge 

success on the market. When we asked him, how his cosmetics division would react if  one of 
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their biggest competitors is about to launch a new product that is similar to their own 

product line, he answered that he would not prioritize reducing the price  of their own 

product line, but  they would intensify their promotion activities. For example, last year, they 

reacted on the launch of a new product of a competitor that was similar to their own 

product with a successful marketing activity: a huge billboard of their coloration line hung on 

for several weeks on the front-side of Vienna´s famous city hall and a famous actress served 

as their testimonial. During the interview, the business unit manager named us a critical 

incident, where a strong competitor has launched a new body care line that was targeting 

older women and very similar to existing products of our interviewed company. The business 

unit manager stated that they reacted accordingly by intensifying their marketing activities 

and they decided to wait on the quarterly results of the new product before setting other 

actions like price reductions, and so on. The imitating company offered the product at a 

slightly lower price; however, the interviewed company did not follow with a lower price. 

When talking about how easy it is for competitors to predict his divisions´ marketing 

activities, he responded that his company is following a strict company policy that does not 

allow employees to speak about upcoming product launches with competitors, so from that 

point of view, it is very hard for competitors to get critical information about new launches. 

However, as each company has to present new product launches to the retailers some 

months in advance of the actual launch, competitors get to know about their launches 

before they are on the market. This allows competitors to plan marketing activities that take 

a shorter period of time, however, according to the business unit manager, coming up with a 

totally new product too, is almost impossible within only two or three months. 

We further talked with him about the launch of the product “XY” by one of their biggest 

competitors, which is a special mousse that colors your hairs easily without getting dirty 

hands as usually with such products. Here, the interviewed company decided to respond 

with an imitation product half a year later, since the saw a big potential in this innovation 

product. He further stated that entering the market with a Me-too product is a very 

important strategy, especially, when there has been no other competitor before coming on 

the market with a Me-Too product. In his opinion, not only the first-mover has an advantage, 

but also the second mover, since he is the one who can improve the product and challenge 

the price on the market. In the case of the mousse, the interviewed company decided to 

launch their new product at a slightly higher price than the one of their competitor, because 
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they wanted to underline their exclusiveness for which they are well-known among 

consumers. He stated that very often, consumers combine a product that costs a bit more 

also with better quality and effects, which is definitely true for his division. We talked about 

another critical incident, where the interviewed company launched a new deodorant “XY” 

for men and women that promised to protect consumers from sweating for 48 hours in 

total. There has been no similar deodorant on the market before that promised the same 

long duration and the business unit manager told us that very soon after they launched the 

new product, competitors came up with Me-Too products that promised the same results, 

namely a protection of 48 hours. However, in his point of view, producing such an effective 

product takes more times than just two or three months, so he assumed that some 

competitors only changed their deodorant formula that they have used before slightly and 

put the same promise of 48 hours on the packaging. Approximately seven months after our 

interviewed company has launched the innovation deodorant product, their biggest 

competitor on the deodorant market launched a deo that promised 72 hours of protection, a  

strategy that enforced the interviewed company to come up with a Me-Too product in that 

case. Since the interviewed company has currently more than 600 patents on their products 

running, it happens very often that they take competitors´ actions to court, for example, 

when they use similar logos, packaging, and marketing slogans. When we further talked 

about imitation with the business unit manager, he underlined again that their main focus 

lies on differentiation and innovation and not on imitation. However, there have been 

critical incidents in the past where his division reacted to a competitor´s product with an 

imitation strategy. One example was the launch of the coloration mousse, which we 

described above and there has also been a particular anti-ageing formula that was a huge 

success on the Austrian market and firstly introduced by one of their biggest competitors. As 

a reaction of that success, the interviewed company used a similar formula for a new anti-

ageing product line and offered it at a slightly higher price in the pharmaceutical industry 

and on the retail market. In return, it has also happened in the past very often that 

competitors imitated their products, especially in the skin care and body care division, where 

the interviewed company is the strongest performer, not only on the Austrian market, but 

worldwide. When asking him, if his company is threatened by retailer owned brand who 

often imitate their own products, he gave us a clear no as answer, since private label 

formulas cannot be compared with their exclusive and innovating products. In his opinion, 
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customers who are buying their products are not really users of private labels. To the end of 

the interview we talked with him about co-opetition, where he answered similar to the 

marketing manager of the other cosmetics company in Austria. In his opinion, it would not 

make sense to cooperate with a competitor when it comes to research and development, 

marketing, production, and so on, since each company is unique and has its own ideology. 

Innovation and differentiation are the most important strategies in his company too, 

followed by imitation. There is an incentive system that rewards employees with a special 

bonus if they invent new product ideas that are eventually converted into practice. The 

interviewed is very active and has launched more than 90 new products in all of their 

categories in 2010.  

 

5.3 Findings and Discussion: Case 3 (jke11003) 

The third company that we interviewed for our master thesis is the smallest out of other 

interviewed companies. This company operates in Latvia, Estonia, Belarus, Check Republic, 

and Slovakia but mainly in Lithuania where the headquarters are based. This company has 

several brands in the hear care and cosmetics industries. The whole organization counts 

around 800 employees which are mostly located in the origin country Lithuania. As our focus 

is purely based on theorethical framework of the cosmetics industry we contacted marketing 

manager, as this person is responsible for cosmetics division in Lithuania. We were 

welcomed to come and conduct the interview, which was aimed at finding out what type of 

marketing reaction strategies are used and weather their view supports our defined 

material.  

Firstly we found out that marketing department of this company is investing a respected 

amount of time into monitoring their competitor’s actions. As marketing manager s tated 

there are several channels that they choose for this monitoring. As the first example we 

were explained that they always read the press releases within cosmetics industry in 

Lithuania as well as other markets that company operates in. Secondly, we were told that 

same as other two companies that we interviewed before, marketing department pays a lot 

of attention to the store evaluations, as in their opinion this is a very useful way to follow 

their competitors actions. Thirdly we found out that this company is also reviewing 

advertisements of their competitors in the foreign magazines, as their main competitors are 
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mostly big international companies and this is a good way to follow them. From the first 

answer we understood that in general it is very important to follow competitor’s actions and 

this company pays a lot of attention to that. Mowing on with the second question, which 

was aimed at finding out what kind of strategies this company use in order to predict their 

rivals actions we also find out that the answer for this question is always very specific to 

each company. Marketing manager said that because their company does not have any large 

domestic competitors their focus is always directed to international cosmetic companies. 

Therefore they do not prepare any particular strategies in order to predict their actions, as 

there is no need for that. The main reason causing that is because Lithuania is considerably 

small market, therefore usually new launches and promotions normally come later when 

compared to the bigger markets. By following new launches in the foreign markets this 

company can easily predict that it will occur in their market later after two or three months.  

As already mentioned before, we have decided to use several critical incidents  in our 

interviews in order to find out how marketing managers from the different backgrounds 

would react to in the same situations. In the fourth question we have given the situation 

where the manager was asked how company would choose to react if the biggest 

competitor would decide to launch the product which is very similar to one of their range. 

The answer showed one more time that the reaction differs within different companies and 

highly depends on their backgrounds, markets and products. As this Lithuanian company has 

a specific range of organic products, they are targeting a specific market. As a result 

marketing manager has stated that company would never choose to lower their prices as 

this would damage their reputation of being exclusive. But from the other side the company 

might think of special discounts or promotions in such occasions. Moreover, when it comes 

to Lithuanian market this company can benefit from their specific market, which normally 

prefers Lithuanian products. Therefore it was also stated that even if the similar product is 

launched in many cases it does not have a heavy effect on their sales.  

Mowing on we have found out that at the moment this company is mostly threatened by the 

new, as well as existing companies which are expanding into organic cosmetics industry.  It is 

known that organic products are becoming more and more popular these days, therefore to 

protect their position this company is continuously advertising on the TV and in various 

magazines. As their reaction to these changes marketing manager revealed that they invest 

more and more money every year to their promotion campaigns.  
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Mowing on we have asked whether similar products offered by their competitors are at the 

lower prices when compared to their price range.  The following answer stated that prices 

are mostly very similar, but even if the competitor’s prices would be much cheaper it would 

not affect their price strategies as that would not be possible considering their exclusive 

product range. 

Before the interview we have done our research about this company and have found out 

that they recently launched new product line of the hair color. Taking this into consideration 

we have asked marketing manager what kind of strategy they have chosen when launching 

this product line. The main reason was because this company does not have enough 

recourse in order to compete with the biggest companies in this sector; therefore they could 

not offer these products at the lower prices. As a result it was decided to offer a slightly 

different product with organic ingredients at the higher price, by heavily stressing the 

benefits of it through advertising campaigns. Next question have felt into the context, where 

marketing manager was asked if the company have ever chosen to react to their rivals new 

launches by introducing a Me-too product. We were explained that because of their smaller 

scope and limited abilities when compared to their main competitors, this company would 

never be able to compete on the same level – introducing same quality products at the 

similar prices. This company sometimes chooses to adopt some features of the products 

produced by their competitors, but to create exactly same product would be too costly 

because of the lack of economies of scale. These facts again show that ways of reacting 

highly depends on the characteristics of the company, as well as their competitors and 

markets they compete on. 

Moving on we have also asked to name any situations where this company have co-operated 

with their competitors. The answer showed that this company did not get a chance to do so 

yet, but might consider this option as it would be beneficial for them when developing new 

technologies and creating new products.  

To finish this interview with we have asked marketing manager of Lithuanian cosmetics 

company to tell which strategy he thinks is the most useful when it comes to their view. 

Once again we found out that each strategy has to be specifically adopted by every 

company. There are many factors that play role when designing reaction strategies and in 

this case the manager has chosen differentiation strategy which he thought is most useful 

for their company at the moment.  
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To conclude the data analysis of the third interview we can state that in this case, reaction 

strategies chosen by our interviewed company highly depend on many factors: company 

background, market they compete on, competitor’s background as well as the history 

between the two companies. Also it has been stated that monitoring competitor’s actions is 

an important part of the company’s overall strategy used to compete. Moreover, we found 

out that this company does not have any special strategies designed in order to predict their 

competitor’s actions, as this information normally reaches them anyway. One more 

interesting fact which was revealed during this interview is that because of exclusive range 

of the products this company sells, this company would not choose to react with lower 

prices if the similar product of theirs would be launched by rival company. And last but not 

least, the main point that was brought up during this interview is that differentiation 

strategy is most commonly used in this company and is thought to be most effective when 

compared to other, imitation and co-opetition strategies.  

 

5.4 Findings and Discussion: Case 4 (jke11003) 

The last company that we have interviewed is an international beauty company selling direct 

in more than 60 countries worldwide. Company has a wide range of innovative beauty 

products inspired by nature, which are marketed mainly through a sales force of over 3 

million independent consultants. This company is proud of their respect to people and 

nature, which underlines the company’s operating principles and is reflected in their social 

and environmental policies. In Lithuania, this company has about 20 full-time employees and 

around 10.000 independent consultants. We have decided to contact company’s Lithuanian 

office directly and after the introduction of our group and project to kindly ask if there is 

anyone willing to help and talk to us about their business insights. They agreed to arrange 

the interview with us and one of the marketing executives of the marketing division of the 

company in Lithuania. The setup of the interview was very similar to the previous ones. We 

explained the marketing executive the goals and purpose of our project but we did not 

mention the three main strategies that we have already defined during the analysis of the 

secondary data. As mentioned before in this way the information that we get from these 

interviews will allow us to compare the findings.  
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From the first question we have found out that same as in the second company that we 

interviewed; in this company mainly brand managers are responsible for the evaluating and 

following competitor’s actions. Company’s business model is based on the direct sales 

purely; therefore their products do not get the chance to get into the store shelves. As 

explained by the marketing executive this is considered to be a disadvantage when talking 

about their competitors who use these types of distribution channels. This is because 

company does not get valuable information about the store layout plans, which is the main 

source for the other companies, when finding out about new launches and promotions of 

their competitors. As a result this company has developed other ways to follow their rival’s 

actions. One of the main things this company does is analyzing websites of their competitors 

– where they can easily follow the news and future plans. Also brand managers regularly 

read beauty news portals, fashion blogs, beauty magazines. Never the less, this company 

agreed with the previous Lithuanian beauty company, that it is much easier to follow 

competitive moves in the small country like Lithuania, as new launches normally occur 

several months before on the bigger markets, allowing marketing divisions to plan 

accordingly in Lithuania.  

From the second answer to the question, whether this company uses any particular 

strategies to predict marketing activities of their competitors, we have found out that they 

believe that this is not necessary and that the mentioned actions that brand managers take 

are enough to be fully informed on what is to come in this industry. Also marketing 

executive have explained that normally they have their marketing activities planned at least 

a year ahead, which makes it very difficult to adopt it according to every new launch by their 

competitors.  

Moving on with our interview, we have asked the marketing executive how he thought 

company would react if one of their biggest competitors was about to launch a similar 

product to one of their own products. We found out, that depending on their product life 

cycle, they might even react to this by introducing the price promotion or the price 

reduction, which we did not hear in the previous interviews. However, same as in the 

previous interviews, marketing executive agreed that reimbursing marketing activities is one 

of the best ways to protect company’s market share in these situations.  

The following question aimed at finding out real competitive situations, that his company is 

involved. Firstly we found out that because of the size of this company, as well as the size of 
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their competitors – there are thousands of products being launched every year. We were 

explained that with the high number of the new launches every year, it would be hard to 

react to each of them. Moreover, these launches are not new innovative products, but 

mostly upgrades from the previous ones. Therefore the main focus is placed only on the 

products which are truly innovative and can change the beauty market. For example, this 

year all the companies were mainly concentrating on their ecological product lines because 

it is becoming very popular in the cosmetics industry and everybody wants to catch this 

wave. In order to stay competitive, this company is investing a lot of money into their R&D 

divisions where they have more than 100 scientists working on the new formulas and 

products. Company presents regular updates to their customers on what is going on in that 

field, in this way winning the trust of them. Moreover, company heavily invests in their 

advertising activities, as well as regular training sessions for their independent consultants, 

which is the main marketing force.  

When asked how company adopts their price according to their competitors, we found out 

that normally they have their pricing strategies set for at least one year in advance and 

usually it is quite hard to change in between, therefore company chooses to go with the 

promotional campaigns instead. From these answers we can agree that the bigger the 

company, the less flexible it becomes when talking about the changes on the market.  

Following question was presented with the intention to find out whether is hard for their 

competitors to predict their own marketing actions. We were explained that because 

company chooses to regularly update their customers about their development plans, as 

well as work in progress, it is easy to access this information. They have their own news 

portal on their website, and every competitor can easily access it and analyze their actions in 

advance, which this company does not see as a disadvantage, as they think of themselves as 

truly innovative and most of their formulas are very hard to repeat and would be too costly 

for most of their competitors. When asked if it often happens that competitors sue each 

other because of the marketing actions that are copied from them or somehow misleading, 

we found out that as far as this marketing executive knows, this has never occurred in their 

company’s history. It can be stated here, that this is a sensitive topic for any company, and 

even if it would happen, the company might choose not to share this information with the 

outside world, in order to protect their reputation. On the other hand, marketing executive 



 Companies´ Reactions to Rival´ s Actions in the FMCG Industry  
 

 
50 

 

agreed that sometimes they have business conversations with their competitors where they 

discuss each other’s marketing activities in order to avoid these situations in the first place.  

Mowing on we have asked the marketing executive to share their company’s experience 

where they have reacted to the launch of the new product with a Me-Too product. From the 

answer we found out that this company, same as other bigger players in the cosmetic 

industry, always try to be an innovator and therefore, invests a lot of money into R&D 

centers where scientist invent new formulas and design new products. However, it was 

admitted that some ideas sometimes are borrowed from their competitors with the attempt 

to add something new to them. Following this answer, we have introduced another 

question, where we asked if there was a case in the past, where their cosmetics division co-

operated with a competitor in production, R&D or marketing activities. We were explained 

that in many cases it is very beneficial to the company’s business to co-operate with their 

competitors. We were given an example where they co-operate with their competitor 

Amway, which has a very successful cosmetics brand Artistry. Moreover, this company is 

also very successful in research and development processes and as a result have several 

times co-operated with the company when creating new formulas. However, when it comes 

to the product design and features companies normally go separate ways.  

To finish this interview with we have asked marketing executive for his opinion, on which 

marketing action strategy is the most useful: imitation, differentiation, or co-opetition. We 

learned that differentiation strategy was thought to be a certain key to success. We were 

explained that in this industry it is very important to be first in the new field. Never the less, 

marketing executive also agreed that in their case co-opetition strategy is also very 

important when it comes to the research and development activities.  

To conclude this interview with, we can note that there is a huge contrast which can be seen 

from the different points of view. The size of the company, the markets they compete on, as 

well as their competitors backgrounds are very important when choosing how to compete. 

Therefore every company and every case is specific and could not be limited to the certain 

reaction strategies based only on the industry characteristics.  This interview have shown 

that because of different business model chosen by this company, monitoring their 

competitors is an important part of their daily business, but because this company does not 

get the chance to follow the product movement in the store shelves they believe that they 

lose an opportunity to know about some new launches beforehand. Never the less, as the 
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company has a yearly strategic plan this makes it difficult to adjust it if some unpredicted 

rival’s action occurs. Moreover, we found out that this company is investing a lot of money 

into their research processes and that in this case co-operating with their competitors is very 

beneficial. They collaborate with one of their biggest competitors when creating new 

formulas, but when it comes to product design they go separate ways. Last but not least we 

were once again proven that in cosmetics industry it is important to be an innovator, which 

means that differentiation strategy is a better choice when compared to other two 

strategies that we discussed in this master thesis.  

6 Analysis (jke11003, skr11003) 

When comparing the results from the theory part of this thesis, where we concentrated on 

the three reaction strategies, differentiation, imitation, and co-opetition, with the results 

from our conducted interviews with upper-level managers and marketing executives in the 

cosmetics goods industry, we found out that all of them supported differentiation and 

imitation. However, co-opetition was only used by one of the companies that we 

interviewed and this at a limited extent.  Both marketing managers from the cosmetics 

goods companies in Austria stated that it could be beneficial to share production, know-how 

and resources in certain industries, such as technology, but in marketing, they say, it is not 

common to share knowledge and work together on a trustful basis. One of the Austrian 

managers told us that another industry part of their company, which is adhesive technology, 

has, however, used co-opetition as a strategy in a way that they offered their adhesives to a 

big competitor on the market who in return used the products for their own production 

processes. This supports our statement that co-opetition can be highly successful in the 

production industry or research and development divisions, however, when it comes to 

services such as marketing and sales, it can be dangerous to share know-how with 

competitors.  

All four companies have brand managers who are responsible for marketing their specific 

products on the Austrian and Lithuanian markets and who constantly monitor the actions 

from rival´s through regular store-checks and other means. For one of the Austrian 

companies, monitoring rival´s actions is so important that also the upper management is 

regularly following on rival´s actions. In his article about product differentiation, Theodore 
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Levitt (Levitt, 1975) stated that companies that organize their marketing this way generally 

have a clear competitive advantage, since putting a brand manager in charge of a market for 

a product that is used differently in different industries clearly focuses attention, 

responsibility, and effort.  One of the companies additionally occupies a special strategic 

department that is responsible for monitoring rival´s actions in specific countries and for 

planning reaction strategies with the respective business unit managers of each country. 

Also, we have learned that monitoring and observing overall competition depends on the 

type of business the company runs. One example is the last interviewed company from 

Lithuania, which concentrates its business on direct sales and therefore does not have access 

to the stores. As a result, the company has to use other monitoring ways to find out about 

their competitors´ moves.  

When talking with the Austrian managers about imitation and Me-Too products, one of 

them stated that they have been using imitation rarely in the past, whereas the other one 

thinks that it can be a very successful strategy and has been often used by the company in 

the past. One of them underlined that entering the market with a Me-Too product is a very 

important strategy, especially, when there has been no other competitor before entering 

the market with such a product. In his opinion, it is not only the first mover who has an 

advantage, but also the second mover, since he is the one who can improve the product and 

challenge the price on the market. This view is  in accordance to Liebermann (Lieberman M. , 

2007) , who stated that imitation strategies intensify the competition and are good for 

keeping the market share stable. All of the managers told us that in Austria as well as in 

Lithuania competitors get to know about new product launches three to four months in 

advance through the retailers who ask them to plan their shelves respectively based on the 

product innovations. This time is too short to also invent a new product; however, it allows 

competitors to adapt the marketing mix that includes promotion activities and other 

marketing actions according to the new product launch of the rival. One of the company´s 

managers in Austria further told us that his company often gets to know about new product 

launches through word of mouth, for example, when former rival employees enter their 

company. All companies have strict policies that do not allow employees to talk about 

upcoming product launches with competing firms; however, it is very hard for companies to 

monitor such word of mouth actions.  
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When it comes to differentiation, both marketing managers from the Austrian multinational 

companies as well as the managers that we interviewed in Lithuania supported the view of 

Porter (Porter M. E., On Competition, 2008) that creating something different and unique 

allows them to command higher prices in the pioneering phase of the product launch, 

however, their critical incidents have shown us that they sometimes also decide to reduce 

their prices after a while, when competitors follow with imitation products. Nevertheless, 

the marketing manager from one of the companies in Austria stated that her company does 

not often follow a price reduction strategy, only if more than one competitor starts to lower 

its prices in the drug stores and supermarkets. Also one of the Lithuanian beauty company´s 

managers agreed on this and stated that reducing their prices would affect their reputation 

of being a premium brand; therefore they have to stick to their prices. In such cases, they 

have to follow this strategy in order to remain competitive on the market. The same 

marketing manager told us that they almost always use a differentiation strategy when 

competitors imitate their products, in a way that they concentrate on the marketing mix of 

the specific product and either re-launch their product after some months with a better 

formula or enforce their promotion activities in the stores and the media. Imitation has also 

been used in the past by this company, but very seldom. In fact, the company has been the 

most innovating one when it comes to hair care and coloration products in Austria and other 

global markets. Theodore Levitt stated that once a product has been accepted by customers, 

the latter change their focus to more price benefits  (Levitt, 2008). During the interview, 

however, we found out that when the interviewed companies launch a pioneering product 

on the market, they most often keep the same price for several months, since their 

consumers cherish them for their high quality and the managers do not think that their 

customers would switch to competitors just for the price. Especially in the coloration 

segment, once a consumer is satisfied with a particular color, she buys the color again, also if 

a competitive product costs some Euros less. So, both of them do not support the statement 

made by Levitt. They, however, are in accordance with Porter, who stated that companies 

have to innovate constantly lest they be condemned to the purgatory of price competition 

alone (Porter M. , 1985). Based on the critical incidents given by one of the Austrian 

marketing managers and the company´s philosophy, we can derive that differentiation is 

their mainly used strategy, whereas imitation is rarely used and co-opetition is not a 

common strategy used by both of the interviewed managers in Austria, but has occurred 
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several times in the global company that we interviewed in Lithuania. All of the companies 

do a lot to stay innovative and differentiated. Beside their research and development 

departments, which are responsible for new product innovations, the companies have 

special innovation platforms on which employees can write down their product ideas, which 

are in a further step proved by the national marketing managers and if they think the idea 

has potential, they send it to the headquarters´ Research and Development departments.  

To conclude with, it can be stated that by choosing different markets and different sized 

companies, we have managed to gather the data and compare it with our theorethical 

findings, with the results that supports our generic ideas. It can be stated that the findings 

from the different companies go in accordance with our view that there are many factors 

affecting marketing managers decisions on how to act and how to react to their competitors 

actions, as well as that reaction strategies could not be generalized in regards of one 

industry, but instead have to be analyzed on the individual company bases. Also, the 

interviews have revealed that monitoring competitors´ actions is an important part of their 

daily business. Moreover, we found out that the companies are investing a lot of money into 

their research processes and that in this case, co-operating with their competitors has been 

proved to be beneficially for at least one of the Lithuanian companies. This distinctive 

Lithuanian company collaborates with one of its biggest competitors when creating new 

formulas, but when it comes to product design they go separate ways.  

7 Recommendation (skr11003) 

As stated in the beginning, using the right marketing reaction strategy at the right moment 

has become indispensible for marketing managers in today´s highly competitive business 

environment. The marketing managers that we interviewed for our master thesis  are all part 

of highly successful multinational companies in the cosmetics goods industry. Beside of 

having popular brands, outstanding advertisement slogans, a successful history and a hard 

working core management, those companies are all putting a lot of money in research and 

development in order to feed the markets regularly with new innovations. Therefore, 

concentrating on differentiation is their first priority and helps them to stand out from the 

crowd. Indeed, not all companies, especially smaller ones, can afford their own research and 

development departments and smaller companies often do not have enough resources that 
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help them to come up regularly with new products. However, trying to be innovative and at 

the same time one step in front of the competition is our main recommendation for leading 

a company to success. What is more, following an imitation strategy can also be a success in 

our point of view; however, this depends, amongst other factors, on how many other firms 

have been imitating the first mover before. In fact, too many imitating products can harm 

the market and the whole industry. Nevertheless, the second mover has the unique chance 

to make the product better than the first mover and so can turn an imitation product to a 

competitive advantage as well. When it comes to co-opetition, we do not recommend 

marketing departments in the fast moving consumer goods industry to co-opete in the first 

place. Although it has been identified through our literature research as being an often used 

strategy in the fast moving consumer goods industry, almost all of our interview partners 

have shown a certain dislike to the co-opetition strategy as it is very risky to open marketing 

secrets to rivals and not really necessary to do so, at least in the marketing departments. 

However, we can recommend co-opetition to manufacturing companies and departments 

that want to safe costs and share production and technology know-how with a certain 

competitor, however, under the premises that the parties involved can trust each other and 

are willing to follow a common mission and goal. 

8 Conclusion 

Throughout the literature research process of this master thesis, we found numerous articles 

that were focusing on differentiation strategy, imitation strategy and co-opetition as being 

widely used by marketing practitioners in the fast moving consumer goods industry when it 

comes to how to react to rival´s actions. After having gained a deeper knowledge about 

those three strategies, we conducted four interviews with marketing managers in the 

cosmetics goods industry. The interviews have revealed that it is important for all four 

companies to be innovative on the market, which means that following a differentiation 

strategy is a better choice when compared to the other two marketing reaction strategies. 

The literature findings combined with the practical examples of the four interviewed 

marketing managers will help marketing professionals, practitioners, academics in the field 

of marketing as well as other people who are interested in strategic marketing to better 

understand the characteristics of three of the most important reaction strategies in 
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marketing: differentiation, imitation and co-opetition and how the strategies can be adapted 

in practice. 
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10 Appendix 

10.1.1 Provenance of the articles (skr11003) 

In this sub-chapter, we will introduce the variety of journals, in which our articles were 

published. The purpose of the provenance analysis is to identify the reliability of the journals 

as well as their prestige and overall reputation (Fisher, Researching and Writing A 

Dissertation, 2004). We have used the journal ranking system of the Cranfield School of 

Management, since it is well known as one of the world´ s most relevant business schools, 

which concentrates in their journal ranking system only on world-class research articles of 

high reputation and quality (Cranfield, 2012). In their ranking system, the journals are graded 

according to the following quality scale: 

 

4* = world-leading 

3* = internationally excellent  

2* = internationally recognized 

1* = national 

 

Below, we would like to present a table that shows the overall picture of the quality of the 

journals1 

 

Journal 1* 2* 3* 4* 

     

Strategic Management Journal 

 

   * 

Journal of Marketing Research 

 

   * 

Academy of Management Review 

 

   * 

Academy of Management Journal 

 

   * 

Management Science    * 

                                        
1 Detailed information about the journals can be found in the appendix of this thesis 
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Journal of Strategic Marketing 

 

 *   

Journal of Marketing 

 

   * 

Harvard Business Review 

 

   * 

Marketing Science 

 

   * 

Journal of Product Innovation Management 

 

   * 

Journal of Management 

 

   * 

Journal of Consumer Marketing 

 

*    

The McKinsey Quarterly 

 

 *   

Marketing Intelligence & Planning 

 

    

Journal of Dynamic Systems 

 

    

The American Economic Review    * 

 

The Journal of Economic Perspectives 

   * 

Busines Horizons *    

Industrial Marketing Management 

 

  *  

Organization Science    * 

Figure 5: Journal Ranking (Cranfield, 2012) 

 

10.2 Journal information (skr11003, jke11003) 

.Strategic Management Journal 
 



 Companies´ Reactions to Rival´ s Actions in the FMCG Industry  
 

 
66 

 

The Strategic Management Journal is an official journal of the Strategic Management Society 

and is designed for both managers and academics. This journal was incepted in 1980 and 

since then it was consistently rated as one of the top publications in the management area 

(Society, 2012). The editors of this journal: Rich Bettis, Will Mitchell and Ed Zajac are well 

recognised professors in the Strategic Management field and in this journal they are focusing 

only on original material concerning all the aspects of the strategic management. 

Magnificent reputation, earned through thirty years of existense, suggests that articles 

published in this journal are always carefully evaluated by the proffesionals and can be 

considered as prestigious materials. This journal was ranked by the Cranfield University 

School of Management Invalid source specified. with 4*- the highest possible rate on the 

scale, which indicates that the Strategic Management Journal is a world leading journal. The 

following articles chosen for our Master Thesis in the field of International marketing were 

published in this journal: 

 Bettis R. & Hitt R. (1995),7-19p.,”The New Competitive Landscape” 

 Dutton  J. & Duncan R. (Dutton & Duncan, 1987), 279-295p., “The Creation of 

Momentum for vChange through the Process of Strategic Issue Diagnosis”  

 Lant  T. K., Milliken F. J. & Batra B. (Lant , Milliken, & Batra, 1992), 585-608p., “The 

role of managerial learning and interpretation in strategic persistence and 

reorientation” 

 Chen Ming-Jeer & Danny Miller, (1994), 85-102p., “Competitive attack, Retaliation 

and Performance: Expectancy-Valence Framework” 

 

 Lieberman Marvin, Montgomery David (Lieberman M. , 2007), 41-58p., “First Mover 

Advantages”  

 

 Dutton, J.; Fahey, L. , 307-323p., (Dutton & Fahey, 1983) “Toward Understanding 

Strategic Issue Diagnosis” 

 

 Dagnino P., 30-62p., (Dagnino, 2000) “Coopetition Strategy: A new kind of interfirm 

dynamics for value creation” 

 

 Grandori N., 50-65p., (Grandori, 1999) “The fairness properties of interfirm networks” 
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 Allan A., 397-404p., (Allan, 2000) “How much do your co-opetitor´s capabilities 

matter in the face of technological change?” 

 

 Lieberman, M. B.; Montgomery, D. B., 1111-1125p., (Lieberman & Montgomery, 

1998)“First-mover (dis)advantages: Retrospective and link with the source-based 

view” 

Journal of Marketing Research 

The Journal of Marketing Research was initiated in 1964 and now reached almost four 

decades of growth. This journal deals mainly with the philosophical, conceptual and 

technical aspects of marketing research, as stated on the American Marketing Association 

(Association, 2012) web-site. The Journal of Marketing Research is designed for both 

academicians and practitioners of marketing research. All  the editorial content is strictly 

peer-reviewed by an expert panel of leading academics within the marketing field. 

Moreover, this journal was also ranked with 4* on the Cranfield University School of 

Management academic journal ranking scale, where 4* is the highest possible score, 

representing world leading academic journals. We came across several articles, which were 

published in the Journal of Marketing Research and after strict evaluation these appeared to 

be most relevant for our Master Thesis:  

 Bowman D. & Gatignon H., (Bowman & Gatignon, 1995), 42-53p., “Determinants of 

Competitor Response Time to a New Product Introduction”  

 Shankar V. (Shankar, 1999), 327-344p., “New Product Introduction,and Incumbent 

Resopse strategies: their interrelationship, and the role of multimarket contact” 

Academy of Management Review 

The Academy of Management Review is a quarterly published journal and is known as one of 

the top ten most influential and most frequently cited management journals (Review, 

Academy of Management, 2012). The editorial team of this journal can be proud of their 

team members who are highly respected professors in the management field, which is the 

main subject analysed within the articles published in this journal. Academy of Management 

Review is receptive to many perspective professionals, including academics, managers and 

criticers. Over the years of its existence, this journal has been proud of its long list of 

individuals who are the winners of the Academy of Managent Review Best Paper Award. This 

journal was ranked with 4* on Cranfield University School of Management academic journal 
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ranking scale, indicating the highest possible ranking and the prestige of the world leading 

journal. We have chosen the following articles, which were published in Academy of 

Management Review, as supporting literature of our research:  

 Chen M. J., (Chen, 1996), 100-134p., “Competitor analysis and inter-firm rivalry: 

toward a theoretical integration” 

 Dutton J. E. & Jackson S. B., (Dutton & Jackson, 1987), 76-90p., “Categorizing 

strategic issues: Links to organizational action” 

 Lieberman Marvin B. & Asaba Shigeru (Lieberman A. , 2006), p. 366-385, „Why do 

Firms imitate each other?”  

 Charles W. Hill, 401-412p., (W.Hill, 1988) “Differentiation Versus Low Cost” 

Academy of Management Journal 

The Academy of Management Journal is a peer-reviewed academic journal, concentrating on 

management field issues (Academy of Management Review, 2012). The mission of this 

journal is to publish empirical researches that test, extend or build management theories on 

an academic level. All the articles published in this journal are strictly reviewed by professors 

within the field and has to make strong empirical contributions to the management studies 

in order to be published. The Academy of Manangement Journal is ranked with 4*, which is 

the highest score and is indicating the World’s leading academic journal’s quality, on the 

Cranfield University School of Management academic journal ranking scale. Further, the 

Academy of Management Journal was ranked as the best academic journal in the world by 

both: “Financial Times” and “Business Week”. To support our research we have chosen the 

following articles, which were published in the Academy of Management Review: 

 Chen M.-J. & MacMillan I. C., (Chen & MacMillan, 1992), 539-570p., “Nonresponse 

and delayed response to competitive moves: the roles of competitor dependence and 

action irreversibility” 

 Walter J. Ferrier (Ferrier, 2002), 301-316p.,” The Impact of Performance Distress on 

Aggressive Competitive Behavior” 

 

 Constantinos Charitou, Constantinos Markides, (Charitou, 2003) 55-63p., “Responses 

to Disruptive Strategic Innovation” 

 

 Gnyawali, Madhavan (Gnyawali, 2001), 431-445p.,“Cooperative Networks and 

Competitive Dynamics” 
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 Danny Miller, Jamal Shamsie (Miller, 1996), 519-543p.,“The Resource-Based View of 

the Firm in two environments” 

Management Science 

The Management Science journal was icepted in 1954 by professors of The Institute of 

Management Sciences. This is a peer-reviewed scholarly journal that publishes a variety of 

scientific research reports, mainly dealing with practices of the management field. The Chief 

Editor of Management Science is the well respected professor Gerard P. Cachon, who is 

famous for his significant contribution to the management science field.  Moreover, the 

respective journal can be proud of the solid list of 21 Nobel Prize Winners who were 

published in it (Science M. , 2012). The Management Science, among other journals selected 

by us, got the highest ranking of 4* on the Cranfield University School of Management 

academic journal ranking scale.  

 Chen M.-J., Smithq K. G. & Grimm M. C., (Chen, Smithq, & Grimm, 1992), 439-455p., 

“Action Characteristics as Predictors of Competitive Responses”  

Journal of Strategic Marketing 

The Journal of Strategic Marketing is focusing on the papers addressing the key aspects of 

marketing and strategic management. All of the articles published in this journal are striclty 

peer-reviewed and must have significant contribution to the Marketing or Management 

field, in order to be considered valuable. The issues discussed within the articles are 

addressed to both, professionals and academics within the marketing and management 

fields. Their mission is to publish state of the art papers, empirical research results, practical 

aspect sof theory, case studies, new methodological developments and even more, to 

encourage discussions of its readers (Management J. o., 2012). This journal is highly 

respected within academics and in 2011, it was rated with 2* on the Cranfield University 

School of Management academic journal ranking scale, where 2* indicates internationally 

recognized journals. The following articles chosen for our research were published in the 

Journal of Strategic Management.  

 Karakaya F. & Yannopoulus P., (Karakaya & Yannopoulus , 2011) 171-185p., “Impact 

of market entrant characteristics on incumbent reactions to market entry”  

 Tsuyoshi Numagami (Tsuyoshi, 2002), 33-48p., “The evolution of organizational 

routines among large Western and Japanese Firms”  
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Journal of Marketing 

The Journal of Marketing was established in 1936 and since then, it has been recognised as 

the leader in the marketing field for more than seven decades. Within the academic 

environment, it is known as a premium scholarly journal focusing on divers issues in 

marketing- and marketing management fields. All the articles are peer-reviewed by highly  

experienced and respected editorial review board members, who ensure the highest quality 

of the articles published (Marketing, 2012). This journal is widely circulated through diverse 

readership of both, academics and practitioners , including leading professors working within 

the field. As many other chosen journals for the secondary research for our Master Thesis, 

the Journal of Marketing was also ranked with the highest possible score 4* on the Cranfield 

University School of Management academic journal ranking scale, proving the high quality of 

this world leading journal. Taking into consideration the prestigious reputation of the Journal 

of Marketing, we dedicated more time while researching for relevant articles within its 

publications and decided to use the following papers to support our research:  

 Kuester  S., Homburg C. & Robertson  T., (Kuester, Homburg, & Robertson, 

Retaliatory Behaviour to New Product Entry, 1999), 90-106p., “Retaliatory Behaviour 

to New Product Entry” 

 Ramaswamy  V., Gatignon  H., & Reibstein D., (Ramaswamy, Gatignon, & Reibstein, 

1994), 54-55p., “Competitive marketing behaviour in industrial markets” 

 Robertson T. S., Eliashberg J.  & Rymon T., (1995), 1-15p., “New Product 

Announcement Signals and Incumbent Reactions” 

 Deshpandé Rohit, Gatgnon Hubert, (Desphande, 1994), 271-287p. “Competitive 

Analysis” 

 

 Maria Bengtsson, Sören Kock , (Bengtsson, 2000)411-426p., “Coopetition in Business 

Networks – To Cooperate and Compete Simultaneously 

 

 Kohli, Ajay K.; Jaworski, Bernard J., 1-8p., (Kohli & Jaworski, 1990)“Market 

Orientation: The Construct, Research Proposition, and Managerial Implications”  

 

 Szymanski, D. M.; Troy, L. C.; Bharadwaj, S. G., 17-33p., (Szymanski, Troy, & 

Bharadwaj, 1995)“Order of entry and business performance: An empirical synthesis 

and reexamination” 
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Harvard Business Review 

The goal of the Harvard Business Review (HBR, 2012) is to be the number one source for the 

best new ideas of creative and leading people. As we discovered, HBR is keeping up well with 

its goal, as this year it was ranked as 3rd best academic journal in the world on the “Financial 

Times” list, as well as 2nd best academic journal in the world on the “Business Week” list. 

This world leading journal is targeting both, business professionals and academics. Articles 

published in HBR are of the highest quality and cover a wide range of topics that are of 

relevance to many industries as well as geographic locations (HBR, 2012). Moreover, ideas 

presented in the articles can be easily translated into actions in real business world, as well 

as serve as the premium sources for future researchers. We have selected the following 

articles, which were published in HBR to support our reaserch:  

 Levitt T. (2004), 1-13p., “Marketing Myopia” 

 C.K.Prahalad, (2004),  “The Future of Competition” 

 D´Aveni R. A0, (2007), 1-11p., “Mapping your Competitive Position” 

 Kevin P.Coyne, J. H. (2009), 1-8p., “Predicting your Competitor´s Reaction” 

 Joel E. Urbany, David B. Montgomery (Joel E.Urbany, 1997), 40-60p., “Competitive 

Reactions and Conjecture: issues and Prospects 

 Michael E. Porter, 20-62p., (Porter M. E., 1980) “Competitive Strategy: Techniques 

for” 

 

Marketing Science 

The Marketing Science Journal (Science M. , 2012) is a well known premier journal focusing 

on empirical and theoretical qualitative research in the marketing field. As many other 

journals that we presented in this literature review, the Marketing Science Journal is also 

targeting a wide audience of business professionals and academics. All the articles are 

striclty reviewed and evaluated by the professional team of experienced professors in order 

to assure the best quality material and reader’s satisfaction. This journal was ranked as the 

world leading academic journal (4*) on the Cranfield University School of Management 

academic journal ranking scale; also, it was included in the “Financial Times” top 40 list of 

the world’s best academic journals, which proves the high prestige and validity of the 
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material published in this journal. We have chosen the following articles to support our 

research process from Marketing Science: 

 Robinson, W. (Robinson W. , 1988), 368-385p., “Marketing Mix Reactions to Entry” 

 Jan-Benedict E. M. Steenkamp, Vincent R. Nijs, Dominique M. Hanssens, Marnik G. 

Dekimpe, (2005) 35-54, “Competitive Reactions to Advertising and Promotion 

Attacks” 

 Marian Moore, Joel E. Urbany, (Moore, 2005), p.138-149, “Reasoning About 

Competitive Reactions: Evidence from Executives  

Journal of Product Innovation Management 

The Journal of Product Innovation Management is the leading academic journal devoted to 

the latest research, theory, and practice in new product and service development, as 

described on the official website (JPIM, 2012). This journal is mainly targeting the academics 

and especially students within the business field. Moreover, it has to be stressed that 

theories discussed within the articles can be also applied in the real business world. Articles 

are strictly peer-reviewed by experienced professors assuring the highest quality sources. 

This journal was ranked by 4* on our chosen ranking scale and therefore can be considered 

as a reliable source for our research. The following articles were chosen: 

 Tomkovich C. & Miller C. (Tomkovich & Miller, 2000), 413-423p., “Perspective-Riding 

the wind: managing new product development in an age of change”  

 Debruyne M. (Debruyne, The impact of new product launch strategies on competitive 

reaction in industrial markets, 2002), 59-170p., “The impact of new product launch 

strategies on competitive reaction in industrial markets”  

 Eric Waarts, Berend Wierenga, (2000), 67-79p., “Explaining Competitors’ Reactions to 

New Product Introductions: The Roles of Event Characteristics, Managerial 

Interpretation, and Competitive Context” 

Journal of Management  

Journal of Management (JOM, 2012) is another brilliant source of scholarly empirical and 

theoretical research articles. All the articles published in this journal are strictly peer-

reviewed and as well written to the highest standards to ensure the best implication on the 

management field. It is mostly aimed at academics, but is also very useful for management 

professionals. On Cranfield University School of Management ranking scale it was ranked by 

4*, indicating the world’s leading class journal. We came across few articles that are high ly 
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relevant to our research field, and will be used as bases to support our research for the 

master thesis.  

 David J. Ketchen, Charles C. Snow, Vera L. Hoover, (2004), 779-804p., “Research on 

Competitive Dynamics: Recent Accomplishments and Future Challenges”  

 Ketchen David, S. C. (2004), 780-793p., “Research on Competitive Dynamics: Recent 

Accomplishments and Future Challenges” 

Journal of Consumer Marketing 

The Journal of Consumer Marketing (Insight, 2012) is written by practitioners, consultants 

and marketing academics and is aimed at marketers who are seeking for a deeper 

knowledge on how people behave as consumers worldwide and how it does affect the world 

of business. A great mix of theory and practice make this journal a useful source for 

academics as well as experienced business professionals. Even though the Journal of 

Consumer Marketing this year was ranked by 1* on our chosen ranking scale, representing 

nationally recognized journals, it has to be mentioned that only best journals are included in 

the list of Cranfield University School of Management. We have chosen the following article 

to support our research process: 

 Al Ries, Jack Trout,(1986), 77-82p., “Marketing Warfare” 

McKinsey Quarterly  

McKinsey Quarterly is the business journal edited by the global consulting firm McKinsey & 

Company (Company, 2012). The goal of this business journal is to inform the global senior 

management, but is also applicable in the academic business and management fields. The 

content of this journal is always critically evaluated and therefore always addresses the 

issues of current highest priority. McKinsey Quarterly is an internationally recognized 

journal, therefore it is ranked with 2* in the chosen latest ranking scale of Cranfield 

University School of Management. For further evaluation of this Literature Review we have 

chosen the following article:  

 Philip Kotler, Ravi Singh, 1981,  “Marketing Warfare in the 1980s”  

 

Marketing Intelligence & Planning 

The next chosen journal as the secondary source for our Master Thesis - Marketing 

Intelligence & Planning (Emerald, 2012) is aimed at academics and marketing managers. The 
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fundamental goal is to provide a source that could help to put the research plans into action, 

therefore it is very practice orientated. All the articles are strictly peer-reviewed by the 

professional team of academics in Emerald, the world’s leading scholarly publisher. 

Marketing Intelligence & Planning is a newly established journal, therefore it is not very well 

known among the audiences and as a result it is not included in our journal ranking system. 

However, we consider it to be a valid and reliable source, as it is suggested by Emerald. The 

following articles were chosen to support our research:  

 Tomaz Kolar, Andrej Toporisic, (2007) 203-216p., “Point of View: Marketing as 

warfare, revisited” 

 Sharp Byron, 4-10p., (Sharp, 1991) “Competitive Marketing Strategy: Porter  

Revisited” 

 R. J. Speed, 20-31p., (Speed, 1989) “Oh Mr.Porter! A Reappraisal of Competitive 

Strategy” 

 

 

Journal of Dynamic Systems 

The Journal of Dynamic Systems  is aimed at both: academics and business management 

professionals. It is concentrating on articles, which can be thereotically applied and which 

always contain new theoretical developments and knowledge. This journal is translated from 

its original Spanish language (Revista de Dinámica de Sistemas) and  is higly ranked in its 

original geographical area. Articles  are peer-reviewed by the experienced team of 

professors, ensuring the highest quality and reliability. However, this article was not ranked 

on our chosen ranking scale as it was only recently decided to translate it to other languages 

as well. The following article was chosen to support our research:  

Kunc, M. (2005).” Illustrating the competitive dynamics of an industry: the fast-mowing 

consumer 

10.2.1.1 The American Economic Review 

The American Economic Review is an economics journal covering vast variety topics of this 

subject. It was established in 1911 and currently it is the most respected scholarly journal 

within economics professionals. All the articles published in this journal are of the highest 

quality and are strictly evaluated by an experienced team of professors.  On our chosen 



 Companies´ Reactions to Rival´ s Actions in the FMCG Industry  
 

 
75 

 

journal ranking scale, the American Economic Review scores 4*, which represents the best 

world leading academic journals. We have chosen the following articles for our Master 

thesis:  

 Michael L. Katz and Carl Shapiro, (Katz, 1985), 424-440, “Network Externalities, 

Competition, and Compatibility 

 Granovetter Mark, Economic action and social structure: “The Problem of 

Embeddedness” (Mark, 1985), 481-540p. 

 Katz, Shapiro, 424-440p., (Katz, 1985)“Network Externalities, Competition, 

Compatibility” 

 

10.2.1.2 The Journal of Economic Perspectives 

The Journal of Economic Perspectives (JEP)   is concentrating on the most prestige articles 

which enable the reader to synthesize and integrate lessons learned in class and in real 

business environments, as well as suggest directions for future research.  This journal is 

recognized as a world leading academic journal and is scored with 4* on our ranking scale. 

The following article was considered to be relevant for our research topic:  

 Bikhchandani Sushil, (Bikhchandani, 1998), 151-170, “Learning from the Behavior of 

Others” 

Strategy and Leadership 

Strategy and Leadership (Emerald, 2012) is another journal that caught our eyes when doing 

research on the chosen topic. This journal is mainly targeting the leaders who are 

responsible for the competitive development in different organizations, but is also useful 

when it comes to the academic field. The articles published in this journal present the 

thoughts, advices and analyses of the world’s current revolutionary thinkers. Strategy and 

Leadership is a relevantly but rather new journal, therefore it is not widely recognized and as 

a result it was not included in our chosen ranking scale. However, it has also been approved 

by Emerald Association, suggesting that articles published in this journal are peer-reviewed 

by academics, ensuring high quality.  

 Barry J. Nalebuff, Adam M. Bradenburger, 28-35p., (Barry J. Nalebuff, 1997) “Co-

opetition: Competitive and cooperative business strategies for the digital economy” 

Business Horizons 
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Business Horizons (Horizons, 2012) is an official journal of Kelley School of Business, Indiana 

University. It is targeting both segments: academics and practitioners. Articles published in 

this journal cover a broad range of topics within the business field. Moreover, editors are 

mainly concentrating on papers which encourage the readers to think about the business 

practice in new and innovative ways. All the articles are strictly peer-reviewed to ensure the 

highest quality and standards. Business Horizons was ranked with 1* on the chosen ranking 

scales in the year 2012. The following article was chosen to assist us when conducting our 

Master Thesis:   

 Benett Roger C., Cooper Robert G., 78-83p., (Bennett & Cooper, 1979) “Beyond the 

Marketing Concept” 

Industrial Marketing Management 

The journal of Industrial Marketing Management (Management I. M.) provides theoretical as 

well as empirical research which is aimed at marketing academics and practitioners within 

industrial and business-to-business fields. All the articles published in this journal are 

reviewed by international scholars and practitioners who assure the right balance of theory 

and practical applications. This journal is included in our chosen ranking scale and represents 

the score of 3* - an internationally excellent journal. The following article was chosen:  

 Zhou, Kevin Zheng, 394-402p., (Zhou, 2006)“Innovation, imitation, and new product 

performance: The case of China” 

Organization Science 

The journal Organization Science (Science O. , 2012) is well known within the academic field 

of organizational studies and is ranked among the top journals in management, in terms of 

impact on strategy field and organization theory. Articles published in this journal cover 

various topics like organization theory, strategic management, sociology, economics, 

political science and psychology. It is ranked with 4* in the chosen ranking scale, 

representing the word leading quality journals.  

 Csaszar, Felipe A.; Siggelkow, Nicolaj, 661-676p., (Csaszar & Siggelkow, 2012)“How 

Much to Copy? Determinants of Effective Imitation Breadth”  
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10.3 Shortlist of concepts (jke11003) 

In this sub-chapter, we will give the reader an account of the chosen concepts by 

explaining briefly the main definitions. To be consistent with the structure of this paper, we 

will outline the concepts in the following order:  

 Competitive Behavior – “the direct struggle between individuals for environmental 

necessities or for a common goal” (Definitions, 2012). Analyzing how companies react 

to their rivals actions can also be defined as competitive behavior between two or 

more companies.  

 Differentiation Strategy - “approach under which a firm aims to develop and market 

unique products for different customer segments. Usually employed where a firm has 

clear competitive advantages, and can sustain an expensive advertising campaign. It 

is one of three generic marketing strategies that can be adopted by any firm”  

(Dictionary B. , Business Ddictionary, 2012). As differentiation strategy is one of the 

main three strategies that we have chosen to discuss in this project, we think it is 

crucial to introduce the reader by defining it in this early stage.  

 Imitation Strategy – “the act or an instance of imitating. Something derived or copied 

from an original” (Dictionary T. F., The Free Dictionary, 2012). Analysis of this 

strategy will also construct considerably large part of this project; therefore we have 

chosen it as a definable concept. Moreover we think that in order to avoid the 

confusion we have to remind that this strategy is often named as a Me-too strategy – 

but it has to be mentioned that these two strategies slightly differ and shall not be 

presented as one.  

 Co-opetition Strategy - “generic condition in which there is simultaneous co-presence 

of competition and cooperation, the term co-opetition strategy emphasizes the 

strategic intent embedded in it and its ensuing managerial implications” (Giovanni & 

Locco, 2009).  

 Fast Moving Consumer Goods Industry - “Fast Moving Consumer Goods are a multi-

million pound industry. The sector includes groceries, beauty products and home care 

companies, the majority of which come from large global corporations, who employ 

people in general management, engineering, IT, finance, human resources, sales, 

marketing and manufacturing. Those in the industry believe, live and breathe their 

http://www.definitions.net/definition/struggle
http://www.definitions.net/definition/common
http://www.definitions.net/definition/goal
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product, and become obsessed by where it’s sold, who’s using it and what the ads 

look like. Lots of companies offer the opportunity to travel, and boast attractive 

graduate training schemes”  (Magazine, 2012). 

 Fast Mowing Consumer Goods - “Frequently purchased essential or non-essential 

goods such as food, toiletries, soft drinks and disposable diapers” (Dictionary B. , 

Business Dictionary, 2012). 

 Competition - “Economics: Rivalry in which every seller tries to get what 

other sellers are seeking at the same time: sales, profit, and market share by offering 

the best practicable combination of price, quality, and service. Where 

the market information flows freely, competition plays a regulatory function in 

balancing demand and supply“ (Dictionary B. , Business Dictionary, 2012). 

 

10.4 Interview Details 

10.4.1 Interview 1 (skr11003) 

Interviewee: Simone Kolar  
Interview partner: The Marketing Manager of the Cosmetics division Austria of one of the biggest 
companies in the FMCG industry worldwide  
Date of the Interview: April 18th, 2012 
Interview location: Vienna, Austria 
Duration of the Interview: 23 Minutes 
Number of employees: 47.000 worldwide 

 
Rival´s Actions Questions: 

Question 1: Could you please describe how your company follows the marketing actions of 

competitors (Point of Sale Actions, Product launches, etc.)? Is this a main part of the work of the 

brand managers or the upper management? 

Question 2: Does your company use particular strategies to predict the marketing activities of your 

biggest competitors, for example when a competitor is about to launch a new product? Do you may 

base your strategy planning on previous actions that competitors have taken before? 

Question 3: Are you often informed already in advance when one of your competitors is about to 

launch a new product on the Austrian market? 

Question 4: Let us assume that one of your biggest competitors is about to launch a new product on 

the market that is similar to one your own products. How would you react in that case? 

Question 5: Could you please name a critical incident, where a competitor has launched recently a 

new product? 

http://www.businessdictionary.com/definition/economics.html
http://www.businessdictionary.com/definition/seller.html
http://www.businessdictionary.com/definition/sales.html
http://www.businessdictionary.com/definition/profit.html
http://www.businessdictionary.com/definition/market-share.html
http://www.businessdictionary.com/definition/practicable.html
http://www.businessdictionary.com/definition/combination.html
http://www.businessdictionary.com/definition/labor-rate-price-variance.html
http://www.businessdictionary.com/definition/quality.html
http://www.businessdictionary.com/definition/final-good-service.html
http://www.businessdictionary.com/definition/market.html
http://www.businessdictionary.com/definition/information-flow.html
http://www.businessdictionary.com/definition/function.html
http://www.businessdictionary.com/definition/demand-and-supply.html
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Question 6: How did you react? 

Question 7: Did they offer it to a lower price than your product? 

Question 8: Do you think that it is easy for your competitor to predict your marketing activities? 

Question 9: When we think back to the Launch of the product “XY”; the product is a special mousse 

that colors your hairs easily without getting dirty hands as usually with such products. How long did it 

take until your competitors launched a similar product on the market? 

Question 10: Has your competitor launched the “Me-Too” product at a higher or lower price 

compared to your pioneer-product? 

Question 11: When we think back to the launch of the product “XY” by one of your most successful 

youth brands; the product is a special powder that has a similar function like a hair gel and comes in 

a fancy packaging. How long did it take here, until the competition launched a similar product on the 

retail market? 

Question 12: Do you currently have a patent running on one of your products? 

Question 13: Does it happen often that competitors sue each other because of a marketing action or 

a launch activity? 

Imitation Questions: 

Question 14: Could you may name me a case, where you reacted to the launch of a new product by a 

competitor with a Me-Too product? 

Question 15: Do competitors of you often react with Me-Too products? 

Question 16: Do you think it makes sense to go on the market with a Me-Too product? 

Question 17: When you think on retailer owned brands, who like to imitate your products, do you 

think that consumers believe that private labels do have the same effect on their body, skin  and hair 

as your products have? Or do you think that those consumers choose such private labels because of 

the lower price? 

Co-opetition: 

Question 18:  Has there been a case in the past, where your cosmetics division cooperated with a 

competitor in an important process (Production, R&D, Marketing, etc.) or exchanged know-how? 

Question 19: Do you think it would make sense and be enriching for your cosmetics division to 

exchange know-how with a competitor or do you think that this is more dangerous than helpful? 

Question 20: Could you imagine giving your trust to a certain competitor? 

Question 21: How would you react, or how did you react in the past, when one of your competitors 

has lowered the price on a permanent basis, of a product that is similar to yours? 

Question 22: Is there an incentive system in your company that rewards employees for inventing 

new product ideas? 
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Question 23: How often on average do you launch new products? 

Question 24: Last question, which marketing action strategy is the most useful one: Imitation, 

Differentiation or Co-opetition! 

 

10.4.2 Interview 2 (skr11003) 

Interviewee: Simone Kolar  
Interview partner: The Business unit manager of the cosmetics division in Austria of one of the 
biggest cosmetics goods companies in the FMCG industry worldwide  
Date of the Interview: April 24h, 2012 
Interview location: Vienna, Austria 
Duration of the Interview: 29 Minutes 
Number of employees: 68.900 worldwide 

 
Rival´s Actions Questions: 

Question 1: Could you please describe how your company follows the marketing actions of 

competitors (Point of Sale Actions, Product launches, etc.)? Is this a main part of  the work of the 

brand managers or the upper management? 

Question 2: Does your company use particular strategies to predict the marketing activities of your 

biggest competitors, for example when a competitor is about to launch a new product? Do you may 

base your strategy planning on previous actions that competitors have taken before? 

Question 3: Are you often informed already in advance when one of your competitors is about to 

launch a new product on the Austrian market? 

Question 4: Let us assume that one of your biggest competitors is about to launch a new product on 

the market that is similar to one your own products. How would you react in that case? 

Question 5: Could you please name a critical incident, where a competitor has launched recently a 

new product? 

Question 6: How did you react? 

Question 7: Did they offer it to a lower price than your product? 

Question 8: Do you think that it is easy for your competitor to predict your marketing activities? 

Question 9: When we think back to the Launch of the product “XY”; the product is a special mousse 

that colors your hairs easily without getting dirty hands as usually with such products. One of your 

biggest competitors has launched almost the same product already half a year before your launch 

took place. Was your product a Me-Too product or did you just have the same idea? 

Question 10: Have you launched the “Me-Too” product at a higher or lower price compared to the 

pioneering product of your competitor? 

Question 11: When we think back to the launch of a new deodorant called “XY” for men and women, 

which promised to protect consumers from sweating for 48 hours, there has been no similar 
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deodorant on the market yet that promised the same long duration. How long did it take until a 

competitor reacted to that product innovation? 

Question 12: Do you currently have a patent running on one of your products? 

Question 13: Does it often happen that competitors sue each other because of a marketing action or 

a launch activity? 

Imitation Questions: 

Question 14: Could you may name me another case, where you reacted to the launch of a new 

product by a competitor with a Me-Too product? 

Question 15: Do competitors of you often react with Me-Too products? 

Question 16: Do you think it makes sense to go on the market with a Me-Too product? 

Question 17: When you think on retailer owned brands, who like to imitate your products, do you 

think that consumers believe that private labels do have the same effect on their body, skin and hair 

as your products have? Or do you think that those consumers choose such private labels because of 

the lower price? 

Co-opetition: 

Question 18:  Has there been a case in the past, where your cosmetics division cooperated with a 

competitor in an important process (Production, R&D, Marketing, etc.) or exchanged know -how? 

Question 19: Do you think it would make sense and be enriching for your cosmetics division to 

exchange know-how with a competitor or do you think that this is more dangerous than helpful? 

Question 20: Could you imagine giving your trust to a certain competitor? 

Question 21: How would you react, or how did you react in the past, when one of your competitors 

has lowered the price on a permanent basis, of a product that is similar to yours? 

Question 22: Is there an incentive system in your company that rewards employees for inventing 

new product ideas? 

Question 23: How often on average do you launch new products? 

Question 24: Last question, which marketing action strategy is the most useful one: Imitation, 

Differentiation or Co-opetition! 

 

10.4.3 Interview 3 (jke11003) 

Interviewee: Jolita Kilinskaite  
Interview partner: The Marketing Manager of the Cosmetics division of the biggest company in the 
FMCG industry in Lithuania 
Date of the Interview: April 23th, 2012 
Interview location: Vilnius, Lithuania 
Duration of the Interview: 20 minutes 
Number of employees: 800 
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Rival´s Actions Questions: 

Question 1: Could you please describe how your company follows the marketing actions of 

competitors (Point of Sale Actions, Product launches, etc.)? Is this a main part of the work of t he 

brand managers or the upper management? 

Question 2: Does your company use particular strategies to predict the marketing activities of your 

biggest competitors, for example when a competitor is about to launch a new product? Do you may 

base your strategy planning on previous actions that competitors have taken before? 

Question 3: Are you often informed already in advance when one of your competitors is about to 

launch a new product on the Lithuanian market? 

Question 4: Let us assume that one of your biggest competitors is about to launch a new product on 

the market that is similar to one your own products. How would you react in that case? 

Question 5: Could you please name a critical incident, where a competitor has launched recently a 

new product? 

Question 6: How did you react? 

Question 7: Did they offer it to a lower price than your product? 

Question 8: Do you think that it is easy for your competitor to predict your marketing activities? 

Question 9: I know that recently you have launched the hair color line, which is new sector for your 

company. What type of strategy have you chosen when launching this line?  

Question 10: Does it happen often that competitors sue each other because of a marketing action or 

a launch activity? 

Question 14: Could you may name me a case, where you reacted to the launch of a new product by a 

competitor with a Me-Too product? 

Question 15: Do you think it makes sense to go on the market with a Me-Too product? 

Question 18:  Has there been a case in the past, where your cosmetics division cooperated with a 

competitor in an important process (Production, R&D, Marketing, etc.) or exchanged know -how? 

Question 19: Last question, which marketing action strategy is the most useful one: Imitation, 

Differentiation or Co-opetition! 

10.4.4 Interview 4 (jke11003) 

Interviewee: Jolita Kilinskaite  
Interview partner: The Marketing Executive of the international beauty company – Lithuanian 
division 
Date of the Interview: April 28th, 2012 
Interview location: Vilnius, Lithuania 
Duration of the Interview: 22 minutes 
Number of employees: over 3.000.000 independent consultants and 8000 full-time employees  
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Rival´s Actions Questions: 

Question 1: Could you please describe how your company follows the marketing actions of 

competitors (Point of Sale Actions, Product launches, etc.)? Is this a main part of the work of the 

brand managers or the upper management? 

Question 2: Does your company use particular strategies to predict the marketing activities of your 

biggest competitors, for example when a competitor is about to launch a new product? Do you may 

base your strategy planning on previous actions that competitors have taken before? 

Question 3: Are you often informed already in advance when one of your competitors is about to 

launch a new product on the Lithuanian market? 

Question 4: Let us assume that one of your biggest competitors is about to launch a new product on 

the market that is similar to one your own products. How would you react in that case? 

Question 5: Could you please name a critical incident, where a competitor has launched recently a 

new product? 

Question 6: How did you react? 

Question 7: Did they offer it to a lower price than your product? 

Question 8: Do you think that it is easy for your competitor to predict your marketing activities? 

Question 9: How many new products your company launches every year?  

Question 10: Does it happen often that competitors sue each other because of a marketing action or 

a launch activity? 

Question 14: Could you may name me a case, where you reacted to the launch of a new product by a 

competitor with a Me-Too product? 

Question 15: Do you think it makes sense to go on the market with a Me-Too product? 

Question 18:  Has there been a case in the past, where your cosmetics division cooperated with a 

competitor in an important process (Production, R&D, Marketing, etc.) or exchanged know -how? 

Question 19: Last question, which marketing action strategy is the most useful one: Imitation, 

Differentiation or Co-opetition? 


