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Resumo:  

O presente relatório incide sobre o estágio realizado no âmbito do mestrado em Estudos 

Interculturais para Negócios do ISCAP, Instituto Superior de Contabilidade e 

Administração do Porto. O estágio decorreu numa pequena e média empresa (PME) 

francesa especializada nas necessidades industriais e logísticas, nomeadamente no que 

diz respeito aos serviços de marketing e e-commerce. A globalização e a 

internacionalização tiveram um impacto no mundo dos negócios e mudaram a forma de 

trabalhar e negociar. As pequenas e médias empresas estão tão preocupadas quanto as 

grandes. Embora as motivações da internacionalização sejam diferentes, é importante 

considerar a internacionalização das PME. A internacionalização tem levantado questões 

quanto à gestão intercultural e como lidar com países e culturas estrangeiras, com 

particular interesse nas estratégias que devem ser adotadas. O objetivo deste relatório é 

definir conceitos-chave como a globalização, internacionalização, cultura e 

interculturalidade e compreender como é que este panorama teve impacto numa PME 

específica e nas suas estratégias de marketing, que representam a base do sucesso da 

empresa. A empresa é descrita, e as atividades e os projetos executados durante o estágio 

de seis meses são descritos e analisados. 

 

Palavras chave: Gestão Intercultural, Estratégias de Marketing, Globalização e 

Cultura 
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Abstract:  

This report will cover the internship realised within the framework of the master’s degree 

in Intercultural Studies for Business from the Porto Business School (ISCAP, Instituto 

Superior de Contabilidade e Admnistraçao do Porto). The internship took place in a 

French small and medium-size business (SMEs) specialized in industry and logistic 

needs, particularly regarding the marketing and e-commerce services. 

Globalisation and internationalisation have had an impact on the business world and have 

changed the way of working and negotiating. Small and medium-size businesses are as 

concerned as large corporations.  Even if the mode and motivations of internationalisation 

are different, it is important to consider the internationalisation of SMEs.  

The internationalisation of companies has raised questions as to intercultural management 

and as to how to deal with foreign countries and cultures with an interest in the strategies 

that should be adopted?  

The objective of this report is to define key concept such as the globalisation, 

internationalisation, culture and interculturality and understand how these concepts have 

had an impact on a specific SME and its marketing strategies which represent the 

foundation of a company’s success. Moreover, the SME company is described, and some 

missions and projects executed during the six-month internship are described and 

analysed.  

 

Key words: Intercultural management, Marketing strategies, Globalisation, Culture 
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Globalisation and internationalisation have had a significant impact on the world. 

Companies are now trading with the world, there is a mix of cultures everywhere; students 

study abroad. Thanks to the internationalisation process, this internship was possible 

under the supervision of the ISCAP in partnership with the Université d’Artois in France 

as part of a double diploma in Languages and Management.  

Globalisation and internationalisation have also led companies to deal and negotiate with 

foreign countries where culture and traditions can be different. The focus of this 

manuscript is on the internationalisation of SMEs (small and medium-size businesses) 

because the internship took place in SEBRAMAT, which is a SME specialised in logistics 

and industrial materials.  

The choice of doing an internship instead of a thesis or a project, in my opinion, not only 

enables a better integration into the labour market by providing work experience, but also 

enables students to apply the theorical knowledge provided by the university to a work 

context. After several interviews with different companies, SEBRAMAT was chosen as 

the host institution due to the diversity of tasks that it handles and its international 

environment. Indeed, the company has to deal with foreign clients and suppliers 

frequently.   

Missions were divided into three main categories: marketing, communication and e-

commerce. During the internship, the main goals were to develop new documents for the 

company such as: technical sheets, brochures, flyers, digital or paper imageries and 

videos. In terms of communication, the communication plan for 2020 was settled with 

the team, which facilitates the management and animation of social medias. E-commerce 

activities were linked to the web-marketing development plan with actions that included 

online sales development, management and the optimisation of the website, and the 

management of the online shop and the addition of new products. During the setting up 

of the company projects, before the beginning of the internship, the company wanted to 

develop the second-hand market online. This project was propelled by the arrival of the 

intern and began with the creation of a new category on the website only managed by the 

intern.  

From a more personal point of view, the internship allowed me to gain more self-

confidence by managing a project from start to finish and progress in a small company 

connected to the world by its foreign suppliers and clients.  
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This present work is organized into six chapters. The first and sixth chapter are 

respectively the introduction and the conclusion.  

Chapter two contains the theorical framework that I establish as my basis for the work 

that I developed. I used desktop research to identify and understand the existing 

information relevant to concepts such as globalisation, internationalisation culture and 

interculturality. This Chapter is divided into four main parts. The first section defines the 

terms of globalisation and internationalisation, describes their impact and the link 

between these two concepts. Emphasis is placed on the internationalisation of companies 

in particular SMEs (small and medium-size business), their motivations and the ways 

they internationalise. The second section focuses more on the concepts of culture and 

interculturality, intercultural management and strategies. The third part puts the emphasis 

on interculturality within the business world. Thus, it presents the development of 

intercultural management and the models that have been established by researches. The 

last part of Chapter two addresses the marketing strategies used by companies working 

in a global environment. This section also defines key term such as marketing (and its 

role). Cross-cultural marketing and international marketing. This theorical framework 

allows us to understand some key concepts in linked with the activities that I was involved 

in and/or encountered during my internship.  

Chapter three is the identity card of the company. This Chapter is divided into two main 

sections. The first section introduces the host institution, presents the company, the team, 

the evolution of the turnover, its products and services and the internationalisation of the 

company. The second part is an analysis of the company with a study of their competitors 

and the environment of the company thanks to tools such as Porter’s five forces, the 

SWOT analysis and PESTLE analysis. This deeper analysis of the company is a way to 

understand the environments of the company and identify the possible issues of an 

eventual internationalisation and of trading with foreign suppliers, clients or partners. 

Indeed, strategies must be adapted according to the company’s objectives as for 

international trades.  

The fourth Chapter presents the internship itself and is divided into four sections. The 

first section describes how the company is organised and the aims of the internship: this 

part also explains how the company implemented a new organisation during the 

COVID.19 crisis and the confinement situation that occurred in France during my 

internship. The second part describes all the missions developed and the projects 
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undertaken related to marketing and communication activities. In the third section of this 

Chapter, e-commerce activities such as the adding of new products to the online shop, the 

optimisation and management of the website and the implementation of the online 

second-hand market are presented. A section is dedicated to the experience within the 

association PART’LOG, which SEBRAMAT is a part of. First of all, the objectives and 

aims of the association are described, such as the creation of the communication plan and 

the organisation of the events. The last part is the assessment of the internship from two 

perspectives: the opinion of the intern and the company.  

The internship and the report work were a way to discover a new company specialized in 

logistics and industry, to understand issues of globalisation and internationalisation on a 

business scale and to enrich knowledge about marketing and cross-cultural marketing 

strategies. This report is the combination of my work experience, a lot of research about 

culture, interculture, globalisation, interculturality, intercultural management and 

strategies and my own personal life experience.  
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CHAPTER  I – THEORETICAL FOUNDATIONS 
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In order to understand how interculturality is a major part of business life today, the 

concepts of globalisation and internationalisation must be defined. Moreover, thanks to 

the comprehension of these concepts of globalisation and interculturality, we can 

understand how marketing strategies could be different depending on cultures.  

The first part of this chapter defines globalisation and internationalisation. In fact, 

globalisation is the phenomenon at the head of major changes that we know today which 

leads to internationalisation. Internationalisation brings about diversity because new 

agreements are made between countries and culture and people have to learn how to deal 

with it. Nowadays, considering culture and interculturality in daily and business life is 

essential. Today, each person will be led today to deal with people from another culture. 

The second part will focus and clarify culture and interculturality. The third part zooms 

in on the impact of interculturality on the business world and the development of the 

intercultural management concept and the models that have been established by research 

based on social experiences and their own life experiences. 

Marketing concept and strategy will be addressed in the fourth part, with the definition of 

the concept of marketing and the tools and strategies that exist in order to establish a link 

with interculturality. This part also allows us to understand the impact of interculturality 

on marketing strategies and how companies have to deal with it.  

 

1 Chapter 1: Theoretical Foundations  

1.1 Concepts of globalisation and internationalisation  

To follow a logical order, understanding the development of globalisation and 

internationalisation is fundamental to understand subjects such as interculturality within 

the business world, ways of communicating, negotiating and customer behaviours 

according their cultures.   

1.1.1 Globalisation  

1.1.1.1 Definition 

The globalisation is a process of intensification of social relations which results in an 

increasing disjunction between space and time. (Laïdi, 2001) 
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According to Held, Mc Grew, Goldblatt and Perraton  (1999), globalisation is more than 

a concept as it also represents a process because the space organisation of social relations 

are completely changed and defined by four progressive changes. According to the 

authors is defined by four changes :   

 

• It involves a stretching of social, political and economic activities across political 

frontiers, regions and continents.  

• It suggests an intensification or increase in magnitude of interconnectedness and 

flows of trade, investment, finance, migration, culture and so on.  

• The growing extensity and intensity of global interconnectedness can be linked to 

a speeding up of global interactions and processes, as the evolution of world-wide 

systems of transport and communication increases the velocity of the diffusion of 

ideas, goods, information, capital and people.  

• The growing extent, intensity and velocity of global interactions can be associated 

with their deepening impact, such that the effects of distant events can be highly 

significant elsewhere and even the most local developments may come to have 

enormous global consequences. In this sense the boundaries between domestic 

matters and global affairs become increasingly blurred. (Held, McGrew, Goldblatt 

& Perraton, 1999: 15) 

 

All changes, technological advances and improvement of daily and business life have led 

to the process of globalisation. However, the very principle of globalisation is the result 

of political relations between the population for millennia. (Rocher, 2001)  

Brunel (2007, p.10 ), for example, defines globalisation as “new in the planetary 

integration of economic and financial, environemental and cultural phenomena”1 

Authors such as Gaston and Khalid  (2010) explain that globalisation is the growth of 

mutliples international factors such as investment, international trades of goods and 

services, social, political and economical ideas.  

As described, gloablisation is a phenoman which has an impact on mutliple factors such 

as the economy, politics, social exchanges and trades. In his book, Rocher  (2001) insists 

 
1 Free translation of the author. In the original « […]”la mondialisation » désigne une nouvelle phase dans 
l’intégration planétaire des phénomènes économiques, financiers, écologiques et culturels. (Brunel, 2007) 
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on that globalisation is a-plural term because three main globalisations exist: the 

economic globalisation, the political globalisation and the cultural globalisation. For the 

author, this distinction must be made even if they are not completely separated. As stated 

by  Hirst, Thompson, & Bromley (1996, p.29), globalisation represents an area where 

“[…] the greater part of social life is determindes by global processes, in which national 

cultures, national economies, national borders and national territories are dissolving.” 

From a personal point of view and what have been understood and seen during the 

internship, globalisation is now a part of companies’ lives. Globalisation has openned 

markets and extended polical relations and it became natural for companies today to be 

confronted with regulations or obligations. Indeed, during the internship, I never felt that 

the company was questionning this concept and working in collaboration with foreign 

suppliers or clients seemed to be a normal occurance.  

 

1.1.1.2 The impact of globalisation 

Globalisation has changed the setting of the labour market. Indeed, nowadays 

globalisation has a great influence on international labour markets. It enables an exchange 

and integration of activities across borders.  (Wolf, 2004) 

Globalisation processes have led to companies’ migration to other parts of the world, 

especially third world countries, thus increasing competition between countries (Rocher, 

2001). At the end of the 90’s, Dolfus (1995) used the term “global village”2 as a symbol 

of globalisation. Even if borders are never erased, diffences are beneficial for companies 

from developed countries.  

Many indicate that the global development of companies has generated economic 

globalisation.  In other words, the internationalisation process is simply the result of the 

globalisation process. The desire of companies and people to conquer international 

markets brings this international expension of globalisation and internationalisation.  

(Boccara, Hecquet, D’Isanto & Picard, 2013) 

Indeed, globalisation had an impact not only on the world, but also on companies. There 

was an increase of foreign competitors in the goods and services’ markets. Moreover, the 

 
2 Free translation of the author. In the original “village planétaire”.  (Dollfus, 1995) 
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opening up of borders, which facilitate the flow of goods obligate companies to anticipate 

competitors’ actions by being on the constant lookout.  (St-Pierre, 2009) This is also an 

opportunity to have a worldwild presence: that is to say, to be able to supply and sell 

abroad while adopting adapation strategies in order to successfully sell a product in a 

foreign market. (Nummela, 2004) 

 

1.1.2 Internationalisation, concept and definition  

As stated previously, internationalisation is the result of globalisation.  

Over the last decades, the question of internalisation has aroused the interest of business 

companies. However, the theory of internationalisation itself is not easy to define. In 

common usage, internationalisation could be describe as “the process of increasing 

involvement in international operations.”(Welch & Luostarinen, 1988, p.36)  

The term internationalisation not only refers to companies but also to other institutions 

such as education, scientific investigations, projects, and so on.  

In the specific context of busines, Wind, Douglas and Perlmutter (1973) have claimed 

that internationalisation is associated to the successive steps of the evolution of an 

organisation’s activities towards a global or regional scale. They associate four types of 

attitudes which reflet the goals of the corporation and lead to management strategies for 

the company’s global operations such as ethnocentrism (home country), polycentrism 

(host country), regiocentricism (regional orientation) and geocentrism (world 

orientation).  

Since the 1970’s, the international trade of goods and services has increased. Indeed, the 

payment balance has registrered a ratio of international exchanges of 30% against 13% 

during at the beginning of the 1970’s. Nevertheless, even if globalisation is a major 

economic phenomenon today, economists and policies that see internationalisation as a 

competition create an amalgame because it is not the nations that are competing, but 

companies. (Crozet & Fontagné, 2010) 

For Biscourp, Kramarz & Crozet (2003), internationalisation must be dynamic. That is to 

say that the concept of internationalisation is based on the company’s movements such as 

importation and exportation, taking into account the product’s destination and categories. 

However, the internationalisation of companies do not rely on exportation and 
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importation alone. Globalisation allows companies to have access to foreign markets, thus 

increasing competitiveness. Companies are free to create their own strategies according 

to their capacities. (Crozet & Fontagné , 2010) 

 

1.1.3 Internationalisation of SMEs  

For several years now, SMEs have aroused interest because they represent a source of 

international dynamism and economic growth. Moreover, small and medium-size 

businesses are now considered as a full-fledged entity and not as a mini company. 

(Laghzaoui, 2009). Internationalisation is not only for the large corporation, focused on 

the economic perspective of globalisation SME’s strategies are oriented toward the 

integration of foreign markets. (Hébert, 2002) 

After considerable studies over the past few decades, several patterns have been identified 

to characterize the internationalisation of small and medium-size companies concerning 

“the timing of entry, the geographic range, and intensity of commitment to foreign 

markets”.  (Kuivalainen, Sundqvist, Saarenketo & McNaughton, 2012, p.448) 

Internationalisation is “the process of adapting firms’ operations (strategies, strcutures, 

ressources, etc.) to international environement.”  (Calof & Beamish, 1995, p. 116) 

 

1.1.3.1 Definition of SMEs 

Multiple factors are taken into account to define small and medium size enterprises (SME) 

such as the number of employees and the annual turnover or balance sheet total. 

According to INSEE (French national institute statistical and economic studies) small and 

medium sized companies must employ less than 250 people with an annual turnover 

which cannot exceed 50 million euro or a balance sheet total which cannot exceed 43 

million euro. For micro-enterprises, the maximum number of employees allowed is 10 

and the turnover cannot exceed 2 million euros.  (Institut national de la statistique et des 

études économiques, 2019) 

The European commision gives more details about the definition of small and medium 

size enterprises, namely referring to the difference between small and medium size. 

Indeed, small companies do not exceed 50 people while medium do not surpass 250. The 
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annual maximum turnover is also different with 10 million euro for small companies and 

50 for medium companies. (Table 1)  

Table 1 SME Definition 

Source:  European Commission, n.d. 

 

1.1.3.2 SMEs diversity and internationalisation  

According to a study conducted by Julien & St-Pierre (2009),SMEs can be classified into 

six categories taking into account their involvement in internationalisation.  

1. SMEs which avoid more or less to globalisation 

This category represents a quarter of SMEs by countries. There are companies such as 

hairdressers, farmers and craftsmen which are concerned because they only work locally 

and are not engaged in a foreign market.  

 

2. SMEs which are locally or regionally involved and passive on global markets  

This type of SMEs is passively engaged in global markets because they supply a part of 

their raw materials to international markets or by locally based intermediaries. 

 

3. SMEs buying a lot in global markets  

The third category includes SMEs which are specialised and in buying in bulk products 

in international markets such as manufacturing SMEs, health services (pharmacies). 
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These companies meet the needs of local and regional markets until suppliers decide to 

open their own shops.  

 

4. SMEs in collaboration with large and medium size exporting companies  

These SMEs provide delivery of services to large companies. That is to say they are at 

the service of large companies by providing them with equipment or advice. They are 

considered subcontractors for instance, in equipment and transport industries. 

 

5. SMEs not much exporter 

SMEs not much exporter will only export less than 15% of their production in one or two 

countries that are geographically or culturally close. Exporting is not a strategy in this 

case. But, in general, these companies minimise risks by exporting in closer markets or 

countries before spreading and developing following the Uppsala model which is 

developed in section 1.1.3.3.   

 

6. Global SMEs  

Global SMEs only represent 5% in developed countries (Roubaud, 2007, as cited in 

(Julien & St-Pierre, 2009). These types of SMEs are engaged in multiple foreign 

markets and countries by their specific features or intentional strategy. Exports begin 

immediately, as soon as the company is created which can be considered a risk because 

prior knowledge of the international market is recommended. 

 

1.1.3.3 The so-called traditionnal internatilisation against “born-again global” 

SMEs or “International New Ventures” 

The majority of small and medium size companies’ internationalization have been 

influenced by Uppsala model, which has been the reference regarding internalisation of 

SMEs’ studies. The Uppsala or U-model has been developed during the 1970’s by a 

Swedish school.  (Johanson & Wiedersheim-Paul, 1975 ;  Johanson & Vahlne, 1977) The 

U-model is characterized by the importance of the progressive nature in the international 

expansion of companies. Steps noted by the authors are  
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• The company does not have regular export activties 

This stage means that the company does not have steady information about the 

market.  

• Exports throught an independent agent 

The second stage means that the company has more steady information thought 

an agent, which allows themto know which factors have an influence on sales.  

• Sales subsidiary 

This stage allows to the company to have more control of the type and quantity 

of information “coming from the market to the firm”  

• Production if a foreing country / manufacturing 

This fourth stage is the sign of a great commitment of the company.  

 

In other words, the objective is to control the international expansion which can help to 

minimize risks linked to the integration into foreing markets. (Tapia Moore & Meschi, 

2010).  

The psychic distance also represents a fundamental concept of the Uppsala model. The 

authors define the psychic distance as “factors preventing or disturbing the flows of 

information between firm and market. Exemples of such factors are differences in 

language, culture, political system, level of education, level of industrial development”  

(Johanson, & Wiedersheim-Paul, 1975, pp.307-308) According to these factors, the 

internationalisation of a firm will be more or less progressive and risky.  

Another point highlighted by the Uppsala model is the gradual acquisition. 

Internationalisation is a risk taken by a company which bring about a great uncertainty. 

Gradual acquisition is a way to be able to respond to the difficulties that 

internationalisation can bring to companies by adjusting their routines according to the 

situation (Pisarek, 2011) 

Also considered as a traditional model, the I-Model (Innovation model) reunite works 

from multiple authors: Bilkey & Tesar (1977), Cavusgil (1980), Czinkota et Tesar (1982) 

and Reid (1981). These research studies consider that the internationalisation process is 

similar to the dissimination of innovation.  (Pisarek, 2011) The only differences that could 

exist between these I-Model’s researches are the choice of the steps and the number of 

steps in the internationalisation process.  (Laghzaoui, 2009)  
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In opposition to the traditionnal mode of internationalisation exposed by the Uppsala and 

Innovation models, there are firms which have a fast and hasty internationalisation. These 

companies called “International New Ventures” (INV)  (Oviatt & McDougall, 1994) or 

“Born Global” (BG)  (Rennie, 1993). These do not have developed their 

internationalisation strategies step by step but have began internationalizing since their 

creation or in their first two years due to having good knowledge of niche sectors (Figure 

1). 

 

Figure 1: Two extreme pathways of internationalization: the organic versus born 

global 

Adapted from:  Hollensen, S, 2011, p.89 

 

1.2 Concept of culture and interculturality  

Before understanding how globalisation and internationalisation have had an impact on 

the business world today, it is necessary to define and understand the concepts of culture 

and interculturality. It is this internationalisation that gave rise to the development of 



 

15 
 

questions on the subject of interculturality and intercultural management, which 

themselves derive from the notions of culture and interculturality.  

 

1.2.1 Concept of culture  

1.2.1.1 Definition  

The concept of culture is outside of time, and each historical period has its talk and 

restrictions on the signification of the notion. (Saez, 2008) 

During the 19th century, a common idea of culture emerged based on a popular  

anthopologist’s defintion (Tyler,1891 as cited in White, 1959, p.227). According to Tyler, 

“Culture […] is that complex whole which includes knowledge, belief, art, morals, law, 

custom, and anu other capabilities and habbits acquired by man as a member of society.” 

(p. 227).   

The 20th century was a century of development and research around themes such as 

culture. Especially in the 1950’s, the term of culture was divided, because as a science, 

multiples definitions are given. Indeed, the points of view of anthropologists, economists, 

linguist, philosophers and psychologist must be taken into account. Each science has its 

opinion and own definition of culture because they do not have the same perspective.  

(Maury & Serres, 2018)  

For some, culture is about learning. Culture is generally considered as part of a 

transmission process. It allows people to adapt to their natural environment by a 

knowledge because humans’ lives are ruled by their “natural habitat”3 and “social 

environment”4 (Herskovits, 1950, p.9). Geertz (1973, p.89) also refered to knowledge and 

transmission. He defined culture as “a historically transmitted pattern of meaning 

embodied in symbols, a system of inherited conceptions expressed in symbolic forms by 

means of which men communicate, perpetuate and develop their knowledge about and 

attitudes toward life.”  In other words, culture is part of a social construction of individuals 

and culture becomes more and more important in human communities, going beyond the 

individual.  (Saez, 2008) 

 
3 Free translation of the Author. In the original “habitat naturel”. (Herskovits, 1950, p.9) 
4 Free translation of the Author. In the original “environnement social” (Herskovits, 1950, p.9) 
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Culture also sets up social rules. It allows us to apprehend situations and behaviours from 

what people have learnt since their birth. Thanks to observation, interactions and 

immitiation each individual found out how to act.  (Samovar, Porter, McDaniel & Sexton 

Roy, 1972, p.10) 

Wagener (2014), in his article, splits the concept of culture into three. On the one hand, 

individually, as a characteristics that belongs only to the individual. People need to 

identify themselves to a culture as a sign of belonging to an ethnical group. On the other 

hand, the author describes cultureby placing himself in a resercher’s shoes: as a way to 

represent and identity habits of a community thanks to specific characteristics, habits, 

beliefs and rituals. Then, the author explains that understanding culture is a tool for 

businesses and managerial strategies. Indeed, it allows to comprehend and develop 

methods to create an intercultural team spirit, which could be complicated without the 

understanding of the other. For Chevrier (2013, p.9), “culture takes on a multitude of 

meanings.”5  

With this sentence, Chevrier makes reference to all forms of heritage that a person can 

acquire such as personal identity, inheritance, material and artistic productions. However, 

the author also includes all cultures that can exist, for instance the corporate culture, 

which will be developped in chapter two, part two, or social class culture. 

 

1.2.1.2 Cultural diversity  

In terms of globalization, the notion of countries can be seen as contrary to culture. 

Indeed, Mauss (1913 as cited in Perrineau, 1975) explains that “civilisation constitutes a 

kind of moral environment in which are plunged a certain number of nations and each 

national culture is only one particular form”6 (p. 954). This means that cultural 

differences, or diversity is not limited to differences between countries. Divergences exist 

within a country or even region. In his book, Race et Histoire, Lévi-Strauss (1952, p.16) 

goes further and says that diversity exists within each group which constitutes a society 

or a country such as social classes, business areas, and private circles. 

 
5 Free translation of the Author. In the original “[..] le concept de culture renvoie à une multitude de 
sens. » (Chevrier, 2013, p.9) 
6 Free translation of the Author. In the original “Une civilisation constitue une sorte de milieu moral dans 
lequel sont plongées un certain nombre de nations et dont chaque culture nationale n’est qu’une forme 
particulière » (Mauss, 1913 as cited in Perrineau, 1975, p 954) 
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1.2.1.3 National culture concept  

A nation’s culture has long been identified as a key to understand systematic contrasts in 

behaviour. Cultural norms and convictions are powerful, forming people discernments, 

perceptions and behaviours.  (Markus and Kitayama, 1991) 

National culture is an element which must be taken into account because the lack of 

consideration of cultural differences between countries has been the cause of many 

business failures.  (Ricks, 1993)  

By developing its theories on intercultural management, Hofstede (1983) underlined that 

national cutlure concept is important because citizens of each countries act differently 

because of :  

• Specific political entities  

• Value given to the principle of citizenship  

• Experiences that the country has had  

 

Hroch (1996 as cited in Burton, 2009), has defined the nation as “a large social group 

integrated not by one but a combination of several kinds of objective relations (economic, 

political, linguistic, cultural, religious, geographical, historical) and their subjective 

reflection on collective consciousness.” (p.4)  

Even in marketing and cross-cultural marketing, a special attention is given to the concept 

of national culture. Even if culture is not universal and differences could exist between 

citizens of a country, differences between individuals are attributed to national 

differences. However, this reflection is not universally shared.  (Burton, 2009) 

It is important to define the national culture before explaining the importance and the role 

of corporate culture. These two concepts are tighly linked because intercultural 

management adjustments take into account national and corporate culture.  

 

1.2.1.4 Corporate culture: definition and role  

Before developing and moving on intercultural management theories and the studies 

around the subject of interculturality within the business world, it is important to address 

the concept of corporate culture. Indeed, without mentioning ethnical diversity, each 



 

18 
 

company creates with all employees, regardless of their individual culture, nationality, 

and so on its own identity and culture.  

Cremer (1993) divides the analysis of corporate culture into three elements :  

• a common language or coding. 

• a shared knowledge of certain facts 

• a knowledge of certain established rules of behaviour 

 

Rules and behaviours, which the author describes in the third point is related to rites of 

politeness, or the choice of clothing, which could be crucial in some companies 

Moreover, for Cremer (1993) a corporate culture does not represent a transmission of 

values, but knowledge that must be developed during a trial period. Indeed, depending on 

the role of the employee within the company, the interaction with colleagues will be 

different. For instance, engineers will have more interactions with other engineers than 

sales representative or administrative employees, which will create subgroups. For Kotter 

& Heskett (1992) this idea of subcultures can also appear in the smallest company. As to 

large businesses, hundred of cultures and subcultures cohabit.  

Meier (2004) defends that the learning process and transmission by repetition and 

communication are the key elements of corporate culture. Is is also a social construction 

which is evolving according to the decisions made by the company.  

The corporate culture reunites different types of factors such as the model of behaviours 

or organization style which must be followed by new employees.  (Kotter & Heskett, 

1992) 

For Bournois (1996, as cited in Meier, 2004, p.8), “Corporate culture relates to a 

framework of thought, a system of values and relatively organized rules which are shared 

by all company staff”.7 Nonetheless, this notion of values is interpreted differently to each 

author. Indeed, Hodgson (1996) consideres that choices and desires of people can be 

modified by the influence of the corporate culture, while Kreps (1990) specifies that 

corporate values constitute the notoriety that an organisation has created after some time.  

 
7 Free translation of the Author. In the original “La culture d’entreprise correspond à un cadre de pensée, 
à un système de valeurs et règles relativement organisées, qui sont partagées par l’ensemble des acteurs 
de l’entreprise. » Bournois (1996 as cited in Meier, 2004) 



 

19 
 

Creating a corporate identity is now a part of a management tool but, reaching an ethical 

coporate culture requires the balance of ideas quoted before, such as values, the learning 

process of knowledge and smooth management.  (Figure 2)  

 

 

Figure 2: Key element of an ethical corporate culture 

Source: Schwartz ,S. (2013) 

 

“Corporate culture can have a significant impact on a firm’s long-term economic 

performance” (Kotter & Heskett, 1992, p .11) Indeed, according to the definitions of 

corporate culture, it allows people to be on the same wavelengths concerning their work, 

thus decisions are taken in a the most strategic way.  (Meier, 2004) If important decisions 

are judicious, the company will be performed well and will make better results.  (Kotter 

& Heskett, 1992). Communication between non-hierarchical levels is improved thanks to 

a strong corporate culture.  (Cremer, 1993). By influencing people toward direction, 

decisions are made with less of uncertainty, improving one more time, the results of the 

company. (Meier, 2004) “Corporate culture improves the efficiently of decisions.” 

(Cremer, 1993, p.16) 

Corporate culture has an impact on the economy of the company, but it is also a tool used 

by the company’s management to create a sort of encouragement for employees. 

(Godelier, 2006) Corporate culture allows companies to create rules and principles that 

employees have to refer to. (Rocher, 1968 cited in Meier, 2004) 

Nevertheless, with globalisation, now not only social classes, religions and ways of 

thinking are mixed within a company, creating subgroups of corporate culture, but 
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nationalities have to coexist. That is why intercultural management has been developed 

since the 1980’s in order to understand and create tools to facilitate trades.  

 

1.2.2 Concept of interculturality  

Intercultural interactions have always existed and are as old as humankind. Whether it 

was the research of a new homeland, trade activities or conquests, migration brought into 

contact people from different cultures.  (Samovar, Porter, McDaniel & Sexton, 1972) 

Interculturality and intercultural communication come from communication between the 

populations since colonialism.  (Chevrier, 2013) 

Moreover, a distinction must be made between interculturalism and multiculturalism. 

Indeed, first of all, during the independance process of colonisation, during the decline of 

colonial empires, the issue of multiculturalism and not interculturalism is evoked.  

(Crispi, 2015)  

What is characterized as mutliculturalism is that “the presence of indigenous national 

minorities and long-established minority groups.” (Barrett, 2013, p. 17).  

Multiculturalism is about space and culture diversity in a territory while interculturalism 

centers around exchanges, common comprehension and cooperation between ethno-

social groups. It refers more to relationships between individuals than space exchange.  

(Bouchard, 2013) 

In his book, Dietz reutilises Giménez’s figure of diversity (Table 2) highlinting that 

interculturality came from mutliculturalism with a mix of  ethnic diversity and interaction. 

Table 2: Diversity in Multicultural and Intercultural Discourses 
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Source: Giménez (2003, as cited in Dietz, 2009, p. 9) 

In other word, interculturality is charaterized as the perception of the presence in societies 

of progression of exchanges, dialogues and types of collaboration among people and 

gatherings who declare to be from various cultures.  (Martiniello, 2008) 

 

1.3 Interculturality within the business world  

Interculturality is part of our daily lives today. Most significant to globalisation and new 

international trades in business, professionals are led to communicate with different 

cultures. In order to facilitate trades and communication between people from different 

cultural backgrounds, intercultural management’s theories have been developed.   

 

1.3.1 Development of the intercultural management  

Bourguignon & Chevrier (2013, p.2) have defined intercultural teams whithin a company 

as the “[…] gathering of some people from different cultures around a shared professional 

project.”8   

Globalisation has created the need for new ways of understanding, managing and the 

adaptation to culture contrasts.  (Caganova, Cambal, & Weidlichova, 2010) 

The question of intercultural management is raised from the moment that of diverse 

groups of people are working together. The diversity can relate to the nationality, the 

ethnicity but also corporate culture. Indeed, within a company, different genders, social 

classes, nationalities, religions, subgroups have to coexist. Furthermore, because of the 

rise of diversity within corporations, the intercultural management was needed to deal 

with differences. “Intercultural management is about the management of paradoxes of 

ambivalences and ambiguities.” (Jacob, 2003, p.2) For Mead & Andrews (1997 as cited 

in  Caganova, Cambal, & Weidlichova 2010), intercultural management within 

corporation gathers multiple dimensions, such as “team management, leardership, 

corporate strategy, organisational structure, human resource management, kownledge 

management and conflict resolution.” (p. 53)   

 
8 Free translation of the Author. In the original “[…]le rassemblement de plusieurs personnes porteuses de 
culture différentes autour d’un objectif professionnel commun. » 
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Intercultural management is a recent phenomenon. It was mentioned for the first time 

during the 1960’s by researchers and practitioners, following the globalisation and the 

increase of international trades and cooperation, which led to a diversity of management. 

However, the notion of intercultural management was not mentioned at the beginning, 

but researchers tried to understand how to deal with different religious, social and political 

contexts.  (Chevrier, 2013). Since the 1980’s, Hofstede (1980) developed an intercultural 

management theory in his book Culture’s consequences: International Differences in 

Work-Related Values. He explains that the importance to adapt the type of management 

in multinational companies and makes the link between management and interculturality. 

Intercultural management is based on the analysis and comparison of culture differences.  

(Chevrier, 2013) 

Nevertheless, the written work of Hofstede and other researchers have been critized. 

Indeed, they were accused of creating generalisations and stereotypes according to 

cultures.  (Jacob, 2003) Hofstede assimilitates notions of culture and nation, which is 

problematic (Catalin, 2012) because, as explained before, culture and nation must be 

separated because of the existance of mutliple cultures within a same nation. Catalin 

(2012) also insists that Hofstede and other researchers of the 1980’s did not take into 

account the evolution of the society. 1980’s researchers remain, nevertheless the most 

cited and mentionned in term of intercultural management. 

 

1.3.2 Intercultural management models  

Although Hofstede has been recognized for his written work on intercultural 

management, other researchers such as Lewis, Hall and Trompenaars have elaborated 

their theories about culture dimensions which have had an influence on intercultural 

management and have become works of reference in the field.  

1.3.2.1 Hofstede’s model 

Psychologist in IBM company, which was an international institution during the 1970’s, 

G. Hofstede investigated IBM’s employees by giving a survey to the employees in 72 

different countries. Thanks to the answers assembled the first time, he defined four 

dimensions:  

• Power distance 
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• Uncertainty avoidance  

• Individualism  

• Masculinity-Femininity (Geoffroy, 2000) 

 

Later in the 1980’s, he added a fifth dimension: the short- and long-term orientation by 

associating his research with that of psychologist Michael Harris Bond. By exploiting 

Hofstede’s data, the Bulgarian Minkov deduced the sixth dimension of indulgence.  

(Hofstede, 2011) 

The six dimensions are:  

• Power Distance dimension.  

This dimension allows one to classify countries according to their acceptance of the 

authority from the hierarchy and the acceptance or not of the power distribution.  

Table 3: Ten Differences Between Small- and Large- Power Distance Societies 

 

Source:  Hofstede, G. (2011) 

For institutions in countries which have a high score in the power distance index, 

hierarchy has an important role within the company or society; for instance, decisions are 

made by the chief and he must be consulted for important decisions. On the contrary, 

countries with a low power distance score do not favour this notion of hierarchy whether 

at home or in their profesionnal lives. Table 3 illustrates some differences that could exist 

between low and high power distance scores.  

• Uncertainty avoidance.  
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This dimension points out the tolerance of a society toward ambiguity and 

uncertainty.         

Table 4: Ten Differences Between Weak- and Strong- Uncertainty Avoidance 

Societies 

 

Source: Hofstede, G. (2011) 

For high score societies, there is a fear of change. On the contrary, low score societies are 

confident with the future and they are not afraid of unexpected situations. They also tend 

to be more tolerant and open minded about other points of view than a high score society. 

Table 4 presents some differences that exist between societies with a weak uncertainty 

avoidance index and societies with a strong uncertainty avoidance index.  

• Individualism vs Collectivism.  

This dimension determines the importance attached by a society or a country to the 

individual “I” or to the group,”We”.  

Table 5: Ten Differences Between Collectivist and Individualist Societies 
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Source: Hofstede, G. (2011) 

• Masculinity vs Femininity.  

This dimension highlights how gender that is to say male and female is perceived 

within a society.  

Table 6: Ten Differences Between Feminine and Masculine Societies 

 

Source: Hofstede, G. (2011) 

A society with a low score will be a feminine society, that is to say , they consider that 

women can have a man’s position at work or in daily life decisions. On the contrary, a 

society with a high score will be masculine with a feeble consideration for women. Men 
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will have the image of superiority in term of strenght or smartness and will have the last 

word on decisions.  

• Long-term vs Short-term Orientation.  

Long term orientation societies are focused on rewards to come. They appreciate the 

values of perseverance, saving, persistance and have a better adaptation capacity. Unlike 

short-term orientation societies who are concentrated on the present time. Traditions and 

hierarchy are important and give rhythm to life and decisions. (Table 7) 

Table 7: Ten Differences Between Short- and Long-Term-Oriented Societies 

Source: Hofstede, G. (2011) 

• Indulgence vs Restrained.  

This dimension estimates how cultures and societies control their desires. Societies 

with a low score are called “indulgent” and they have the tendency to have more 

leisure time and focus on happiness and positive emotions, while societies called 

“restrained” aim to suceed in their professional lives despite leisure and happiness. 

There are places where order should reign. (Table 8) 

Table 8: Ten Differences between Indulgent and Restrained Societies 
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Source: Hofstede, G. (2011) 

 

1.3.2.2 Edward Hall’s communication theory  

Edward Hall (1976 as cited in Mead & Andrews, 2009) has divided cultures into two 

categories: high context cultures and low context cultures. Hall links values, context and 

communication. Indeed, his theory is based on how experiences and context have an 

influence on communication and behaviour. “That is, members’ experiences of context 

will influence how they communicate. And different culture groups respond to their 

contexts differently.” (p.30) Contrary to Hofstede or Lewis, Hall based his research on 

his own experience. What is interessent here, is to compare Hall and all other theories and 

compare differences and similarities that could exist.   

 

• High-context culture. 

Relationships for high-context culture result in a personal engagement and are relatively 

long lasting even in professional life because there is the need to create a loyalty between 

those involved. In general, they do not need a written agreement; there is a sort of loyalty 

between people. High-context culture may have difficulty in expressing their 

disagreement and use a lot of expression and may have the tendency to be indirect in 

order not to offend anyone. They also make the distinction between themselves and 
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foreigners and they grant importance to tradition as they are proud of their culture.  (Mead 

& Andrews, 2009) 

• Low-context culture.  

Low-context cultures have the antagonistic attributes when compared to high-context 

cultures. Indeed, for them, relationships do not need to be deep and are relatively shorter. 

Contrary to high-context culture, they get straight to the point and that could be offensive. 

These cultures can be obsessed with precision especially during negotiations and need 

written agreements. They are less attached to cultures and traditions, which may allow 

foreigners to feel better accepted than in a high context culture.  (Mead & Andrews, 2009) 

Countries such as China, Japan, Korea and other Asian countries belong to high-context 

cultures while USA, Scandinavian countries and Germany have more charactericts of 

low-context cultures. It is difficul to categorise a country as a high-context culture or low-

context culture because each country shows high and low context charactericts.  (Mead 

& Andrews, 2009) 

Hall’s experience with members of different cultures has shown that cultures organise 

time in two distinct ways. Hall uses the term polychronic to describe societies which try 

to do several things as once, while those who are doing only one thing at a time are called 

monochronic societies. In the case of polychronic societies, they perceive time as sared 

and time is never wasted. On the contrary, monochronic societies attach importance to 

organisation and have more difficulties in accepting that life could be unpredictable. 

Without attempting to make generalisations, Hall classifies Latin America and 

Mediterranean countires as polychronic and European and Northern America as 

monochronic.  (Hall, 1984) 

 

1.3.2.3 The Trompenaars’s model  

Trompenaars (1996) based his research on Hall and Hofstede studies. Similar to Hofstede, 

Trompenaars defined seven culture dimensions:   

• Universalism vs Particularism.  

Universalists pay more intentions to laws and regulations and rules come before 

relationships. On the contrary, cultures classified on particularism category do not let 
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their lives be ruled by laws and regulations. For them, relations and circumstances 

dictate rules and not the inverse.  (Trompenaars, 1996) 

• Individualism vs Collectivism.  

Parson (1995 as cited in Trompenaars, 1996, p.56) qualified individualists as those 

whose “prime orientation to the self” while collectivists’ “a prime orientation to 

common goals and objectvies.”  

• Neutral vs Emotional.  

This dimension allows us to understand how people express their emotions. Neutral 

refers to those who have difficulties in expressing their emotions and have the 

tendency to hide them. On the contrary of those who are emotional, who express 

themselves with spontaneity and accept showing their emotions.  (Trompenaars, F, 

1996) 

• Specific vs Diffuse.  

For specific cultures, work and family life are two separate things, and relationships 

do not have impact on their objectives or results. Diffuse cultures balance personal 

and private life, and good relationships are important for them.  (Trompenaars, 1996) 

• Achievement vs Ascription.  

This dimension reveals how people view status in term of hierarchy. It measures the 

tendency to acceptance of status in society.  (Trompenaars, 1996 ) 

• Time orientation.  

Trompenaars combines his research with Hall’s interpretation of time in this 

dimension. He links time and strategy. “Does strategy focus on the near future or is 

the extended future, like the coming decades, the main perspective” (Trompenaars, 

1996, p.63) This dimension allows to understand how people manage time. 

• Internal vs External control (Subjugation).  

This dimension explains how people relate to their environment. Trompenaars 

explains what the relationship between man and nature is, if they are subjugated to 

the nature or not.  (Trompenaars, F, 1996) 

1.3.2.4 Lewis’s model  
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Lewis’ model is based on his own personnal experiences whithin multiple national 

cultures and observations and accumulated knowledge over decades.  (Ott, 2014) He 

classified countries according to three categories called “dimensions of behavior” (Lewis, 

2019)  

• Linear-active 

Linear active are task-oriented; they do one thing at a time and need to plan everything. 

Their lives are ruled by organisation and time optimisation.  

• Multi-active  

Multi-active are ruled by their emotions and grant importance to family values, 

relationships and feelings. They do not have the same vision of time that linear-active do, 

and are able to do multiple things at the same time, with a strict organisation.  

• Reactive  

Reactive  are used to  staying in the backgound and are good listeners. They have 

difficulties to initiate actions and are good observers. Indeed, they adapt to the situation 

and act not to hurt anyone.  

In Lewis’s model, some countries are classified as totally linear-active, multi-active or 

reactive while others can be placed in the middle or more or less towards one or the other 

(Figure 3). This does not means that Lewis was not able to classify them, it means that 

countries’ behaviours have some of both characteristics.  

 

Figure 3: Cultures' profiles: linear-active, multi-active and reactive 

Source: Ott, 2014, p. 100 

These models have been created according to experiences and research and are not 

considered as exact-science. Nevertheless, the combination of different models and 
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perceptions allow us to understand and classify behaviours and characteristics of a 

country. Those tools have been helpful particularly companies which have to deal with 

interculturality. 

 

1.4 The impact of interculturality on marketing strategies 

1.4.1 Concept and role of marketing  

Since the industrial revolution, the word marketing has evolved a lot. In the beginning, it 

was included in the general term of “sales”. (Richard, 1965) It is an American term 

coming from the word market that is to say, the meeting point of the supply and demand.  

(Joly, 2009)  

For Professor Santon (1964 as cited in Richard, 1965), “Marketing is a total system of 

interaction business activities designed to plan, price, promote and distribute want-

satisfying products and services to present and potential custumer.”9 (p. 461) 

Marketing became an “applied behavior science” that is to say a tool which allows to 

understand the buyer and the seller involved in a market of goods and services. (Kotler, 

1972)  

For Kotler & Keller (1967), Marketing is a human activitiy oriented towards the 

satisfaction of needs and desires with exchanges.  In 2007, the American Marketing 

Association (AMA) (Marketing News, 2008, p.28) settled on a new official definition of 

marketing: “Marketing is the activity, set of institutions and processes for creating, 

communicating, delivering and exchanging offerings that have values for customers, 

clients, patterns and society at large.” 

There are three main factors which have contributed to marketing development :  

• The constant ascent in the customer’s payment beyond what is vital for the 

fulfilment of his essential needs, which gives him greater freedom of decision.  

• The increase of one’s educational level which causes the refining of costumers’ 

needs and tastes.  

 
9 Free translation of the Author. In the original “Le marketing est un ensemble d’opérations commerciales 
interdépendantes destinées à concevoir des produits et des services, à en établir les prix, à en assurer la 
réclame et la distribution en vue de satisfaire les besoins de clients actuels ou futurs ». Santon (1964 as 
cited in Richard, 1965, p.461)  
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• The excessive production capacity that companies have.  (Richard, 1965) 

 

In other word and according to marketing definitions, the aim of the marketing and the 

creation of marketing strategies is to know its own public in order to adapt the product 

and the way of communication to know how to influence them to buy.  (Gallopel-Morvan, 

Birambeau, Larceneux & Rieunier, 2008). Varadarajan (2009) has defined the marketing 

strategy as “an organization’s integrated pattern of decisions that specify its crucial 

choices concerning products, markets, marketing activities and marketing resources in 

the creation, communication and/or delivery of products that offer value to customers in 

exchanges with the organization and thereby enables the organization to achieve specific 

objectives.” (p. 119) 

Moorman & T. Rust (1999) explain that “a firm's market orientation is undeniably 

important, the marketing function should play a key role in managing several important 

con- nections between the customer and critical firm elements, including connecting the 

customer to (1) the product, (2) service delivery, and (3) financial accountability” (p.180) 

The function of marketing contributes to a company’s success; that is to say, a financial 

performance, a custumer relation and the entry of new products. The role of marketing is 

to create a strong link between costumers and products just like marketing creates a link 

between costumers and service delivery. Haeckel (1997 as cited in Moorman& T. Rust, 

1999) has stated that “ Marketing’s future is not a function of business, but is the funtion 

of business.” (p. 180) 

Definition and the roles of marketing are developed in this part because is a complex 

science. In order to understand the development of new global marketing strategies it is 

important to comprehend the marketing concept. As an intern in marketing and 

communication, it was necessary to understand marketing stakes and role. Moreover, the 

initial project of the internship was to develop the company image but also sales, and as 

expalined in this part, marketing represents a real support in the sales activity.  

1.4.2 Development of global marketing concept 

In the past, during the 1980’s, J.Baker (1985) explained that “global marketing has been 

praticed for many years by many smaller countries particulary those which depend 

heavily upon international trades.” (p. 149) According to Jamal (2014), globalisation has 

played a major role in this process because it has opened new markets and new 
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opportunities. “The globalisation process has forced business to become more 

sophisticated” (p. 69).   

Thus, global marketing consists of finding and fulfilling worldwide costumers’ needs 

better than the competition and finding solutions to be able to adapt to pressures of the 

global environment. Companies have to develop strategies by the understanding of 

similarities and differences of cultures and markets. (Hollensen, 2011).  

Keegan (1989 as cited in Bradley, F, 1991) has made the distinction between domestic 

and global marketing explaining that the differences between the two are the national 

envirionment, the company’s organisation and strategies settled in different national 

markets.  For Fayerweather (1982 as cited in Bradley, 1991) has settled that “the dominant 

actor in the international marketing process is the firm which has permanent operations 

in two or more countries with businesses that cross national border” (p.3) According to 

Bradley (1991) “International marketing means identifying needs and wants of customers 

in different markets and cultures, providing products, services, technologies and ideas to 

give the firm a competitive marketing advantage, communicating information about these 

products and services and distributing and exchanging them internationally through one 

or a combinatoon of foreing market entry modes.”(p.3)  

 

1.4.3 Cross-cultural marketing and settlement of new strategies  

1.4.3.1 Cross- cultural marketing strategy  

Nowadays, the influence of culture on the act of purchasing is completely recognized.  

(Dubois, 1987). For years, researchers have been debating on the question of adopting 

standardization or adaptation strategies, without finding which strategies are better to deal 

in international markets. The choice of the pertinent marketing strategies both at the 

national and international level is the key to success.  (Hussain & Khan, 2013)  

According to Hill (2002, as cited in Hussain & Khan, 2013), companies which get involve 

in international markets will face two types of competitve pressures :  

• The pressure of cost reduction  

• The pressure to respond to the local demand  

These competitive pressure actually represent two types of international market 

integration that must be considered.  (Bradley, 1991) 
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Indeed, during the internationalisation process, firms establish marketing and sales 

strategies taking into account multiple factors in order to know if the product or service 

must be adapated or not. Hollensen (2011) has defined the the cross-cultural marketing 

strategy according to different key concepts which are:  

• Coordinate marketing activites : Implement and integrate marketing strategies 

across global markets that suggest centralisation, delegation, standardisation and 

local responsiveness.  

• Find global customer needs : Understand similarities and differences between 

customer groups across countries by carrying out international marketing 

researches and market segments analyses.  

• Satisfy global customer needs : That is to say the adaptation of products and 

services and elements of the marketing mix10 to match the clients’ needs.  

• Being better than the competition : Evaluating, controlling and responding to 

the global competition “by offering better value, low prices, high quality, superior 

distribution, great advertising stragies or superior brand image.”(p.20)  

(Hollensen, S, 2011) 

 

1.4.3.2 Standardization versus adaptation/differentiation 

One the company decided to internationalize, the first question concerns the product or 

service modifications that may or may not be needed. “A firm has four basic alternatives 

in approaching international markets: (1) selling the product as is in the international 

market-place, (2) modifying products for different countries and/or regions, (3) designing 

new products for foreign markets, and (4) incorporating all the differences into one 

flexible product design and introducing a global product.  (Czinkota & Ronkainen, 2006, 

p. 328)  

 
10 The marketing-mix is a tool used to define a marketing strategy. According to Borden (1984) marketing-

mix makes reference to four elements which are : the product, the price, the place and the promotion. There 

are these four elements which will be considered, changed or not in the cross-cultural marketing stragety 

by companies. According to Johansson  (2009) “the first step in global marketing strategy is to define the 

segments to be targeted and the product positionning to pursue.” (p.371)  
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Table 9: Standardisation versus Adaptation 

Factors encouraging Standardization Factors encouraging Adaptation  

- Economies of scale of production 
- Economies in product R&D 
- Economies in marketing 
- “Shrinking of the world 

marketplace/economic integration 
- Global competition  

 

- Different usage conditions 
- Government and regulatory 

influences 
- Different consumer behaviour 

patterns  
- Local competition  
- True to the marketing concept  

Source: Adapted from Czinkota & Ronkainen (2006, p.328) 

1.4.3.2.1 Standardisation concept  

Medina & Duffy (1998) have defined standardisation as “the process of extending and 

effectively applying domestic target-market-dictated product standards tangible and/or 

intangible attributes to markets in foreign environment” (p.228). Standardisation allows 

to companies to save money in their internationalization process. (Hussain & Khan, 2013) 

in terms of production, resarch and develoment and marketing strategies. (Table 9) For 

Bennet (2008), companies which opt for the strategy of standardisation will only develop 

one universal product for all markets where appropriate, i.e.,where:  

• The product will be able to satisfy the international market because the need is the 

same. 

• The after service sale can be standartize.  

• A cultural adaptation is not necessary because a large market exists across the 

world. 

• The international product has a strong brand image  

 

1.4.3.2.2 Adaptation/differentiation concept  

On the contrary, adaptation or differentiation involves the modification of the products or 

services by changing some points of the marketing mix strategy. For Medina & Duffy 

(1998), adaptation is “the mandatory modification of domestic target market – dictated 

product standards – tanglible and/or intangible attributes – as to make the product suitable 

to foreign environmental conditions.”(p. 231)  
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Bennet (2008) has noted that companies which internationalise have to make a decision 

regarding their strategy in terms of products and which changes are required according to 

the market’s requirements. For him, the product adaptation will be necessary if :  

• Significant differences exist in consumer needs and wants; 

• They must distinguish their products because the competition is harsh; 

• The host country has requirements about packaging, legal issues and technical 

issues;  

• Factors such as the living conditions, climate, customers’ ways of life and 

standards of living have an impact on the strategy choice of adaptation.  

 

Adaptation requires a good financial stability of the company because an investment in 

products and markets is necessary and, in most cases, they have to develop new ones. 

Moreover, the company must also invest in people who are allowed to manage and 

understand different cultures in different polical regimes. The good knowledge of 

markets, customers’ behaviors and products are the key to success for a company who 

chooses this strategy. That is to say, the company has to know how to satisfy customers 

needs in each foreign markets.  (Bradley, 1991) The influence of government regulations 

and customers’ behaviours and needs represent a major challenge in this strategy. (Table 

9)  

 

1.4.3.2.3 The “glocalization” concept  

A choice has to be made by companies between standardisation or adaptation. Some of 

them may choose to balance these two concepts by adapting standardisation, which is 

reffered to as glocalization by Hollensen. (2011) He has defined the glocalization as “the 

development and selling of products or services intented for the global market, but 

adapted to suit local culture and behavior. (Think globally, act localy)” (p.21). He refers 

to the adaption strategy but his idea is to combine “the two extremes in global marketing, 

globalization and localization”. (Hollensen, 2011, p.21)  

Figure 4 extends this idea of equivalence because “glocalization” represents the balance 

between a total standardization strategy and a total differentiation strategy. 
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Figure 4: The glocalisation framework 

Source:  Adapted from Hollensen, S, (2011, p. 20) 

Bradley (1991) has pointed out that there is a degree of standardisation espacially in the 

core service field. “Core services that are sold globally are more likely to be standardized 

than customized. The degree of standardization possible in core services depend largely 

on the extent to which the service is ‘people-based’ or ‘equipment-based”(p.128) 

Czinkota & Ronkainen (2006) also insist on that even large and worldwide well-known 

companies  have made some product changes in order to suit with foreign markets. “What 

is important is that adaptability is built into the product around a standardized core.” 

(p.330) 

Cross-cultural marketing strategies are based on product or service changes but, in some 

cases changes only concern the communication strategy because the product or the 

service cannot be changed. Indeed, the internship has demonstrated this reflection 

because products for industrial and logistics needs such as shelving, handling machines, 

charging rack, cleaning machines and dock equipment cannot be changed, at least in 

Europe. Each product has a European certification that proves that the product can be 

used and sold because it respects European regulations. What is important in term of 

strategy, in this case, is to promote the product in line with the culture, habits and values 

of a country. For instance, if a forklift truck is used in a logistic platform in France, it 
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could have another usage in another country and the promotion of the product will be 

different.  
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CHAPTER II – THE HOST INSTITUTION 
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This chapter is divided into two main parts and it presents the host institution.  First of 

all, it starts by presenting the entire the company. The first part will also explain the link 

between the host company and “interculturality”. On other hand, the second part analyses 

of the company. That is to say, the market, the competitors of the company and the 

environment.  

2 The Host Institution  

2.1 The host company 

The host company, SEBRAMAT is specialized in logistics and industrial materials.  

2.1.1 Presentation of the company11  

SEBRAMAT is a fledgling company created in 2017 by Mr Sébastien BRANDT. After 

more than 10 years in different renown companies in this work area, Mr BRANDT 

decided to create his own company. Indeed, he had worked for a handling machine 

company and a shelving company that’s why he wanted to gather all those activities in 

addition to load supports, cleaning machines and dock equipment in order to offer a global 

solution.  

SEBRAMAT is a company specialised in materials for logisticians, manufacturing, mass 

retail and the agriculture sector. The company is located in the North of France, in Ruitz. 

The activity is divided into five main categories: shelving, handling machines, load 

supports, cleaning machines and dock equipment.  

 

2.1.2 Turnover and evolution  

Created in 2017, the company never stopped evolving. The first year, over a period of 

four months, the company realized a turnover of €80,000. At this time, Mr Sébastien 

BRANDT, the CEO, was the only employee within the company. From 2017 to 2018, the 

company multiplied its turnover by 5 and from 2018 to 2019 by 4. This impressive 

evolution motivates the team and SEBRAMAT’s objective is to reach €1 million by 2020. 

 

 
11 All the information about the company was extracted from an interview with the CEO, Mr Sébastien 
Brandt.  
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2.1.3 The team  

Mr Sébastien BRANDT is the chief executive officer (CEO) of the company. He is in 

charge of the company’s management and the commercial part. He meets clients in order 

to sell products, and suppliers to negotiate prices. Mr Simon Montel is the sales 

representative of the company. His week is divided in two; some days he does market 

research and the other part of the week he is in charge of offers and costs estimates. 

Marlène Briquet joined them in January with the aim to develop the communication on 

social media, improve their marketing tools and the web site (Figure 5).  

 

Figure 5: Organisation chart of the company SEBRAMAT 

Source: own 

2.1.4 Products and services  

The activity of the company is divided into 5 main areas: shelving, handling machines, 

charging rack, cleaning machines and dock equipment. SEBRAMAT is not the 

manufacturer but the distributor of all those solutions. In terms of shelving, SEBRAMAT 

does a detailed study and the installation. Most of the time, they work with industries and 

logistics platforms for major works and not small shipyards.  Pallet trucks, pallet stackers 

and forklifts represent the handling machinery sold by SEBRAMAT, nevertheless they 

have a large range of products. SEBRAMAT has developed its range of load supports for 

all lines of business, that is to say, industries, logistics, farming sector and the hospital 

sector. They created an online store (www.sebramat-shop.fr) for all products they 

proposed but especially for that kind of smaller products which do not need a detailed 

study, such as shelving for instance. Cleaning machines such as, cleaner, street sweeper, 

high pressure cleaners and accessories are also available on the online shop. Dock 

Sébastien Brandt 
CEO

Simon Montel 
Sales representative 

Marlène Briquet 
Marketing and 

Communication 
assistant 
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equipment implies  technical knowledge that’s why this range of product is not available 

on the online shop.  

To understand the distribution of activities, Figure 6 compares what was sold by the 

company in 2019 and the beginning of 2020. 

 

 

Figure 6: Sales analysis by sectors of the company SEBRAMAT. 

Source: own 

The repartition of each sector has been made by taking in account the turnover made and 

not the quantity of products sold. Figure 6 above show that shelving represents and 

remains the solution that is most sold by SEBRAMAT. It represents its main activity. On 

the other hand, handling machines, dock equipment, cleaning machines and load support, 

sales differ from one year to the next.  

2.1.5 Targets of the company  

Most of the time, business is made with industries or logistics platforms. SEBRAMAT’s 

targets are also farming sectors, hospitals and rarely small and micro business for small 

supplies.  
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SEBRAMAT only works with professionals; in other words, they work in Business to 

Business (B2B) sales model. 

 

Figure 7: Sales repartition according to business area. 

Source: own 

Figure 7 illustrates the repartition of sales made by the company between business areas. 

Most of the time, SEBRAMAT finalizes sales with industrial or logistics coordinators. 

However, some sales are made with farmers or small and micro businesses.  

 

2.1.6 The internationalisation of the company SEBRAMAT.  

2.1.6.1 Intercultural management concept  

Nowadays, the internationalisation of small and medium size company is a key which 

allows its own economic development, but also, enables a global economic growth. (Jaffe 

& Pasternak, 1994).  

Wanting to expand its range of product and services, the company SEBRAMAT has had 

to adapt and find foreign suppliers. Moreover, foreign clients come to the company.  

At the present time, working with Spain, Portugal and Netherlands, SEBRAMAT has to 

adapt its communication and ways of negotiating to each target country. Indeed, dealing 

with foreign countries requires knowledge, namely regarding intercultural management 
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to understand why behaviour or decisions could be different. That is why researches 

wanted to deeply comprehend the concept of intercultural management and understand 

the success or the failure of some entrepreneurs or companies and relate to how a person 

can adapt in an intercultural environment. (Trompenaars, 1997) 

As explained in chapter one, multiple models have been created by researchers which 

allow to understand differences that could exist between different countries.  

The Models studied in this chapter are Hofstede’s model and the Lewis model because 

they enable a deep understanding of the professional behavior of a country.  On the other 

hand, the Lewis model focuses on three main dimensions (linear-active, multi-active and 

reactive). All conclusions made in the section that follows about behaviours of foreign 

suppliers and clients are based on a scores and dimension study using these models, and 

also, according to my personal experience. Indeed, during my third year of bachelor’s 

degree, I had the possibility to do an internship and work with multiple nationalities. This 

experience allowed me to understand that although researches and models try to 

standardise behaviours, recurrent differences exist within a country or a society. It is the 

mixing of theories and personal experiences that have allowed me to identify on 

differences between France and other countries.  

 

2.1.6.2 Foreign suppliers and clients  

2.1.6.2.1 France case  

SEBRAMAT is a French company dealing with other countries in Europe. Before 

studying Spain, Portugal and Netherlands business habits, we have to consider what are 

habits of French companies. Therefore, Spain, Portugal and Netherlands will be 

analysing.  
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Figure 8: Six dimensions scores for France12. 

Source: Hofstede, G. (n.d.) 

A score of 68 shows that power distance still leaves a mark in France. This score 

represents a noticeable hierarchy within a company. Even if it is not a generally the case, 

in most companies, especially large companies, the CEO and directors are generally busy 

and communicating with them could be very difficult.  

With a score of 86, French society has a high score of uncertainty avoidance. This score 

means that French people do not like surprises, and they need structure in their work. 

Transposed to the business world, meetings and negotiations have to be prepared in 

advance. They also tend to respect regulations and rules. 

A score of 63 for the long-term orientation dimension shows that France has a certain 

confidence in the future. French people have no problem investing or saving money. A 

long-term orientation higher than 50 also points out that French are able to adapt to 

traditions.  

To conclude, doing business with French people could be easy by adopting certain rules. 

They can be relatively relaxed if everything is prepared and rules are respected. To have 

the chance to deal with the CEO could be a long-term work but not impossible. It is also 

easier to reach the CEO in small and medium size business. 

As with France, power distance index, uncertainty avoidance and long-term orientation 

were taken into account for Spain, Portugal and Netherlands. 

 
12 https://www.hofstede-insights.com/country-comparison/france/ 
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2.1.6.2.2 Foreign suppliers  

2.1.6.2.2.1 Spain  

 

Figure 9: Six dimensions scores for Spain.13 

Source: Hofstede, G,( n.d.) 

 

As the graph (Figure 9) demonstrates, with a score of 57, Spain has a lower score than 

France for the power distance dimension. They also have a hierarchical society.  

For the uncertainty avoidance, Spain has the exact same score as France (86). They also 

like rules and a certain structure in their work. Changes are avoided because they 

represent a source of stress.  

In term of long-term orientation, Spain, with a score of 48, has an intermediate score. 

They like to see quick results but also need rules and regulation. Even if the score is lower 

than the French score, these two countries do not seem to have no real difficulties doing 

business, according to the results of the graph shown.  

 

 
13 https://www.hofstede-insights.com/country-comparison/spain/ 
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2.1.6.2.2.2 Portugal  

 

Figure 10: Six dimensions scores for Portugal .14 

Source: Hofstede, G (n.d.) 

Portugal has a slightly lower score than France (63) for the power distance index (Figure 

10). Society and company are structured by hierarchy.  

With a maximum score of 99, the uncertainty avoidance dimension defines Portuguese 

culture very deeply. Portuguese do not accept uncertainty; it is important for them to 

follow all the rules and do not get off the beaten track. Time is money and they are used 

to working hard to obtain what they want, especially with trades.  

A low score of long-term orientation, 28 for Portugal, also highlights the fact that 

Portuguese want fast results and are attached to traditions. This score shows that the belief 

in the future is not justified and they are not used to saving money for the future and want 

quick results. 

With a tendency to be more flexible on traditions, France may not understand why 

Portuguese are attached to traditions. Nevertheless, as countries which have a particular 

affinity with rules, they have the same way of doing business and negotiating. 

 

 
14 https://www.hofstede-insights.com/country-comparison/portugal/ 
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2.1.6.2.3 Foreign clients  

2.1.6.2.3.1 Netherlands 

The company SEBRAMAT do not only have foreign suppliers but the company can have 

foreign clients. For instance, during my internship, SEBRAMAT has have a construction 

site opportunity in Netherlands.  

 

 

Figure 11: Six dimensions scores for Netherlands.15 

Source: Hofstede, G, (n.d.) 

Power distance index score for Netherlands is lower than the France score with 38 (Figure 

11). Dutch style management is recognized today in the business world today. Dutch tend 

to be independent at work; hierarchy exists but rights are equal within a company and 

superiors are as accessible as employees. Power is in the hands of everyone and manager 

can made decisions without the agreement of the head figure.  

Netherlands has an intermediate score for the uncertainty avoidance index, with a score 

of 53. Dutch people are known the be hard worker. Punctuality and precision are required 

during professional meetings. 

In the case of the Netherlands, the score of the masculinity is important to consider 

because a low score of 14 indicates that Dutch appreciate consensus in professional life. 

Long negotiations and compromises are made to resolve conflicts.  

 
15 https://www.hofstede-insights.com/country-comparison/the-netherlands/ 
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With a score of 67 in the Long-term dimension, Netherlands is part of the societies with 

a pragmatic orientation. Dutch people have the ability to adapt easily to traditions and 

culture. They also believe that good results are based on investments and persistence.  

Only three dimensions have been developed in this chapter: power distance index, 

uncertainty avoidance and long-term orientation and masculinity for Netherlands. These 

dimensions allow us to understand differences and similarities that may exist between 

different countries.  

In reference to the Lewis Model triangle (Ott, 2014, p. 100):  

• Netherlands is considered as a linear-active culture. 

• France is between linear-active and multi-active but with a tendency to be closer 

to multi-active.  

• Portugal and Spain are multi-active.  

 

In comparison with the theory of Hofstede’s theory, results seem to be coherent. France, 

Portugal and Spain, with a tendency to be multi-active cultures, have similarities even if 

remain. On the contrary, The Netherlands, which presents more contrasts with France is 

qualified as a linear-active culture/country.  

After analysing the score results of France, Spain, Portugal and Netherlands, they reveal 

there may be more similarities than differences between these countries. The ways of 

proceeding in term of negotiations and doing business are structured because all of these 

countries tend to strictly respect to the letter rules and regulations. Each of them 

appreciates organization and prepared meetings. However, southern European countries 

as Spain and Portugal have a tendency to be more attached to traditions than France.  

 

Nevertheless, differences between France and Netherlands are more noticeable. In fact, 

in term of power distance, France has a score of 68 against 38 for Netherlands, hierarchy 

is more noticeable in France than in Netherlands. For instance, during negotiations, 

French negotiators could be startled if a Dutch employee or a manager makes an 

important decision without consulting his/her boss.  

A link can be established between those two models because in comparison, scores of 

Portugal and Spain, according the Hofstede’s model highlights that they are cultures 
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which attach importance to traditions and people, which is one of the main characteristics 

of multi-active societies. The Netherlands, according to its Hofstede’s score, tends to be 

more work oriented and needs to plan, which is the main character of linear-active 

societies. On the contrary, France is situated in the middle, between linear-active and 

multi-active according to the Lewis model, which is perfectly matched with Hofstede’ 

score. Indeed, being in the middle, France can have the abilities to deal with linear-active 

and multi-active societies.  

To conclude this part, with an open-minded behaviour, global negotiations and trading 

are possible. Intercultural management theories give us insight to comprehend behaviours 

and culture. Doing some research on culture could be a real advantage for companies 

which work and negotiate with foreign suppliers or clients.  

 

2.2 Analysis of the company  

Studying and understanding the environment and the competition of the company is 

important for the development of the company’s strategy. Indeed, nowadays, people tend 

to opt for cheaper products or services which are, most of the time, foreign products or 

services. By understanding and analysing different factors, a company can initiate action 

to compete and keep its market shares. Moreover, even if regulations are, in most cases, 

the same within Europe, differences could exist, and the knowledge of environmental 

factors is essential. Then, the company has to know its own strengths, weaknesses, 

opportunities and threats if it wants to conquer foreign markets because it will be more 

difficult to convince foreign clients and  self-confidence is required.   

 

2.2.1 Competitors and Porter’s five forces analysis  

Competitors of a company are divided into two: the direct competitors and the indirect 

competitors. Direct competitors represent companies which are selling the exact same 

services or products. The indirect competitors are companies that offer different products 

and services but companies which are likely to meet the needs of clients or targets of the 

company.  
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2.2.1.1 Direct competitors  

SEBRAMAT’s direct competitors are the material distributors of each sectors, that is to 

say distributors of shelving equipment, handling machines, charging rack, cleaning 

machines and dock equipment. But manufacturers are also considered direct competitors 

for the company. During negotiations, manufacturers can obtain information about the 

customer and contact them to suggest the same service at a better price. Having created 

some trust between manufacturers, SEBRAMAT does not consider them as real 

competitors, most of the time they work together. 

 

2.2.1.2 Indirect competitors  

The company is required to call on other companies for subcontracting services or 

maintenance, which can also offer to customers the same services as them. For instance, 

for the maintenance of handling machines, SEBRAMAT is required to call on another 

company which is also selling handling machines. During the maintenance visit, this 

company can talk about its activity to the customer and try to entice the customer to 

change companies.   

New online shops, where anything can be found, can also represent a threat for 

SEBRAMAT. Nowadays, lots of purchasers are looking for the best deal and are ready 

to buy materials which are cheaper on a website, which may not be serious. In fact, 

multiple websites appear to sell many professional items, but they are, in fact, daily life 

products.  

 

2.2.1.3 Porter’s five forces analysis  

According to the Porter’s model (Porter, 2008) long-term attractiveness results from the 

joint action of five factors: the threat of new entrants, the bargaining power of buyers, the 

bargaining power of suppliers, the threat of substitute and the rivalry.   

Roots of competition do not only depend on the rivalry that could exist between 

companies. Competition needs to be tacking in account in its entirety to make profits that 

is to say, include all competitive forces.The study of these five aspects allows to 



 

52 
 

understand the competitive atmosphere within an industry and how to define it. (Porter, 

2008) 

That is why, Porter’s five forces model was applied in order to deeply analyse the 

competitive environment of the company (Figure 12). Indeed, in this field of activities, 

that is to say shelving, competition is an element which must be studied in order to 

maintain a good position in the market.  

 

 

Figure 12: The Five Forces That Shape Industry Competition 

Source: Porter  (2008) 
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Figure 13: SEBRAMAT’s Porter analysis. 

Source: own 

The Five Porter’s forces analysis of the company SEBRAMAT was made after an 

interview with the CEO, Mr. Brandt, and the sales representative, Mr.Montel (Figure 13) 

• The buyer power: 4/5  

For the major part, SEBRAMAT’s clients are huge industries, logistic platforms although 

the company works to a very small degree, with small and medium business too. In this 

world, the buyer power is real. At the time of the construction of a building or simply 

materials renewal, clients are continuously looking for the best and cheapest solution.  

In the case of a new building, every field of activity is divided by batches and the project 

manager decides of everything and prefers to work with companies that he knows and 

does not to call other companies. Negotiations can be rude because of this loyalty between 

the project manager and companies, but also because of the size of SEBRAMAT. In fact, 

SEBRAMAT is a small and new company working against huge companies, which are 

completely specialized in one field of activity. Most of the time, companies and project 

managers can feel safer with experts and larger companies.  

For companies which are renewing their materials, there is also exists this loyalty between 

them and their suppliers. Buyers can pressure to other suppliers in order to have better 

prices.  
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In other words, buyer power is a condition to take into account because during the 

negotiations part of an affair, companies have to be ready for rude negotiations with 

buyers because they are looking for the best deal.  

 

• The supplier power: 2/5 

Generally, SEBRAMAT is contacted by suppliers in order to distribute their products in 

an area (for instance north of France). Working with multiple suppliers, SEBRAMAT is 

free to work or not to work with them. Most of the time, it is SEBRAMAT that is 

negotiating with suppliers and not the opposite.  

SEBRAMAT is also working with foreign companies, mainly in Spain and Portugal. The 

company represents the intermediary between them in France because it is easier for them 

to sell foreign products by a French company. As the representative, suppliers are 

generally generous with SEBRAMAT and give them the freedom to choose prices 

without negotiations. Moreover, the company has good relationships with suppliers which 

allows it to gain advantages and discount on material prices. With an heterogenous 

clientele, SEBRAMAT has also made the decision to work with multiple suppliers which 

have different products quality in order to satisfy all clients and respect everyone’s 

budget.  

Nevertheless, the competition still exists between the company and some suppliers which 

can sell directly their products without any help from a distributor such as SEBRAMAT.  

 

• Threat of substitution: 2/5 

As specific and technical products, the threat of substitution is meagre. The company 

brings a service to another company which demands specific products.  

Nevertheless, the threat of substitution can be more or less important depending on the 

countries. In fact, some countries will attach more importance to people and tend to 

preserve human staff over machines. On the contrary, for efficiently or costs controls, 

companies do not hesitate to replace thousands of employees by machines or robots. Once 

again, these decisions can be linked to the concept of culture because, according to 

countries’ past and the importance placed on the human labour force, the debate on 

whether to substitute humans for machines varies. 
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• Threat of new entry: 2/5 

Markets of shelving, handling machines, load supports, dock equipment and cleaning 

machines are constantly growing. The number of online shops is also increasing offering 

cheap prices products. However, as technical professions, it is complicated for a beginner 

to start a business because in-depth knowledge is required. That’s why the threat of new 

entries is meagre.  

 

• Competitive rivalry: 5/5 

Competition is rude in this business sector. It is important to take into account that 

SEBRAMAT is a distributor of multiple solutions for industries. The company finds itself 

face-to-face with competitors of all these products. Moreover, with the improvement of 

business-to-business online shops (B2B), a new kind of competition arrives on the 

market. In fact, companies and distributors sell products cheaply most of the time with a 

low quality  

2.2.2 Company’s environment, SWOT and PESTLE analysis.   

2.2.2.1 SWOT analysis  

“SWOT analysis is an effective framework for analysing the Strengths, Weaknesses, 

Opportunities and Threats of an organization that helps to address the effectiveness of a 

project planning and implementation.” (Sabbaghi & Vaidyanathan, 2004, p.5) Table 10 

depicts SEBRAMAT’s SWOT analysis.  

Table 10: SWOT analysis of the company SEBRAMAT. 

SWOT analysis of the company  

STRENGHTS WEAKNESSES 

- Professionalism  

- Experience  

- Huge range of products  

- Complementary team  

- Technical nature  

- Small and medium size business 

(lots of demand and not always the 

time to study all cases.)  

- Payment period  

- Technical team subcontracted  
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- Turn over evaluate each year  

- Trade fair participation  

- Multiple market knowledge 

- Development of the corporate 

identity    

- Capacity to work only in a 

geographical area (North of 

France) 

- No communication budget 

OPPORTUNITIES THREATS 

- New regulations for shelving 

- Commercial prospection  

- Training course 

- E-commerce opportunities  

- Materiel renewal after the 

COVID.19 crisis  

- Possibility to enter on the national 

and international market   

- Strong competition  

- Pandemic situation  

 

Source: own 

• Strengths  

SEBRAMAT has multiple strengths which allows it to be well placed to compete on the 

marketplace. After more than ten years working within different companies, Mr 

BRANDT decided to create his own business. He waited to gain experience to advise his 

clients the best. He had the chance to work with huge and renown company that bring 

him experience, knowledge and professionalism. In this business sector, professionalism 

is the key because it demands technical knowledge in order to offer the best quality 

products and services.  

When the company blew out its first birthday candle, Mr BRANDT hired Mr Simon 

MONTEL as sales representative. Even though Mr MONTEL was not from the business 

area before, he learnt very fast the particularities of the profession and became Mr 

BRANDT’s right-hand man. These two professionals form an effective working group. 

They are a complementary team. For instance, when Mr BRANDT is in a commercial 

appointment, most of the time Mr MONTEL is at the office and draws up the quote 

immediately. Buyers appreciate this kind of professionalism and quickness. A turnover, 

which is constantly evolving, reinforces this idea of a company in good health.  
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Since its creation, the company has always made the effort to communicate about its 

services and products. To pay for communication made by experts is not within the grasp 

of small and medium size business, but SEBRAMAT knows to use free tools. Indeed, 

professional social medias such as LinkedIn represents a real opportunity for companies 

to communicate efficiently without a marketing and communication’s budget. The 

company created a real strategy on social medias, and it helped it because in 2019 

SEBRAMAT has traded thanks to social medias16.  

 

• Weaknesses  

Small and medium businesses are not confronted with the same situations as large 

companies. Because of the lack of employees or time, small businesses and companies 

can miss out on affairs. But it is also a way to observe a healthy company because there 

are more demands. As a small and medium business company, SEBRAMAT faces these 

difficulties. Payment periods put the company in a difficult position. Most of the time, 

SEBRAMAT has to pay suppliers upfront and buyers and clients’ payments are often late.  

Even though the company has developed a communication strategy on social media, it is 

not enough to reach everyone. As SEBRAMAT can’t finance advertising, the company 

loses visibility.  

For most large companies, they have their own technical teams and have a direct 

communication with them. SEBRAMAT is obligated to go through a subcontracted 

technical team. A technical team represents an additional cost that the company cannot 

afford at the moment. Because of a lack of time and workforce, SEBRAMAT works 

essentially with the North of France even though interesting affaires could be won.   

 

• Opportunities  

Multiple opportunities are available to SEBRAMAT. With the rise of European and 

national regulations for shelving, SEBRAMAT could turn to the control of maintenance 

activities, which represents annual contracts, most of the time. Moreover, after 

maintenance controls, new materials are required to match with regulations and, this 

creates an opportunity for SEBRAMAT to offer its products and create a certain loyalty 

 
16 The information is based on the interview with the CEO, Mr. Brandt.  



 

58 
 

with customers with vouchers or discounts. In the business area of logistic and industry, 

customer loyalty is crucial because it allows to create exclusiveness and confidence. Word 

of mouth is also important in logistics and in the industrial sectors.  

With the emergence of the internet, e-commerce is an integral part of our way of 

consuming today. SEBRAMAT has created its online store in order to facilitate some 

trades (for handling machines and load supports).  

An opportunity that had the merit of being explored is market research and training 

course. With striking commercial documents and speech, reaching new customers is not 

impossible. Training courses allow a company to develop its knowledge and, at the same 

time, pad activities.  

Gaining the national market is a real objective for SEBRAMAT. It could be a great 

opportunity, but the company needs one more employee.  

 

• Threats  

Competition is rude and companies which offer products and solution for  in logisticians 

and industrials must be professional and trustful. But, even if the competition is rude, the 

company has to build real confidence towards its customers. In 2020, all the world is 

confronted with a pandemic situation. Because of a contagious virus, states, including 

France, have declared the state of emergency putting the county in confinement, including 

companies. The quarantine has a real impact on the economy because most of employees 

cannot work, leading to a loss of turnover.  

 

2.2.2.2 PESTLE analysis  

The PESTLE analysis is a tool created in order to consider external factors that could 

have an influence and understand the impact of these factors. PESTLE analysis is mainly 

used to determine and sum up environmental influences. (Williams & Figueirido, 2011) 
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Table 11: PESTLE analysis of the company SEBRAMAT 

PESTLE Analysis of the company 

Politics   

Economy • Global and national crisis after the COVID.19 sanitary crisis.  

Social • Consuming evolution  

Technology  • New technologies  

• Automation of shelving techniques  

• Electric handling machines  

• Social medias emergence  

Legal  • European regulations  

• Security regulations for shelving and dock equipment 

Environment  • New electrical handling machines 

• New regulations  

• Way of mind changings  

Source: own 

 

• Politics  

Politics have no impact on SEBRAMAT company in France. 

• Economy 

The global and national crisis ring and after the COVID.19 situation will have a huge 

economic impact for a lot of companies. For instance, some budget could be reduced, 

leading a crisis.  

• Social  

New ways of consumption could have an impact on SEBRAMAT company. Nowadays, 

people have the tendency to buy more on the internet, even industrial and logistic 

materials. These products are, most of the time, of low quality with prices that cannot be 

beaten. 

• Technology 
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Technological advances of the last centuries are considerable and directly influence on 

SEBRAMAT’s work. In term of handling machines, technologies have evolved with the 

arrival of electric batteries. Load capacities have also changed, and are most important 

aspect nowadays in order to make easier the moving of heavy loads moving. 

Technological advances about electric batteries are not developed in France, but in 

Europe and Asia. Thanks’ to international exchanges and knowledge shares between 

countries, French companies such as SEBRAMAT can offer this kind of technology to 

its clients.  

Another major technological advance of the last centuries has been the internet and the 

creation of social medias especially professional social medias. When a social media is 

used in intelligently, it represents a goldmine for commercial development. LinkedIn, a 

social media created in 2003 in the Unites States is a community of professional who do 

not hesitate to share tips and exchange information about their activities. This social 

media allows companies to promote their business for free. Free communication is a 

considerable element for small and medium size businesses, which may not have financial 

means for huge advertising campaigns.  

• Legal  

European and national regulations impose rules on checking shelving. Those regulations 

obligate the company to do checking regularly.  

• Environmental  

Further to governmental decisions taken for climate engagement the past years, 

environmental factor has an influence of the activity of SEBRAMAT. Customers tend to 

choose eco-friendly products with electric batteries for handling machines for example. 

 

Both analyses, SWOT and PESTLE, can help take advantage of the opportunities and 

develop new strategies thanks to the analysis of the strengths of the company. Moreover, 

these analyses allow to the company how to comprehend the threat of its weaknesses. 
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CHAPTER III – THE INTERNSHIP 
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This chapter is divided into four parts in which I analyse my internship. Multiple tasks 

have been done during the six-month internship especially in marketing, communication 

and e-commerce. The first part will explain aims and the organisation of the internship, 

especially the new organisation due to the situation caused by COVID.19 and the 

confinement. The second and third parts describe all the marketing, communication and 

e-commerce tasks completed during the internship. Finally, the last part presents the 

association named PART’LOG, of which the company SEBRAMAT is a part, and the 

missions I carried out for the association.  

3 The Internship 

3.1 Aims and organisation of the internship  

The aims and missions had been decided before the beginning of the internship with the 

work placement mentor with the validation of the thesis supervisor.  

The internship explained in this report had a duration of 910 hours, that is to say, 26 weeks 

accomplished between the 6 January and the 3 July 2020. There was a weekly schedule 

of 35 hours, the same as a basic employment contract in France. 

3.1.1 Aims and missions  

The missions were divided into three main activities:  

• Communication 

• Marketing  

• E-commerce 

 

It was established with the company that the aims for the communication and marketing 

part were:  

• Development of a communication plan for 2020. (Appendix VIII) 

• Revision and creation technical specifications sheet. (Appendix III) 

• Creation of digital or paper imageries in order to communicate better and make 

the company more prominent. (Appendix I) 

• Creation of a brochure to present the company and help sales representative during 

negotiations. (Appendix V)  

• Creation of a company video. 
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• Web-marketing: website management and optimisation  

• Enrolment and preparation of trade fairs.  

 

For the e-commerce part, the aims and tasks were:  

• Actions for the sales development of the online shop.  

• Adding new products and the creation of product information sheet. (Appendix 

XII)  

• Crowd analysis.  

• Creation of a new category: “current offers” which presents second-hand 

products.  

 

In September, the company with the help of three others created an association of 

companies specialised in logistic and industry needs in order to be able to present  an 

overall solution. The CEO of the company SEBRAMAT was named to be the president 

of the association PART’LOG. Missions for PART’LOG were also a part of the 

internship’s aims. The main goals established were community management. That is to 

say, the internship included the management of social medias and website by creating 

articles and also organising events.   

 

3.1.2 Organisation of the internship  

Aims and missions were multiple and multifaceted that is why a good organisation of 

working day was necessary. In order to stay well organized and complete all the tasks, 

days were divided in two or three. For instance, I would work on the communication or 

marketing task during the morning and work on web-marketing or online shop during the 

afternoon. Some days, PART’LOG tasks had to be incorporated into the plan of the day.  

Thanks to weekly meetings, on Mondays or Fridays, planning of weekly tasks and 

objectives was simple. The creation of a to-do list was helpful to see what tasks had been 

done or not during the day of not. Weekly meetings also allowed us to do an update the 

progression of current projects and ask for help, if we found it was necessary. All the 

team worked together even when each employee had his/her own tasks. The CEO, Mr S. 
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BRANDT, usually organises twice a year, a one-day meeting in order to present the 

turnover realized and new objectives.  

 

3.1.3 The teleworking experience and confinement situation organisation  

In 2020, a unique situation took place in France and worldwide. Due to the COVID.19 

pandemic, companies, shops and schools had to shut down. For some activities, 

teleworking was been set up. For an internship in marketing, communication and e-

commerce, teleworking was not a problem, but organization was needed. For two months, 

the company SEBRAMAT continued to work but all the employees were at home. The 

CEO of the company, Sébastien BRANDT, planned meetings for every week in order to 

keep the team motivate and active during the quarantine. Even if the activities were 

slowed down, the company realized sales and the lockdown allowed the company to 

develop the online shop.  

 

3.2 Marketing and communication activities  

The internship was based on marketing and communication activities at the beginning 

but, during the internship, other tasks and responsibilities were assumed, especially in e-

commerce.  

 

3.2.1 Creation of the corporate identity  

“The role of symbolism is now assigned a greater role and has grown from its original 

purpose of increasing organizational visibility to a position where it is seen as having a 

role in communicating corporate strategy.” (Riel & Balmer, 1997, p.340) 

In order to professionalize the company’s image, it is important to create a corporate 

identity. Nowadays, a corporate identity is even considered essential to the development 

of the communication strategy.  

The logo was already created by a graphic designer with two main colours: black and 

orange. A company logo represents a lot because it is the first thing that remains in mind 

of people when they are thinking about a brand or a product. The choice of the colour is 
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also essential because it will be etched into people’s minds. That is why the logo of the 

company has been an important element in corporate identity and the style guide’s 

creation. Indeed, all documents created during the internship followed the rules 

implement as two triangles black and orange at the right bottom of the page.  

Moreover, when the website was created 2 years ago, the webmaster who have made it 

also designed a kakemono. An image was bought showing perfectly the activities of the 

company perfectly. This image has been reused in commercial flyer and catalogues. It 

was important to keep the colour codes and images already in people’s minds, int the next 

phase, which was the creation of marketing and commercial documents.  

 

3.2.2 Creation of marketing and commercial documents  

A marketing manager has a global vision of customers’ needs thanks to thoughtful 

analysis. (Webster, 1992) The role of marketing within a company is to help sales 

representatives sell and attract clients by clearing trust and quality. 

Sales representatives must have access to tools such as sales brochures, flyers and 

business cards which represent the company during meetings in order to show a 

professional image of the company. But the marketing also is a part of the creation of 

technical specification sheets, PowerPoint presentations, videos and of the reflection 

around email campaigns for instance. It is not only about selling and attracting people, 

but to prove that the company is trustworthy, with a professional and clear explanation 

about its products or services. This is important in logistics and industrial sectors. Clients 

are searching for the best quality and they need to be reassured with a high quality and 

documented service.  

As a young company, SEBRAMAT does not have a marketing department and are 

creating documents gradually, when documents were needed. For the CEO Mr Brandt, 

his objective in 2020 was to professionalize his company by hiring someone dedicated to 

marketing and communication.   

 

• Flyers  

To help sales representatives during their market researches, especially by email for 

instance, a flyer has been created. The objective was to present all activities and services 
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sold and proposed by the company clearly. The image used on the advertising banner and 

colour coding has been put on the flyer to remind clients’ of SEBRAMAT’s identity. 

(Appendix I)  

 

• Technical specification sheets and product information sheet.  

When a client or a potential client is interested in a service or a product, the first thing to 

do is to send a technical specification sheet or a product information sheet. A product 

specification sheet (Appendix II) is a simplified version of a technical specification sheet 

(Appendix III). Indeed, it only presents the principal advantages of the product without 

getting into specifics details, while the technical sheet explains precisely each technical 

characteristic, such as dimensions, weight, power or colour, for example. SEBRAMAT 

is a company specialized in shelving, handling machines, load supports, cleaning 

machines and dock equipment areas, which require detailed explanations.   

For technical specification sheets and product information sheets, the same page setting 

has been used. The colour coding stays the same, that is to say orange and black, the title 

on the top of the page is underlined. The specific information about the company is 

referenced in a footnote with two triangles: one orange and one black. Those two triangles 

are almost on all company documents. These documents have an informative role and are 

always send with a cost estimate to allow clients to understand the product they buy.  

 

• Catalogues  

The company SEBRAMAT has a diversified activity in different more or less technical 

areas. Indeed, the company is able to offer services in shelving (Appendix IV), handling 

machines, load supports, cleaning machines and dock equipment. Generally, when clients 

are requesting for services, they are not interested in all services. Catalogues gather the 

products and the varieties of a service.   

Once again, colour coding and the image of the advertising banner have been used for the 

front cover, with the title of the service. These catalogues present all products in detail. 

Products are presented in a logical order, that is to say, from the lightest to the heaviest 

shelving solution, or from the smallest machines to the heaviest, for handling machines 

and cleaning machines.   
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• Business sectors brochures  

There are well-defined business sector such as agribusiness (Appendix V), agriculture 

sector (Appendix VI), pharmaceutical industry (Appendix VII), which are the targets of 

SEBRAMAT. In order to help sales representatives when they are establishing contact 

with companies specialized in these business sectors, brochures have been created. These 

brochures present products which could be potentially interesting. Products are not 

presented in detail. 

 Mr Brandt has a good knowledge of these business sectors, which allows him to know 

which products are adapted. This kind of document is not compulsory, but it is a way to 

show clients that the company made the effort to create a specialized document for the 

business sectors, and most importantly, that the company has the knowledge and will to 

know how to advise.  

 

• PowerPoint presentation 

After prospecting and convincing a potential client and before meeting him/her, a power 

point presentation is created. This form of communication is made only for important 

clients, such as large industrial group or a major logistics platform. During the time of the 

internship, two presentations were necessary. One for a national group of logistics 

platform, and another one for one of the biggest agribusiness in France. The preparation 

of the meeting would have an important impact on the final decision. This meeting was 

made for the company to convince and explain in detail that SEBRAMAT was able to 

propose the best solution for the client’s demand.  

The PowerPoint presentations enable the company to highlight that they have deeply 

understood the client’s needs. Indeed, most of the time, a telephone contact is made, and 

the client explains why he is asking for the company’s services or products. As explained 

before, the majority of SEBRAMAT’s clients only needs products or services from one 

category: shelving, handling machines, load supports, cleaning machines and dock 

equipment. In this situation, a telephone call let SEBRAMAT knows which solutions, 

services or products were to be presented in detail and showed to the client that the 

company was capable of meeting their needs.  
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• YouTube Channel  

Specialized business sectors need visual support to illustrate complex activities, such as 

the ones that are part of SEBRAMAT. Videos shows the best products tand the solutions’ 

specific features. In the most cases, since a direct demonstration is impossible, 

SEBRAMAT decided to create its YouTube channel: 

 https://www.youtube.com/channel/UCSdcxMg9f6MKSPYxC-D7HRg to put products 

and solution videos where everyone can have a free access to.  

When clients are asking for more information, the SEBRAMAT team redirects them to 

the YouTube channel. It is a way for clients to see how the product works and imagine 

for themselves if it could be the best solutions for them.  

I was in charge video editing and the management of the YouTube channel. Miniatures 

are created to standardize the channel; miniatures are considered profile pictures of a 

video. This picture is designed to attract clients or YouTube users to watch the video.  

To date, there are only seven videos on SEBRAMAT’s YouTube Channel. It demands a 

lot of work and it can be difficult to obtain contents. The most watched video is the one 

which present shelving and building protection, at the time of this report with 40 views. 

 

3.2.3 Communication and web marketing activities   

3.2.3.1 Social medias strategy and activities  

The emergence of social medias has completely changed the marketing rules. Online 

communication is, from now on, accessible to everyone. Companies implement new 

strategies and create job dedicated to communication on social medias. Social media 

allows the company to have the largest web presence. (Neff, 2010) 

Social media also represent free tools for a company unlike online ad campaigns. For a 

small and medium size company such as SEBRAMAT, there is not budget for these types 

of ads. On the other hand, the company has built a real strategy on social medias. The 

management of the social media accounts was one of the activities that I was responsible 

for during the internship.  

At the end of each month, during a weekly meeting, the schedule (Appendix VIII) of a 

new post on social media was setting up. Before the arrival of the intern, the team decided 
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that the communication on social medias would be twice a week, on Tuesdays and 

Thursdays using LinkedIn and Facebook.  

The posts’ main themes were:   

• The presentation of a complete construction in order to show what the company 

is able to do. (Appendix IX) 

• The presentation of products, depending on the season. Mr Brandt selected the 

most sold products. (Appendix X)  

• The promotion of the online shop and new arrivals (Appendix XI)  

 

Tasks performed included writing of posts according to the themes selected during the 

meetings and the creation of imageries in relation to the text; for instance, photos of the 

construction or photomontage presenting products.  

In addition to content creation such as posts and imageries, another strategy was adopted 

by the whole team; SEBRAMAT’s image on social media was standardized. A banner 

(Appendix XII) was created and used on the company profile, but it was also added on to 

the profile of each members of the SEBRAMAT’s team. Standardized profiles allow the 

company to be more professional and reinforced the corporate identity. 

 

3.2.3.2 Web marketing  

The company SEBRAMAT owns two websites: one of them being an online shop. 

Indeed, the difference between www.sebramat.fr and www.sebramat-shop.fr must be 

explained.  

The online shop is only dedicated to selling, on the other hand, the website presents the 

company, its values, activities, current offers of second-hand products, and work site 

pictures to show what the company is able to do. 

One of the tasks was to keep the website alive and enrich it by:  

• Reviewing all pages, texts and images concerning its activities. 

• Creating a “Who we are?” page to explain SEBRAMAT’s missions and values.  

• Setting up the second-hand tab. 
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To complete these tasks, it was necessary to use the website editing software which is 

WordPress. A training course allowed me to better comprehend the task. A professional 

came to the office to explain the basic of the software. The training course was rewarding 

and extremely beneficial as it allowed me to learn what was also necessary for the 

management of another website: PART’LOG website. 

 

3.2.4 Event organisation  

Trade fairs represent a major opportunity in order to make contacts and find about new 

opportunities for a company.  SEBRAMAT has realized this and decided to participate in 

three trade fairs in 2020. Trade fairs target business sectors such as, the industry, logistics, 

and the agriculture sector to attract a target audience. The company chose to participate 

in two trade fairs which were more dedicated to the agriculture sector and another which 

brought together all industrial professionals. A thorough preparation was necessary 

beforehand because these events demand organisation and time.  

Long before the D-day, detailed registration forms needed to be completed and this took 

time. Trade fairs also have a cost because organisers need funds for service delivery such 

as the stand, and all the other costs. Unfortunately, with the confinement due to the 

COVID.19 pandemic, all trade fairs were cancelled in France. Some of them were 

postponed.  

Although the trade fairs were cancelled, all the SEBRAMAT’s team had already started 

its preparations. In addition to estimate costs and saving the date, a careful thought is 

necessary to success and do not lose money. With a wide range of products, it is crucial 

for SEBRAMAT to determine which products are important to present during the trade 

fair.  

The team decided that products that would be pointed out for trade fairs were the ones 

dedicated to the agriculture sector, such as loading supports and handling machines 

because these solutions targeted farmers’ needs. Box pallets, which are part of the load 

supports products are used for the storage of vegetables or other goods. As they are 

considered heavy loads, they are moved with the help of handling machines.  

The products selected for the industrial trade fair were also load supports such as pallets 

or box pallets, and shelving solutions with shelving protections because these load 
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support solutions (pallets, box pallets) are stored on shelving within a building. Just like 

for the agriculture sector, handling machines which move load support were to be 

exhibited.  

This decision-making dialogue is important because there are suppliers who agree or not 

to lend materials. Another trade fair usually takes place at the same time and that is why 

all the organisation and decisions have to made in advance, to have the time to contact 

suppliers.  

The organisation of events is challenging and rewarding but can be stressful without a 

well-planned organisation.  

 

3.3 E-commerce activities  

After one year, the company decided to create its online shop: www.sebramat-shop.fr in 

order to allow clients to buy in an autonomous way without doing cost estimates, which 

could be a long procedure. The team has selected products that they wanted to sell on the 

online shop and asked a specialized company to create the website.  

 

3.3.1 Activities performed  

• Software training  

Developed by a company specialised in online shop, training courses were necessary to 

understand how to use the software. All training courses had occurred before the arrival 

of the intern but each of session had been recorded and archived in order to review it 

again, if needed. The sales representative, Mr Montel, was also extremely helpful thanks 

to his deep knowledge of the software. Indeed, he made the main part before the launch 

of the online shop by adding products and making adjustments.  

 

• Introducing new products  

Most of my work regarding the online shop was adding new products. Beforehand, there 

is a precise procedure to follow that includes: the calculation of the price, the writing of 

the description; and the selection of pictures. Mr Brandt and Mr Montel have created a 

selling sheet using Excel that allow an automatic calculation of prices according to the 
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margin decided. After that, the writing of the description is important because it will give 

all the information that the customers will find. It has to be precise and brief to capture 

clients‘ attention and describe the product clearly. Pictures play a crucial part in the selling 

process. The pictures all have the same format, that is to say, the product is presented on 

a white background to emphasize it. The Appendix XIII illustrates how a product is 

presented on the online shop www.sebramat-shop.fr  

All technical sheets are also downloadable to help customers to make their choice. In fact, 

all information about colours, size, and weight appear on the technical sheet. 

 

3.3.2 Second-hand market setting up 

Mr Brandt was led to buy back a piece of loading equipment that he reconditioned and 

resold afterward. A specific tab was created on the website www.sebramat.fr/offre-du-

moment/ as a sort of second-hand shop. This tab contains second-hand products to 

everyone on the web. Nevertheless, it is not possible to buy it through this platform. If 

clients are interested, they can call the company directly to buy it or for further 

information. All contact details are highlighted, and the procedure is indicated on the 

website. To established something professional, two other tabs have been created to 

separate broad categories: shelving and loading equipment.  

 

3.4 Association PART’LOG  

3.4.1 What is PART’LOG?  

PART’LOG is an association created by four professionals from the logistics or industry 

areas. The CEO of the company SEBRAMAT, Mr Sébastien BRANDT, has been named 

president of the association. There are other people with him in the organisation: Mr 

Jimmy MAKA, specialized in electronic security, Mr Valery Massin, CEO of solutions 

suppliers of packaging optimisation and Mrs Malvina BODA, labelling and tracking 

specialist.  

PART’LOG was created in order to bring global solutions and recommend real 

professionals for the industry and logistics sector. (PARTLOG, s.d.) 
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These four activities are complementary and do not create competition between members. 

That is to say, the association can only accept new companies who specialize an area that 

is not yet represented within the association.  

The name of the association is a contraction of two French words which are “partenaire”17 

and “logistique”18. These word means partners and logistics and the contraction is 

PART’LOG.  

 

3.4.2 Setting up of the communication plan  

Before the beginning of the internship, it was decided that I would be in charge of the 

communication part. The main goal was to animate social medias and the website. Firstly, 

I created a LinkedIn page (https://www.linkedin.com/company/part-

log/?viewAsMember=true) and the website (www.partlog.fr) was created by a 

webmaster. 

Each month, an article was written for the website about one of the company members, 

and each week, the LinkedIn page was animated by posts. From June, a schedule was 

created to organize posts and the articles for each creators’ companies. (Appendix XIV)  

 

3.4.3 Event organisation  

• First event – 31st of January 2020 

Although the association was created in September 2019, all the team wanted to organise 

an event in order to launch and present to the public, the ambitions and aims of the 

association.  

The first event took place in Ruitz the 31st of January 2020. On that occasion, an invitation 

was created by the sales representative of KIECE NORD. (Appendix XV)  

The aims of the event were to present each founding members and its activities. The event 

took place at the “Village Enterprise” of Ruitz, which is a place made for professional 

trade fairs. The hall was divided into four parts to offer to each member a stand. They 

 
17 From Cambridge dictionary. Partenaire: partner  

18 From Cambridge dictionary : Logistique : logistics  
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exhibited their solutions and products to guests who were potential clients. Thanks to this 

event, each member has made sales and made new contacts.  

My tasks before and during the event were:  

- The creation of the product specification sheet for SEBRAMAT’s 

products.  

- The creation of a feedback form distributed to guests at the end of the 

event.  

- Greeting guest and providing them with a badge with their name and the 

name of the company where they worked.  

- Arranging the buffet and drinks  

- Reminding guest to fill in the survey (feedback form) when they left the 

trade fair.  

- Tidying up.  

 

• Other events 

Another event was expected for May but, with the COVID.19 situation, all trade fairs 

were cancelled. Moreover, the pandemic situation had repercussions on the team spirit, 

the team struggled and began to lack motivation. Only Mr Brandt and Mr Maka were still 

motivated to organize new events. 

 

3.5 Internship assessment  

3.5.1 Company assessment  

A final meeting with the entire team of the company - SEBRAMAT - concluded that all 

objectives, missions and projects were achieved. The internship aimed to develop 

multiple skills in marketing, communication, e-commerce but also help with the 

integration in a new company and understand the relationships between the company and 

its suppliers.   

The internship allowed to the company to: 

• Develop its reputation on social media thanks to a communication plan.  

• Create new company documents in line with the company’s identity and style.  
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• Renewal of technical sheets, brochures and flyers. 

• Create catalogues.  

• Create videos and set up a YouTube channel. 

• Optimise the website and the online shop. 

• Organise a new project: an online second-hand market. 

• Participate in the  PART’LOG association by managing the communication and 

the organisation of the different events.  

 

The company has had feedbacks from clients, suppliers and partners about its new 

documents and their efficiencies. Usually, Mr Montel was in charge of the 

communication part, which is not his favourite field. Thanks to the internship, he focused 

more on his commercial activities in order to develop sales and the company’s products 

and services. The internship was a real timesaver for the entire team because 

communication, marketing and e-commerce tasks were delegated. Thanks to the training 

courses, I was also able to manage the online shop independently.  

The communication with foreign suppliers was also delegated to me due to my knowledge 

of English and Spanish. The knowledge of these languages was also useful for the 

translation of documents such as the technical sheets (Appendix III). The internship was 

a way for the me to develop my professional vocabulary in English and Spanish on the 

themes of logistics, the industry and materials.  

The COVID.19 crisis did not question my position, and the team was invited to work 

from home. This situation was completely new for everyone and the company had to 

manage and abide by the government decisions. The confinement was an opportunity for 

the company to work and focus more on the online web shop by optimising products and 

the creating of new technical sheets, which were added to the website because commercial 

appointments were interrupted.  

 

3.5.2 Personal assessment  

From a personal point of view, the internship was intense and rewarding. Tasks were 

varied and abundant, that is why a well organisation was needed. The beginning was a 

little complicated because the industrial and logistics areas are extremely technical and 
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that can be complicated to understand at first. Nevertheless, the team was understanding 

and provided advice and the training courses necessary for the internship’s success. From 

a professional point of view, my strengths were my creativity and my knowledge of 

marketing and communication tools learnt during the bachelor and master’s degrees.  

Thanks to the opportunity to do the master’s degree in partnership with ISCAP in 

Portugal, I had the opportunity to apply different knowledges. Indeed, in my opinion, the 

courses are completely different but just as interesting. The study of models, intercultural 

management and tools (such as SWOT, PESTLE and Porter’s five forces) in Artois 

University in France allowed me to understand why it is important to know the 

environment of the company. A deep study of the company environment is a way to 

prevent rude competition that could exist, the threat of substitution and, political, 

economic, environmental, social and technological factors that can have an influence on 

the strategy and the success of a company. In relation to intercultural management and 

communication, which can be adjusted to different countries in order to create a new 

strategy, which may be successful abroad. Courses provided by the ISCAP during the 

second year of the master’s degree were more centred on foreign business, and this allows 

to understand the different ways of thinking of the countries and their past and history 

(UK, Spain, China in my case). As mentioned in the first Chapter, exchanges between 

foreign people have always existed and the history of the country has a major role in the 

populations’ behaviours today. The progression of this report was possible thanks to the 

theorical knowledge provided by both higher education institutions, the internship and 

also personal research and experiences.   

 

 
 
 
 
 
 
 
 



 

77 
 

CONCLUSION 
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This last Chapter is the conclusion of the six months’ internship, but also the conclusion 

and practical application of research and knowledge acquired during the entire experience 

of higher education studies especially in master’s degree in Intercultural Studies for 

Business.  

The research work made by me that this report tends to be presented in a logical way. In 

fact, several concepts are mentioned such as globalisation, internationalisation, culture 

and interculturality, intercultural management and cross-cultural strategies. These areas 

have been chosen in line with the topic of the internship. Globalisation and 

internationalisation are key elements in the understanding of the international 

development of the companies and small and medium size corporations. As explained in 

Chapter two, globalisation has been driving the evolution of international and 

intercultural relations between countries through trades and knowledge exchanges. The 

globalisation concept has led to the internationalisation concept by the acceleration of 

international exchanges. Nevertheless, modes and motivations of internationalisation 

process have created a certain uncertainty from companies especially small and medium 

size business.  

In addition to the process of internationalisation, another impact to consider is the 

presence of different cultures in a same place or company. As mentioned, and defined in 

Chapter two, the concept of culture is widespread and the consideration of this concept is 

important in a company, which is or wants to internationalise its activities. The concept 

of culture led to interculturality, which represents for instance, the interaction between 

people from different cultures. From the term of interculturality and exchanges between 

people, research has looked into this situation and elaborated models which categorised 

national behaviours in order to help intercultural communication and negotiations. 

Nevertheless, these models have limits because they tend to standardise behaviours 

without taking into account the cultural diversity within a nation but, if all these models 

are considered and the link between them are established, they could be useful and 

become real tools.  

Cultural differences also have implication on a company’s strategies especially in the area 

of marketing. In fact, the marketing is revolving around the customer, its needs and wants, 

which could be different according their culture. That is why, researchers and professor 

of marketing have researched different strategies that exist around the cross-cultural 

marketing. What is important to highlight is that the strategy does not depend on the size 
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of the company, but its aspirations. Moreover, multiple factors must be taking into 

account because the strategy can be different according to the type of products and 

services. Indeed, in some cases, the product will have to be adapted or changed but 

sometimes, it will be only the way that the product is presented by different 

communication and advertisement strategies. In the case of SEBRAMAT, products 

cannot be changed, and the selling power is based on marketing and communication 

adaptations.  

I noticed that during the internship, although the company SEBRAMAT is a small 

company and is not confronted with intercultural management and strategies every day, 

the concept of culture and intercultural management have their importance in establishing 

and maintaining the good relationship between the company and suppliers or clients. 

According to models’ results, that is to say: Hofstede and Lewis models, and my personal 

experience, I can say that Portugal and Spain which tend to have a culture quite close to 

the French culture. Indeed, there is an obvious hierarchy, the work and negotiations must 

be prepared in advance but, traditions do not have the same degree of importance in 

France as in Portugal and Spain. On the contrary, differences are more noteworthy 

between France and Netherlands. The management style in Netherlands is completely 

different than in France, Portugal and Spain. The company is not ruled by the hierarchy 

and they tend to consider everyone to be on the same level. Dutch are tasks-oriented, and 

traditions do not have an important place in professional life. But, offering particular 

products, SEBRAMAT has always known that all products cannot be made in France and 

sold by France. Trade with foreign countries was compulsory and it had no difficulties in 

working with foreign suppliers or clients. These differences and similarities have been 

observed according to exchanges during the internship and personal experience but, I 

think that it is important not to standardise because diversity is everywhere, even within 

in a same country or society.   

As to the internship, in my opinion, it was extremely rewarding and allowed me to perfect 

my professional project. Indeed, the e-commerce area was a great discovery, and it is now 

a sector in which I would like to blossom. The tasks and projects in communication and 

marketing were accomplished with success. Moreover, I have had the opportunity to 

develop new skills and learn the use of software and sales tools thanks to the training 

courses offered by the company.   



 

80 
 

REFERENCES 
 

  



 

81 
 

Akgün, E.A & Keskin, H. & Ayar, H. (2014). Standardization and Adaptation of 

International Marketing Mix Activities: A Case Study. 10th International 

Strategic Management Conference (pp. 609-618). Elsevier Ltd. 

Barrett, M. (2013). Introduction - Interculturalism and multiculturalism : concept and 

controversies. In M. Barrett, Interculturalism and multiculturalism : similarities 

and differences (p. 17). 

Bennet, R. (2008). International Business (2nd edition ed.). New Delhi, India : Pearson 

education Ltd. 

Bilkey, W & Tesar, G. (1977). The export behavior of smaller Wisconsin manufacturing 

firms. Journal of International Business Studies, 9, 93-98. 

Biscourp, P & Kramarz, F & Crozet, M. (2003). Internationalisation des entreprises 

industrielles et emploi : une analyse sur la période 1986-1992. Economie et 

statistique, 69-95. 

Boccara, F., Hecquet, V., D’Isanto, A., & Picard, T. (2013). L’internationalisation des 

entreprises et l’économie française. Retrieved July, 26 2020, from 

http://gesd.free.fr/efrmondi.pdf 

Borden H, N. . (1984). The Concept of the Marketing Mix. Journal of Advertising 

Research, 7-12. 

Bouchard, G. (2013). Interculturalism : what makes it distinctive ? . Dans M. Barrett, 

Interculturalism and multiculturalism : similarities and differences (pp. 93-106). 

Bourguignon, R & Chevrier, S. (2013, January). Le management interculturel : 

accompagner l'internationalisation des entreprises . 

Rémi, B., & Chevrier, S. (2013). Le management interculturel: accompagner 

l’internationalisation des entreprises (No. hal-01126899). 

Bradley, F. (1991). International Marketing Strategy (éd. Fifth Edition ). Prentice Hall . 

Brunel, S. (2007, Mars). Qu'est-ce que la mondialisation ? Sciences Humaines, 180(3). 

Burton, D. (2009). Cross-cultural marketing : Theory, practice and revelance .  

Caganova, D., Cambal, M., & Weidlichova Luptakova, S. (2010). Intercultural 

Management – Trend of Contemporary Globalized World. Elektronika Ir 

Elektrotechnika, 102(6), pp. 51-54.  

Calof, J.L. & Beamish, P.W. (1995). Adapting to foreign markets: explaining 

internationalization. International Business Review, 4(2), 115-131. 

Catalin, P. (2012, February ). A Critical Approach to Hofstede's Model on Cultural 

Dimensions. Series Economic Sciences, 12, 644-648. 



 

82 
 

Cavusgil, T. (1980). On the internationalization process of firms. European Research, 8, 

273-280. 

Chevrier, S. (2003). Le management interculturel . Paris : Presse Universitaire de France. 

Chevrier, S. (2013). La notion de culture . In S. Chevrier, Le management interculturel 

(pp. 9-34). Parix, cedex 14, France: Presses Universitaires de France . 

Cremer, J. (1993). Corporate Culture and Shared Knowledge. In J. Cremer, Industrial and 

Corporate Change (Vol. 2, pp. 1-41). 

Crispi, V. (2015). L'interculturalité. Le Télémaque, 47, pp. 17-30. 

Crozet, M & Fontagné, L . (2010). L'internationalisation des entreprises : une analyse 

microéconomique de la mondialisation. Economie et statistique, 3-12. 

Czinkota, M & Tesar, G. (1982). Export Management. New York. 

Czinkota, R.M. & Ronkainen, A.I. (2006). International Marketing (8th edition ed.). 

South-Western College Pub. 

Dietz, G. (2009). Multiculturalism, Interculturality and Diversity in Education.  

Dollfus, O. (1995). Mondialisation, compétitivités, territoires et marchés 

mondiaux. L'Espace géographique, 270-280. 

Dubois, B. (1987). Culture et Marketing. Recherche et applications en marketing., 2, 43-

64. 

European Commission. (n.d.). Entrepreneurship and SME . Retrieved August 25, 2020, 

from European Commission : https://ec.europa.eu/growth/smes/business-

friendly-environment/sme-definition_en 

Gallopel-Morvan, K. & Birambeau, P. & Larceneux, F. & Rieunier, S. . (2008 ). 

Marketing et Communication des Associations .  

Gaston, N. & Khalid, A. (2010). Globalization and Economic Integration. Cheltenham. 

Geert Hofstede’s. (n.d.). Our models . Retrieved April 2020, from Hofstede Insights: 

https://hi.hofstede-insights.com/models 

Geertz, C. (1973). The interpretation of cultures. Basic Books. 

Geoffroy, C. (2000). Management Interculturel. In C. Geoffroy, Recherche & Formation 

-Mobilité internationale et formation : dimensions culturelles et enjeux 

professionnels (Vol. 33, pp. 107-111). 

Godelier, É. (2006 ). Introduction - La culture d'entreprise, un outil de gestion ? . In É. 

Godelier, La culture d'entreprise (pp. 3-6). Paris : La découverte . 

Grundy, T. (2006). Rethinking and reinventing Michael Porter's five forces 

model. Strategic Change, 15(5), 213-229. 



 

83 
 

Hall, E. (1984). La danse de la vie - Temps culturel, temps vécu. (A.-L. Hacker, Trans.) 

Editions du Seuil. 

Hébert, L. (2002). Stratégies internationales et développement d’un leadership mondial. 

Dans Gestion (Vol. 1, pp. 78-85). 

Held, D., McGrew, A., Goldblatt, D. & Perraton, J. (1999). Global Transformations: 

Politics, Economics and Culture. Retrieved July 2020, from Springer Link: 

https://doi.org/10.1057/9780333981689_2 

Herskovits, J.M. (1950). Les bases de l'antrhopologie culturelle. Paris 

Hirst, P., Thompson, G., & Bromley, S. (1996). Globalization in question. Polity Press. 

Hodgson, G. M. (1996). Corporate Culture and the Nature of the Firm. In Transaction 

cost economics and beyond (pp. 249-269). Springer, Dordrecht. 

Hofstede, G. (1980). Culture’s consequences: International Differences in Work-Related 

Values. Sage Publications . 

Hofstede, G. (1986). Cultural differences in teaching and learning. International Journal 

of Intercultural Relations, pp. 301-320. 

Hofstede, G. (2011, January 12). Dimensionalizing Cultures: The Hofstede Model in 

Context. Retrieved August 20, 2020, from Online Readings in Psychology and 

Culture: https://scholarworks.gvsu.edu/orpc/vol2/iss1/8/ 

Hofstede, G. (n.d.). Country comparison. Retrieved April 2020, from Hofstede Insights: 

https://www.hofstede-insights.com/country-comparison/portugal/ 

Hofstede, G. (1983). The Cultural Relativity of Organizational Practices and Theories. 

Journal of International Business Studies, 14 (2), 75-89. 

Hofstede, G. (n.d.). Country comparison. Retrieved June 2020, from Hofstede Insights: 

https://www.hofstede-insights.com/country-comparison/the-netherlands/ 

Hofstede, G. (n.d.). Country comparison. Retrieved April 2020, from Hofstede Insights: 

https://www.hofstede-insights.com/country-comparison/spain/ 

Hofstede, G. (n.d.). Country Comparison. Retrieved April 2020, from Hofstede Insights: 

https://www.hofstede-insights.com/country-comparison/france/ 

Hollensen, S. (2011). Global Marketing a decision-oriented approach (Fifth Edition ed.). 

Essex : Pearson Education Limited. 

Hussain, A. & Khan, S. (2013). International Marketing Strategy: Standardization versus 

Adaptation. Management and Administrative Sciences Review, 2 (4) , 353-359. 



 

84 
 

Institut national de la statistique et des études économiques. (2019, November 06). Small 

and Medium Enterprises. Retrieved August 25, 2020, from INSEE - Institut 

national de la statistique et des études économiques: 

https://www.insee.fr/en/metadonnees/definition/c1962 

J. Baker, M. (1985). Globalisation versus differentiation as international marketing 

strategies. Journal of Marketing Management, 145-155. 

Jacob, N. (2003). Intercultural Management . Kogan Page Publishers. 

Jaffe, E., & Pasternak, H. (1994). An attitudinal model to determine the export intention 

of non-exporting, small manufacturers (Vol. 11). 

Jamal, Z. B. (2014, October). Cross-cultural impact on marketing strategies: A study on 

automobile industry. In Proceedings of the International Conference on Business, 

Law and Corporate Social Responsibility, Phuket, Thailand (pp. 1-2). 

Johanson, J & Vahlne, J.E. (1977). The internationalization process of the firm : A model 

knowledge development and increasing foreign market commitments. Journal of 

International Business Studies, 8(1), 23-32. 

Johanson, J. & Wiedersheim-Paul, F. (1975). The Internationalization of the Firm-Four 

Swedish Cases. Journal of Management Studies, 1(1) , 305-322. 

Johansson, J.K. (2009). Global Marketing: Foreign Entry, Local Marketing & Global 

Management. Singapore : McGraw Hill. 

Joly, B. (2009). Présentation du Marketing. Dans B. Joly, Le marketing (pp. 7-17). 

Louvain-La-Neuve, Belgique : De Boeck Supérieur. 

Julien, P-A. & St-Pierre, J. (2009). Mondialisation et PME : une vulnérabilité fort 

différenciée. « La vulnérabilité des TPE et des PME dans un environnement 

mondialisé », 11es Journées scientifiques du Réseau Entrepreneuriat, (pp. 2-7). 

Trois-Rivières. 

Hampden-Turner, C., & Trompenaars, F. (1997). Riding the waves of culture: 

Understanding diversity in global business. Hachette UK. 

Kotler, P & Keller, K. (1967). Marketing Management. Data status, Belgrade, 36. 

Kotler, P. (1972, April). A Generic Concept of Marketing. Journal of Marketing, 36 (2), 

46-54. 

Kotter, J.P & Heskett, L.J. (1992). Corporate Culture and Performance. New York. 

Kreps, M.D. (1990). Corporate Culture and Economic Theory. In A. &. Alt, Perspectives 

on positive political economy (pp. 90-105). Cambridge University Press. 



 

85 
 

Kuivalainen, O & Sundqvist, S & Saarenketo, S & McNaughton, R. (2012). 

Internationalization patterns of small and medium-sized enterprises. International 

Marketing Review, 29(5), 448-465. 

Laghzaoui, S. (2009). Internationalisation des PME : Apports d'une analyse en termes de 

ressources et compétences. In Management & Avenir (Vol. 22(2), pp. 59-62). 

Laïdi, Z. (2001). Mondialisation et démocratie. Politique étrangère, 603-618. 

Lévi-Strauss, C. (1952). Race et Histoire. Unesco. 

Lewis, R. (2019). The cultural imperative: Global trends in the 21st century. Training, 

Language and Culture, 3(3), 8-20. 

Lewis, Richard D. (2003). The cultural imperative: Global trends in the 21st century. N. 

B. Publishing, Ed. 

Marketing News. (2008). Marketing defined. Marketing News, 42, 28-29. 

Markus, H.R. and Kitayama, S. (1991). Culture and the self: implications for cognition, 

emotion, and motivation. Psychological Review, 98 (2), 224-253. 

Martiniello, M. (2008, November). Vers une citoyenneté multiculturelle. 45-55. (A. 

Hammouche, & M. Poinsot, Interviewers) 

Maury, Y & Serres, A. (2018, May 6). Les cultures informationnelles : définitions, 

approches, enjeux. Retrieved July 30 2020, from Archives Ouvertes: 

https://hal.archives-ouvertes.fr/hal-01096680/document 

Mead, R & Andrews, T.G. (2009). Intercultural management - Culture and Beyond. John 

Wiley & Sons Ltd. 

Medina, J. F. and Duffy, M. (1998). Standardization vs Globalization: A New Perspective 

of Brand Strategies. Journal of Product and Brand Management, 223-243. 

Meier, O. (2004). Management Interculturel. Malakoff. 

Moorman, C. & T. Rust, R. (1999). The Role of Marketing. Journal of Marketing, 63, 

180-197. 

Neff, J. (2010). What happens when Facebook trumps your brand site?  

Nummela, N. (2004). Is the globe becoming small or is the small becoming global? 

Globalization and internationalizing SMEs. Emerging Paradigms in International 

Entrepreneurship, 128-151. 

O’Brien, C. (2011). The emergence of social medias empowered consumer. Retrieved 

July 2020, from http://lok8.dit.ie/media/newsdocuments/2011/4%20O'Brien.pdf 



 

86 
 

Ott, U. (2014). L'influence des facteurs culturels sur les négociations achat-vente : un 

modèle théorique pour comprendre les négociations interculturelles. 

Négociations, 21 (1), 93-117. 

Oviatt, B.M. & McDougall, P.P. (1994). Toward a theory of international new ventures. 

Journal of International Business Studies, 25(1), 45-64. 

PARTLOG. (s.d.). Qui sommes-nous ? Consulté le June 2020, sur PART'LOG: 

https://partlog.fr/qui-sommes-nous/ 

Perrineau, P. (1975). Sur la notion de culture en anthropologie. Retrieved July 30 2020, 

from Archives Ouvertes: https://hal-sciencespo.archives-ouvertes.fr/hal-

01005470v2 

Pisarek, W. (2011). Stratégies d’internationalisation des PME. Les apports en termes de 

conceptualisation du processus. Economies et finances. 

Porter, M. (2008, January ). The five competitive forceshat shape strategy. pp. 25-40. 

Reid, S. (1981). The decision-maker and export entry and expansion. Journal of 

International Business Studies, 12(2), 1010-111. 

Rennie, M. (1993). Global competitiveness: born global . McKinsey Quartely , 45-52. 

Richard, E. (1965). Historique du marketing. L'actualité Économique, 41 (3), 461-464. 

Ricks, D. (1993). Blunders in International Business. Cambridge: Blackwell. 

Riel, C., & Balmer, J. (1997). Corporate identity: the concept, its measurement and 

management. European Journal of Marketing , 340-355. 

Rocher, G. (2001). La mondialisation, un phénomène pluriel. In D. Mercure, Une société 

monde ? Les dynamiques sociales de la mondialisation. (pp. 17-31). Louvain-La-

Neuve. 

Sabbaghi, A., & Vaidyanathan, G. (2004, April 13). SWOT Analysis and Theory of 

Constraint in Information Technology Projects. Information Systems Education 

Journal, 2(23), pp. 1-19. 

Saez, J. (2008). Culture & Société : Un lien a recomposer. Vol 1 Éditions de l'attribut. 

Samovar, L.A & Porter, E.D & McDaniel R.E & Sexton Roy, C. (1972). Interculural 

communication : A Reader. Nelson Education 

Schwartz S.M. (2013, January-February). Developing and sustaining an ethical corporate 

culture: The core elements. Business Horizons, 56, pp. 39-50. 

St-Pierre, J. (2009 ). Mondialisation et PME : l'internationalisation des activités comme 

solution . Trois-Rivières : Université de Québec . 



 

87 
 

Tapia Moore, E & Meschi, P-X. (2010). Vitesse et Mode d’Internationalisation des PME. 

In Management international / Gestión Internacional / International Management 

(Vol. 15(1) , pp. 87-99). HEC Montréal et Université Paris Dauphine. 

Trompenaars, F. (1996). Resolving International Conflict: Culture and Business Strategy. 

London Business School, 7 (3), 52-67. 

Varadarajan, R. (2009). Strategic marketing and marketing strategy : domain, definition, 

fundamental issues and foundational premises. Journal of the Academy of 

Marketing Science , 119-140. 

Wagener, A. (2014, February ). Le concept de culture : une nécessité absolue en sciences 

humaines ? Signes, Discours et sociétés , 12. 

Webster, F. E. (1992). The changing role of marketing in the corporation. Journal of 

Marketing, 56, 1-17. 

Welch, S.L. & Luostarinen, R. (1988). Internationalization: Evolution of a Concept. 

Journal of General Management, 14(2), 34-54. 

White, L. (1959, April ). The concept of culture. American Anthropologist, 61, 227. 

Williams, B., & Figueirido, J. (2011). Strategy and technology management: An 

innovation-leader case study. Technology Management Conference (pp. 806-

811). San José, CA, USA: IEEE. 

Wind, Y & Douglas P, S & Perlmutter V, H. (1973). Guidelines for Developing 

International Marketing Strategie. Journal of Marketing, 37(2), 14-23. 

Wolf, M. (2004). Why Globalization Works: the Case for the Global Market Economy. 

New Haven: Yale University Press. 

 

  



 

88 
 

APPENDICES  
 

  



 

89 
 

Appendix I – Flyer 

 



 

90 
 

 

 

 



 

91 
 

Appendix II – Example of a product information sheet  
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SEBRAMAT – SASU au capital de 5000€ 
10, Rue des Dames 

62620 RUITZ 
Téléphone : 03.91.80.18.50  - Mail : sebramat@sebramat.fr 

SIRET : 831 101 357 00026 – N°TVA : FR78 831 101  

  
 

FICHE PRODUIT : CHARIOT ÉLÉVATEUR ÉLÉCTRIQUE – 4 ROUES -  EPX25i  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Caractéristiques principales  

 

 Chariot élévateur électrique à 4 roues 

 Capacité de 2 500 KG 

 48 V – 630 Ah  

 Chargeur externe  

 Remplissage centralisé 

 Mât triplex 4 800 mm 

 Fourches 1 200 mm – Fourches hydrauliques  

 Éclairage avant et arrière  

 TDL : Tablier à déplacement latéral  
 
 

 
Besoin d’informations complémentaires ? Un devis ? 

sebramat@sebramat.fr 
03.91.80.18.50 

Structure  1 050 1 500 1 680 1 900 2 100 
Planchers (pièces) 6x 4x 4x 3x 3x 
Capacité de 
charge/plancher (kg)  

2 000 2 000 2 000 1 500 1 500 

Hauteur maximale 
(mm) 

6 300 6 000 6 720 5 700 5 300 
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Appendix III – Example of Technical specification sheet 
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SEBRAMAT – SASU au capital de 5000€ 
10, Rue des Dames 

62620 RUITZ 
Téléphone : 07.85.33.76.02 - Mail : sebramat@sebramat.fr 

SIRET : 831 101 357 00026 – N°TVA : FR78 831 101  

  

 

FICHE TECHNIQUE : CHARIOT ÉLÉVATEUR À PETITE LEVÉE AU LITHIUM-ION 
WPio20 
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SEBRAMAT – SASU au capital de 5000€ 
10, Rue des Dames 

62620 RUITZ 
Téléphone : 07.85.33.76.02 - Mail : sebramat@sebramat.fr 

SIRET : 831 101 357 00026 – N°TVA : FR78 831 101  

  

 

CARACTÉRISTIQUES TECHNIQUES 
 
 

 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Montée électrique et 
abaissement manuel  

Affichage intelligent  

Clé intelligente  

Moteur d’entrainement 
et de levage   

Rouleau de support de charge  Batterie lithium-ion 

Petite lampe LED 

En option : grille de charge 
et de protection  

Roues de charge tandem 

Montée électrique et abaissement manuel 
 

 Levage/abaissement sensible  
 Interrupteur de commande et de 

fonctionnement avec position facilement 
accessible.    

 Freinage automatique lorsque le timon est 
relâché  

 Convient aux utilisateurs gauchers et 
droitiers.  

Affichage intelligent  
 

 Indicateur du niveau de charge de la 
batterie  

 Compteur d’heure de fonctionnement  
 Système de gestion de la batterie  
 Diagnostic intégré via des codes d’erreur  
 Programmabilité pour un comportement 

de conduite adaptée   

Clé intelligente  
 

 Activation par clé intelligente  
 Facile d’utilisation  
 Contrôle d’accès  

 

Application  
 

 Spécialement développé pour une 
utilisation sur sol plat  

 Utilisation simple et silencieuse 
 Longue utilisation avec la batterie lithium-

ion  
 Temps de charge rapide  
  Maniabilité dans les angles serrés  

- Largeur totale (b1) seulement 645mm 
- Longueur jusqu’à la face des fourches (l2)     
seulement 423mm 
- Rayon de braquage (WA) seulement 
1.428mm 
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SEBRAMAT – SASU au capital de 5000€ 
10, Rue des Dames 

62620 RUITZ 
Téléphone : 07.85.33.76.02 - Mail : sebramat@sebramat.fr 

SIRET : 831 101 357 00026 – N°TVA : FR78 831 101  

  

DESCRIPTION DU PRODUIT  
 

 Le WPio20 est un transpalette électrique manuel avec batterie lithium-ion. 
 

 Il est idéal pour transporter tous types de biens sur des distances courtes. 
Contrairement aux transpalettes manuels conventionnels, le WPio20 lève et se 
déplace à l’aide de l’énergie électrique.  

 
 La dimension L2 minimale (longueur par rapport à la face des fourches) de 423 mm 
seulement rend le WPio20 extrêmement compact et idéal pour l’utilisation dans les 
espaces confinés, comme les magasins et les centres d’affaires en tous genres.  

 
 Son poids de service de 250 kg seulement est un avantage supplémentaire.  

 
 Le WPio20 est parfait pour les tâches légères dans la distribution des marchandises, 
les tâches de production ou les applications en entrepôt - un assistant innovant. 
 
 De plus, une petite lampe reliée à la batterie lithium-ion permet d’éclairer les zones 
de travail sombres.  
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SEBRAMAT – SASU au capital de 5000€ 
10, Rue des Dames 

62620 RUITZ 
Téléphone : 07.85.33.76.02 - Mail : sebramat@sebramat.fr 

SIRET : 831 101 357 00026 – N°TVA : FR78 831 101  

  

LES AVANTAGES DE LA TECHNOLOGIE LITHIUM-ION 
 
 

 
Haute performance dans un design compact  
La densité énergétique élevée de la batterie lithium-ion installée fournit une excellente 
performance de déplacement et des longues périodes de fonctionnement allant jusqu’à 3 
heures. En même temps, le WPio20 est très compact et a un poids de service léger, ce qui 
signifie une consommation d’énergie réduite de 30 % par rapport aux véhicules avec 
batterie au plomb. 
 
 
Chargement rapide + chargement d’appoint  
Le chargement d’appoint peut être utilisé entre les chargements complets sans nuire à la 
durée de service de la batterie. La batterie peut être chargée sur une prise 230 V 
quelconque.  
Aucun coût n’est engagé pour l’adaptation de l’infrastructure de charge existante (par ex. 
ventilation).  
Après un cycle de décharge profond, la charge jusqu’à 60 % de capacité de batterie ne 
prend que 40 minutes et la batterie est chargée à pleine capacité au bout de 2,5 heures.  
 
 
Double durée de service + batterie sans maintenance  
La batterie lithium-ion a une durée de vie environ deux fois supérieure à celle d’une 
batterie au plomb conventionnelle (environ 1 000 cycles de charge).  
De surcroît, elle ne nécessite pas de maintenance relative à l’acide de la batterie. 
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SEBRAMAT – SASU au capital de 5000€ 
10, Rue des Dames 

62620 RUITZ 
Téléphone : 07.85.33.76.02 - Mail : sebramat@sebramat.fr 

SIRET : 831 101 357 00026 – N°TVA : FR78 831 101  
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SEBRAMAT – SASU au capital de 5000€ 
10, Rue des Dames 

62620 RUITZ 
Téléphone : 07.85.33.76.02 - Mail : sebramat@sebramat.fr 

SIRET : 831 101 357 00026 – N°TVA : FR78 831 101  

  

CARACTÉRISTIQUES TECHNIQUES DU PRODUIT 
 

  
Sp

éc
ifi

ca
tio

ns
 Entrainement   48 V électrique 

Type d’opérateur   Piéton 
Capacité nominale / charge nominale  Q (kg) 2000 
Distance du centre de la charge                                     c (mm) 600 
Distance de charge  x (mm) 1000 
Empattement  y (mm) 1268 

Po
id

s Poids du service avec batterie (voir 6,5)  Kg 250 
Charge par essieu, avec charge avant/arrière  Kg 685 / 1565 
Charge par essieu, sans charge avant/arrière  Kg 185 / 65 

Pn
eu

s, 
Ch

âs
sis

 

Pneus  Polyuréthane 
Taille de pneu avant   Ø 250 x 102 
Taille de pneu arrière   2 x Ø 82 x 85 / Ø 

82 x 115 
Roues supplémentaires (dimensions)   Ø 74 x 48 
Roues, nombre avant/arrière (x = roues motrices)   1x +2/4 / 1x + 2/2 
Profil avant  b10 (mm) 441 
Profil arrière  b11 (mm) 390 / 450 / 475 

Di
m

en
sio

ns
  

Levage  h3 (mm) 140 
Hauteur de Levage  h3+h13 (mm) 195 
Hauteur du timon en position de conduite min/max h14 (mm) 715/1240 
Hauteur position basse  h13 (mm) 82,5 
Longueur totale  l1 (mm) 1592 
Longueur jusqu’à la face des fourches  l2 (mm) 423 
Largeur totale  b1 (mm)  645 / 625 
Dimensions de fourche  s/e/l (mm) 55x170x1170 
Distance entre les bras des fourches  b5 (mm) 540/600/685 
Garde au sol au centre de l’empattement  m2 (mm) 27 
Largeur d’allée pour palettes 1 000x1 200 transversales  Ast (mm) 1850 
Largeur d’allée pour palettes 800x1 200 longitudinales Ast (mm)  2050 
Rayon de braquage  Wa (mm)  1428 

Pe
rfo

rm
an

ce
s Vitesse de déplacement avec charge / sans charge  Km/h 5,0/5,5 

Vitesse de levage avec charge / sans charge  m/s 0,023/0,029 
Vitesse de descente avec charge / sans charge  m/s 0,037/0,027 
Franchissement de pente max. avec charge / sans charge *1 % 8/16 
Frein de service   Électrique 

Co
m

po
sa

nt
s é

le
ct

riq
ue

s  

Puissance du moteur de déplacement S2 60min kW 0,75 
Puissance du moteur de levage à S3 15%  kW 0,84 
Batterie selon DIN 43531/35/36 A,B,C, sans  Non 
Tension de la batterie/capacité nominale (5h)  V/Ah 48 / 30 
Poids de la batterie  Kg 14 
Consommation énergétique selon cycle VDI  0,25 
Type de batterie   Lithium-ion 
Type de motorisation  DC 
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SEBRAMAT – SASU au capital de 5000€ 
10, Rue des Dames 

62620 RUITZ 
Téléphone : 07.85.33.76.02 - Mail : sebramat@sebramat.fr 

SIRET : 831 101 357 00026 – N°TVA : FR78 831 101  

  

Di
ve

rs
 Modèle de direction  Mécanique 

Niveau de pression sonore au siège conducteur selon EN 
12053  

dB(A) 74 

 

LES ÉQUIEPEMENTS SUPPLÉMENTAIRE 
 

 
 

 
Généralités 

Batterie lithium-ion facile à manipuler (14Kg)  •  
Poids net du chariot élévateur avec batterie : 250Kg  •  
Chargeur interne  •  
Chargeur externe  Option 
Système de levage et de déplacement électrique •  

 
Entrainement 

Options 

Roues porteuses tandem (polyuréthane)  •  
Roues porteuse unique (polyuréthane)  Option 
Batterie lithium-ion de rechange  Option 
Indicateur de décharge de batterie  •  

 
Dimensions  

Longueur de fourche : 850mm, 1000mm, 1170mm, 
1220mm, 1450mm ou 1600mm  

Option 

Longueur totale (l1) 1592mm  •  
Largeur totale (b1) 645/625mm  •  

 
 

Sécurité 

Activation du démarreur par clé intelligente  •  
Surveillance par le système de gestion de la batterie  •  
Arrêt automatique du levage au levage maximum  •  
Rampe anti-recul  •  
Frein à main automatique   •  
Interrupteur ventral  •  

•  : Équipement de série ; Option :  En option  
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Appendix IV – Catalogue (shelving catalogue)  
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E¤WLPHQWV�HQ�FU«DQW�GȇDXWUHV�QLYHDX[�FH�TXL�SHUPHW�GHbPXOWLSOLHUbSDU���RX��bOD

VXUIDFH�GH�VWRFNDJH�b
&H�W\SH�GȇLQVWDOODWLRQ�SHXW�SHUPHWWUH�QRWDPPHQW

GHbGLII«UHQFLHUbSOXVLHXUVbDFWLYLW«VbGDQV�XQ�P¬PH�E¤WLPHQW�DYHF�SDU�H[HPSOH
XQHb]RQH�GH�VWRFNDJHbHW�XQHb]RQH�GH�SLFNLQJ�

'HPDQGH]�YRWUH�GHYLV���VHEUDPDW#VHEUDPDW�IU�����������������
3��

0H]]DQLQH�TXL�SHUPHW�G
RSWLPLVHU�OH
VWRFNDJH�GH�PDUFKDQGLVHV�

$JUDQGLVVHPHQW�GHV�HVSDFHV�GH�WUDYDLO
JUDFH�¢�XQH�SODWHIRUPH�VS«FLDOLV«H�
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$ILQ�GH�PLHX[bJ«UHUbYRVbVWRFNV�HQWUDQWV�HW�VRUWDQWV��OHbUD\RQQDJH�SDU
DFFXPXODWLRQbYRXV�SHUPHWbGȇRSWLPLVHUbYRV�HVSDFHV�GH�VWRFNDJH�HQ�U«GXLVDQW�OH
QRPEUH�GȇDOO«HV�b&H�W\SH�GH�UD\RQQDJH�HVW�DGDSW«�¢�XQ�VWRFNDJH�FRPSUHQDQWbSHX
GH�U«I«UHQFHVbDYHF�XQbYROXPHbLPSRUWDQW�bΖO�H[LVWH�GLII«UHQWV�W\SHV�GH�UDFN�SDU
DFFXPXODWLRQ��b

/(�5$<211$*(�3$5�$&&808/$7Ζ21

'HPDQGH]�YRWUH�GHYLV���VHEUDPDW#VHEUDPDW�IU�����������������
3��

/H�UD\RQQDJH�SDU�DFFXPXODWLRQ�HVW�XQ�V\VWªPH�GH�VWRFNDJH�FRPSRV«�G
XQ�HQVHPEOH�GH
UD\RQQDJHV�IRUPDQW�GHV�DOO«HV�GH�FKDUJHV�LQWHUQHV�DYHF�UDLOV�GH�JXLGDJH�SRXU�OHV�SDOHWWHV�
/HV�FKDULRWV�HQWUHQW�GDQV�FHV�DOO«HV�LQWHUQHV�HW�G«SRVHQW�OD�FKDUJH�DX�GHVVXV�GX�QLYHDX��

Ȃ�/H�UDFN�FODVVLTXH�DYHFbVLPSOH�HQWU«H�
Ȃ�/H�UDFN�SDU�DFFXPXODWLRQ�FODVVLTXH�DYHFbXQH
HQWU«H�HW�XQH�VRUWLH�b
Ȃ�/H�UDFN�SDU�DFFXPXODWLRQbG\QDPLTXHb�DYHF�GHV
URXOHDX[�GDQV�XQ�VHQV�RX�GDQV�OȇDXWUH��
Ȃ�/H�UDFN�SDU�DFFXPXODWLRQbSXVK�EDFNb�DYHF�GHV
FDGUHV��b
/HV�UDFN�SDU�DFFXPXODWLRQ�FODVVLTXH�SHXYHQW
¬WUHbFRPELQ«VbDYHF�XQHbQDYHWWHb�RXbVKXWWOH��SRXU
OȇHQOªYHPHQW�GH�SDOHWWHV�
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/(�5$<211$*(�'<1$0Ζ48(

'HPDQGH]�YRWUH�GHYLV���VHEUDPDW#VHEUDPDW�IU�����������������
3��

/H�UD\RQQDJH�G\QDPLTXH�LQWªJUH�GHV�DOO«HV�GH�URXOHDX[�RX�JDOHWV�O«JªUHPHQW�LQFOLQ«V��DILQ�GH
IDLUH�JOLVVHU�OHV�SURGXLWV�

&H�V\VWªPH�SHUPHW�XQH�SDUIDLWH�URWDWLRQ�GX�SURGXLW�JU¤FH�DX�G«SODFHPHQW�GH�FKDUJH�SDU�H
V\VWªPH�)Ζ)2���OD�SUHPLªUH�SDOHWWH�RX�FDUWRQ�HQWU«H�HVW�OD�SUHPLªUH�¢�VRUWLU��

/H�UD\RQQDJH�G\QDPLTXH�SRXU�SDOHWWHV
SHUPHW�XQH�SDUIDLWH�URWDWLRQ�GHV�SURGXLWV�JU¤FH
DX�G«SODFHPHQW�GH�OD�FKDUJH�SDU�JUDYLW«��4XDQG
RQ�UHWLUH�OD�SUHPLªUH�SDOHWWH�OHV�DXWUHV�DYDQFHQW�
FH�TXL�SHUPHW�G
DYRLU�WRXMRXUV�¢�OD�SUHPLªUH
SODFH�OD�SOXV�DQFLHQQH�SDOHWWH��
3OXVLHXUV�RSWLRQV�GH�FRPELQDLVRQ�VRQW�SRVVLEOHV
DYHF�GHV�]RQHV�GH�SLFNLQJ�
&H�V\VWªPH�HVW�DSSOLFDEOH�¢�Q
LPSRUWH�TXHO
VHFWHXU�GH�O
LQGXVWULH�RX�ORJLVWLTXH���DOLPHQWDLUH�
DXWRPRELOH��SKDUPDFHXWLTXH��HWF��

/H�UD\RQQDJH�SRXU�SLFNLQJ�G\QDPLTXH
UHSU«VHQWH�O
RXWLO�SDUIDLW�SRXU�OHV�RS«UDWLRQV�GH
SLFNLQJ��ΖO�SHUPHW�G
DYRLU�XQ�JUDQG�QRPEUH�GH
U«I«UHQFHV�¢�O
DYDQW�GX�UD\RQQDJH�HW�GLPLQXH
FRQVLG«UDEOHPHQW�OH�G«ODL�GH�SU«SDUDWLRQ�GHV
FRPPDQGHV�b
/H�V\VWªPH�DGPHW�GH�QRPEUHXVHV�FRPELQDLVRQV
TXL�V
DGDSWHQW�¢�WRXV�W\SHV�GH�FKDUJHV�O«JªUHV
RX�PL�ORXUGHV��
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&H�UDFN�GH�VWRFNDJH�PRELOH��SHUPHW
XQbVWRFNDJH�RSWLPXP�GHV�SURGXLWV�bGDQV�XQ
PLQLPXP�GH�SODFH��bHQWUHS¶WV��U«VHUYHV��VWRFNVȐ
�
3RO\YDOHQW��PRGXODEOH�HW�SUDWLTXH��LObbSHUPHW
GH�VWRFNHU�HQ�WRXWH�V«FXULW«�SDU�«O«YDWLRQ�WRXW
W\SH�GH�SURGXLWV��ΖO�HVW�LG«DO�SRXU�VWRFNHU�GHV
SDOHWWHV�(XURSH�GH�GLPHQVLRQV������[�����HW
�����[������PDLV�DXVVL�GH�QRPEUHX[�DXWUHV
SURGXLWV��FDUWRQV��SURGXLWV�ORQJV����
�
ΖO�HVW�GLVSRQLEOH�HQ�SOXVLHXUV�FDSDFLW«�GH�FKDUJH���������
��WRQQH�����WRQQHV�
&
HVW�O
RXWLO�SDUIDLW�SRXU�OHV�HQWUHSULVHV�DYHF�GHV
FKDQJHPHQWV�G
DFWLYLW«�VHORQ�OHV�VDLVRQV�FDU�LO
SHUPHW�G
RSWLPLVHU�OHV�VWRFNV�ORUV
G
DFFURLVVHPHQW�G
DFWLYLW«��
�
&HbUDFN�GH�VWRFNDJH�¢�SDOHWWHVbFRPSRV«�GȇXQH
EDVH�VLPSOH�HW�GH�WXEHV�GH�GLII«UHQWHV�KDXWHXUV�
HVW�OD�U«SRQVH�DX�VWRFNDJH�SRQFWXHO�HW�PRELOH�

'HPDQGH]�YRWUH�GHYLV���VHEUDPDW#VHEUDPDW�IU�����������������
3��

/(�5$&.�'(�672&.$*(�02%Ζ/(�
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/H�FDLOOHERWLV
�

/H�FDLOOHERWLV�UHSU«VHQWH�XQ�W\SH�GH�SODQFKHU
KDXWHPHQW�U«VLVWDQW�HW�SRVVªGH�GH�QRPEUHX[
DYDQWDJHV����
��ΖOV�SHUPHWWHQW�GH�VWRFNHU�GH�JUDQGH�FDSDFLW«�GH
FKDUJH�
��*DOYDQLV«�¢�FKDXG��OHV�FDLOOHERWLV�VRQW�SURW«J«V
FRQWUH�OD�FRUURVLRQ��
��/HV�FKDUJHV�VRQW�YLVLEOHV�SDU�OH�GHVVRXV�
��/
LQVWDOODWLRQ�VH�IDLW�UDSLGHPHQW�HW�IDFLOHPHQW�
�
�
�

/(6�$&&(662Ζ5(6�'(�5$<211$*(

'HPDQGH]�YRWUH�GHYLV���VHEUDPDW#VHEUDPDW�IU�����������������
3���

&RPSO«WH]�YRV�UD\RQQDJHV�DYHF�GHV�DFFHVVRLUHV�GH�TXDOLW«��

/H�SODWHODJH�ILODLUH���3ODQFKHU
�

/HV�SODQFKHUV�UD\RQQDJH�SHUPHWWHQW�G
RSWLPLVHU
O
HVSDFH�GH�PDQLªUH�FRQVLG«UDEOH��
3OXVLHXUV�GLPHQVLRQV�HW�FKDUJHV�XWLOHV�VRQW
GLVSRQLEOHV�DILQ�GH�FRUUHVSRQGUH�DX[�DWWHQWHV�GH
FKDFXQ��
/D�ILQLWLRQ�JDOYDQLV«H�HPS¬FKH�OD�FRUURVLRQ�GX
SODQFKHU�HW�IDLW�SHUGXUHU�O
LQVWDOODWLRQ���

�

%XW«H�SDOHWWH�HW�EXW«H�SRGLXP�
�

/D�EXW«H�SDOHWWH�SHUPHW�GH�IDFLOLWHU�OH
SRVLWLRQQHPHQW�GHV�SDOHWWHV�VXU�OH�UD\RQQDJH��
)DFLOH�G
XWLOLVDWLRQ�HW�PRGXODEOH�HQ�IRQFWLRQ�GHV
EHVRLQV�
/D�EXW«H�SRGLXP�HVW�LG«DO�SRXU�OD�SURWHFWLRQ�GHV
VSULQNOHU�b

(QWUHWRLVHV
6«FXULVH]�YRV�LQVWDOODWLRQV�UD\RQQDJH�DYHF�OHV
HQWUHWRLVHV�
(OOHV�VH�IL[HQW�HQWUH�GHX[�«FKHOOHV�SRXU
DVVXUHU�OD�VWDELOLW«�HW�OD�V«FXULW«�GH
O
LQVWDOODWLRQ�
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'HPDQGH]�YRWUH�GHYLV���VHEUDPDW#VHEUDPDW�IU�����������������
3���

/(6�3527(&7Ζ216�0�7$//Ζ48(6
3RXU�IDLUH�SHUGXUHU�VHV�LQVWDOODWLRQV�GH�UD\RQQDJHV�HW�SURW«JHU�OHV

FROODERUDWHXUV��LO�HVW�LPSRUWDQW�GH�OHV�V«FXULVHU�DYHF�OHV�PDW«ULDX[�DGDSW«V�
'«FRXYUH]�OD�V«OHFWLRQ�GH�SURWHFWLRQV�GH�UD\RQQDJH�HQ�P«WDO�SDU�6(%5$0$7�

/HV�VDERWV�P«WDOOLTXHV
/HV�VDERWV�P«WDOOLTXHV�VH�IL[HQW�VXU�OHV
UD\RQQDJHV�SRXU�OHV�SURW«JHU�FRQWUH�OHV
FKRFV�GHV�HQJLQV�GH�PDQXWHQWLRQ�
ΖO�H[LVWH�XQH�YHUVLRQ�JDOYDQLV«H��LFL�HQ
JULV��SHUPHWWDQW�G
«YLWHU�OD�FRUURVLRQ��

/H�VXSSRUW�PDGULHU
/H�VXSSRUW�PDGULHU�HVW�LG«DO�SRXU�OD
SURWHFWLRQ�GHV�UDFNV��6HORQ�OH�PRGªOH��LO
SHXW�YHQLU�VH�IL[HU�VXU�XQ�VDERW�

831�¢�IL[HU�VXU�VDERW
/D�SURWHFWLRQ�831�SURWªJH�GXUDEOHPHQW
OHV�«FKHOOHV�GH�UD\RQQDJH��
�
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3RXU�IDLUH�SHUGXUHU�VHV�LQVWDOODWLRQV�GH�UD\RQQDJHV�HW�SURW«JHU�OHV�FROODERUDWHXUV��LO�HVW
LPSRUWDQW�GH�OHV�V«FXULVHU�DYHF�OHV�PDW«ULDX[�DGDSW«V�

'«FRXYUH]�OD�V«OHFWLRQ�GH�SURWHFWLRQV�GH�UD\RQQDJH�HQ�39&�SDU�6(%5$0$7�
/HV�SURWHFWLRQV�39&�VRQW�FRQVLGHU«HV�¢�FH�MRXU�FRPPH�IDLVDQW�SDUWLH�GHV�SOXV�U«VLVWDQWHV�GX

PDUFK«�
�

/HV�SURWHFWLRQV�GH�UD\RQQDJH
�

/HV�SURWHFWLRQV�GH�UD\RQQDJH�HQ�39&
FRQVWLWXHQW�XQH�JDPPH�FRPSOªWH�GH�VROXWLRQV
DQWLFKRFV�SRXU�OHV�«FKHOOHV�HW�UDFNV��
(OOHV�VRQW�WUªV�VLPSOH�¢�LQVWDOOHU�HW�V
LQVWDOOHQW
VXU�WRXV�W\SHV�G
LQVWDOODWLRQ�P¬PH�OHV�SOXV
FRPSOH[HV��
(OOHV�VRQW�FHUWLIL«HV�SDU�O
RUJDQLVDWLRQ�7�9�6�'
FRQIRUP«PHQW�¢�OD�QRUPH�(1������

/HV�SRWHDX[�GH�SURWHFWLRQ
�

/HV�SRWHDX[�GH�SURWHFWLRQ�RQW�«W«�LG«DOHPHQW
FRQ©XV�SRXU�SURW«JHU�SRUWHV�HW�DQJOHV
VDLOODQWV��GH�FKRFV�SRXYDQW�¬WUH�SURYRTX«V�SDU
GHV�FKDULRWV�RX�HQWUH�HQJLQV�HQ�PRXYHPHQW�
ΖOV�FRUUHVSRQGHQW�SDUIDLWHPHQW�¢�GHV
HQYLURQQHPHQWV�ORJLVWLTXHV�RX�GH
SURGXFWLRQ��

'HPDQGH]�YRWUH�GHYLV���VHEUDPDW#VHEUDPDW�IU�����������������
3���

/(6�3527(&7Ζ216�39&
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/HV�EDUULªUHV�GH�SURWHFWLRQ
�

/HV�EDUULªUHV�GH�SURWHFWLRQbLQGXVWULHOOHV�VRQW
VS«FLDOHPHQW�FRQ©XHV�SRXU�OD�SURWHFWLRQ�GHV
PXUV�HW�PDFKLQHV�GHV�HQJLQV�GH�PDQXWHQWLRQ��

/HV�SURWHFWLRQV�GH�SRWHDX[
�

/HV�SURWHFWLRQV�GH�SRWHDX[�VRQW�LG«DOHPHQW
FRQ©XV�SRXU�SURW«JHU�OHV�SLOLHUV�FRQWUH�GHV
FROOLVLRQV�G
HQJLQV�GH�PDQXWHQWLRQ��
ΖOV�VRQW�UDSLGHV�HW�IDFLOHV�G
LQVWDOODWLRQ��

/HV�EDUULªUHV�SL«WRQQHV
�

/HV�EDUULªUHV�SL«WRQQHV�DVVXUHQW�XQH
V«FXULW«�PD[LPDOH�SRXU�OHV�FROODERUDWHXUV�
(OOHV�OHV�SURWªJHQW�GDQV�OHV�]RQHV�¢�ULVTXHV�GH
WRXWHV�«YHQWXHOOHV�FROOLVLRQV�DYHF�GHV�HQJLQV
GH�PDQXWHQWLRQ��
/D�KDXWHXU�HW�ODUJHXU�GHV�EDUULªUHV�HVW
WRWDOHPHQW�PRGXODEOH�VXU�GHPDQGH��

/HV�EDUULªUHV�GH�FLUFXODWLRQ
�

/HV�EDUULªUHV�GH�FLUFXODWLRQ�VRQW�XQH�VROXWLRQ
GXUDEOH�SRXU�OD�SURWHFWLRQ�GHV
LQIUDVWUXFWXUHV��«TXLSHPHQWV�FR½WHX[�HW�OD
G«OLPLWDWLRQ�GHV�Y«KLFXOHV�HQ�PRXYHPHQW��
/D�EDUULªUH�GH�FLUFXODWLRQ�D�«W«�FRQ©X�SRXU
¬WUH�XOWUD�U«VLVWDQWH�¢�WRXV�W\SHV�GH�FKRFV��
/D�KDXWHXU�HW�OD�ODUJHXU�GHV�EDUULªUHV�HVW
WRWDOHPHQW�PRGXODEOH�VXU�GHPDQGH��

'HPDQGH]�YRWUH�GHYLV���VHEUDPDW#VHEUDPDW�IU�����������������
3���
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�

&217$&7(= �1286

VHEUDPDW#VHEUDPDW�IU
�
��������������
�
9LOODJH�GHV�(QWUHSULVHV
���5XH�GHV�'DPHV
������58Ζ7=
�

�

5(75289(= �1286

VHEUDPDW�IU�
VHEUDPDW�VKRS�IU
�
6$68�6(%5$0$7
�
�
�
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Appendix V – Agribusiness brochure  
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Appendix VI – Agriculture sector brochure  
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Appendix VII – Pharmaceutical industry brochure  
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Appendix VIII – Posts schedule  
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DATE THÈME LIKE VUES 

14/01/20 Arrivée Marlène  15 1032 

16/01/20 Rétention  11 416 

21/01/20 Support de charge  8 374 

23/01/20 Clark  23 1003 

28/01/20 Contrôle de rayonnage  10 403 

30/01/20 PART’LOG 24 1469 

03/02/20 Pont de liaison  12 453 

05/02/20 PART’LOG  20 1000 

11/02 Chantier DK 18 1131 

13/02 Rayonnage neuf 11 888 

18/02 Chantier Boulogne 6 621 

20/02 Lithium ion  11 861 

25/02 Bac plastique 

euronorme  

11 508 

27/02 Chantier RMsystème 14 543 

03/03 Site web 15 471 

05/03 Annonce terres en fête  14 464 

10/03 Annonce chaine 

youtube   

11 825 

12/03 Gerbeur cged 17 1460 

17/03 Publi spéciale  5	 594	

 POST COVID 7	 519	

19/03 Maintenance 

rayonnage  

7	 519	

24/03 DOLAV  7 411 

26/03 RM system   14 1029 

31/03 Maintenance  11 894 

02/04 Proiection mpm  11 964 

07/04 Publi rack mobile  11 961 

09/04 Pâques  11 491 

14/04 Conteneur fil  5 476 

16/04 Roll 10 776 
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21/04 Rampe mobile 6 443 

23/04 Publi clark  8 658 

28/04 Rayonnage neuf 20 1182 

30/04 Rayonnage occasion 9 527 

05/05 Boutique en ligne  3 313 

07/05 Nacelle 5 532 

12/05 FETRA 9 534 

14/05 Convoyeur  7 402 

19/05 Offre du moment site 

vitrine  

7 495 

21/05 Chantier dhl  27 2060 

26/05 Rayonnage neuf 20 1488 

28/08 Accessoire de quai  11 798 

02/06 

 

Boutique en ligne  10 804 

04/06 Chantier  18 676 

09/06 

 

Bac plastique  16 644 

11/06 Tracteur  10 661 

16/06 Rétention 10 512 

18/06 Livraison nacelle  14 451 



 

127 
 

23/06 Gamme Clark  8 440 

25/06 Livraison Clark  13 672 

30/06 

 

Gamme rampe mobile  16 1419 

02/07 Gamme de protections 

en PVC 

15 1075 

07/07 Gamme de pont de 

liaison  

10 660 

09/07 Boutique en ligne  8 245 

14/07 Fête nationale  7 313 

16/07 Gamme de bacs 

plastique  

10 509 

21/07 Gamme protections de 

rayonnage  

  

23/07 Présentation rack 

mobile  

  

28/07 Gamme roll et 

conteneur  

  

30/07 Rachat de matériel par 

SEBRAMAT 
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Appendix IX – Examples of construction site post on LinkedIn  
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Appendix X – Examples of product presentation post on LinkedIn  
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Appendix XI – Example of presentation of the online shop post on 

LinkedIn  
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Appendix XII – LinkedIn banner  
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Appendix XII – Product presentation on sebramat-shop.fr  
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Appendix XIV – PART’LOG posts schedule  
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Appendix XV – PART’LOG trade fair invitation  
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préventifs e 

 

 

 

 

 

 - Sécurité électronique : 

• Surveillance et détection d’intrusion 
• Vidéoprotection et analyse d’image 
• Contrôle, filtrage et gestion des accès 
• Sécurité incendie 
• Cybersécurité et réseau informatique 

 

         -Solution matériel logistique : 

• Engins de manutention 
• Rayonnages et plateformes 
• Matériel de nettoyage 
• Equipement de quai 
• Support de charge 

 
         - Solution optimisation Packaging : 

• Formeuse de caisses 
• Machine fermeture d’emballage 
• Système de convoyage 
• Robot de palettisation et robot mobile 
• Banderoleuse de palettes 
• Pesage et mesure dimensionnelle 

 

Groupe BARCODIS -Etiquetage et               
traçabilité : 

• Systèmes d’impression/ pose automatiques 
• Etiquettes/distribution de rubans/ transfert 

thermique 
• Terminaux PDA/ Terminaux embarqués 
• Imprimantes industrielles 
• Logiciels d’étiquetage et traçabilité 

 

VOUS INVITENT A LEUR JOURNEE SALON 

> VENDREDI 31 JANVIER < 
09h30 à 17h non stop 

  

 

PAR LES MEMBRES 
FONDATEURS 

Programme de conférences : 

 

Au programme de cette journée : 

- Café d’accueil et apéritif déjeunatoire  
- Mini conférences 
- Démonstrations 
- Etudes de vos problématiques 

 

KIECE NORD 

SEBRAMAT 

CJL 

ETICONCEPT 

 

Au programme de cette journée : 

- Café d’accueil 
- Mini conférences thématiques 
- Démonstrations 

Ainsi que de nombreuses animations et surprises. 
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ANNEXES  
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Annex I – Training Agreement  

  



 

147 
 

 

 

 



 

148 
 

 

 



 

149 
 

 

 

 



 

150 
 

 

 

 



 

151 
 

 

 

 

 



 

152 
 

 

 

 



 

153 
 

Annex II: Evaluation form of the Host Institution  
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