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Growth strategy for Farmec company in the North-West Europe region
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With a history of over 200 years, Farmec is the leader manufacturing company on the Romanian hygiene market, despite the ever growing pressure of the global multinational firms.
Farmec aims to offer its cosmetics both home and on foreign markets, at accessible prices. Because of this, the company covers several consumer needs, providing products at prices affordable for consumers with lower incomes.
In our paper, we developed an overseas expansion strategy for Farmec, involving the construction of a new factory abroad. Firstly, we defined which countries were the potential candidates for our plan, then we chose the most suitable one. Through the choosing process, we marked the countries along 3 criteria: forecasted GDP growth, average income, market size of the hygiene industry and the region’s political transparency and integrity. Following this, we established a ranking among the candidates, with the below formula.

Index=GDP growth*0,3+Average income*0,2+Market size of the hygiene industry*0,3+Political transparency*0,3
According to the index number, the best 5 countries to go to were Germany, France, Italy, Poland and Denmark, which we then analyzed in further detail.
Following this, we will detail the investment and determine, which distribution channels will be used for each product, what the distribution process will look like, and what marketing strategy will provide the best results for the company’s sales.



