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Introduction:

The aim of this paper is somewhat unusual inasnmuch as we intend to
use an event that greatly affected the attitude of people all over
the world towards France in 1995 and which, evidently, has not
been w thout repercussions on that country's inage throughout the
worl d and especially on its foreign trade. At least that is what
we shall endeavour to denonstrate bel ow To do so, we shall be
addressing five points in turn:

- a description of the situation

- the deterioration in the imge of France perceived by
i nternational public opinion

- the "boonerang" effect: the boycott of French products
t hroughout the world

- the reactions of French conpanies

- the theoretical inplications in ternms of internationa
mar keti ng and public policies.

We shall in fact be starting from a specific situation, an event,
and go on to deduce a certain nunber of theoretical inplications;
above all, we shall denonstrate that the concept of "country of
origin" is a very conplex one to grasp. It is our opinion that
this case illustrates very well how the governnental positions of
a given country are not wthout repercussions on the econom c and
commercial relations enjoyed by industrialists of that country
with the rest of the world. Above all, it proves that, even if we
are involved nore and nore in an economc system of grow ng
i nt erdependence between the various nations at world |evel and
that free exchange is developing globally, comercial exchanges
(consunmer goods in particular, far nore than for services)
nonet hel ess have a national stanp to them and that, as a result,
part of the perception of the country of origin of a product may
well rest on the political positions of a governnent. It is
precisely in that area, at that "nodal point" in the economc
system that public policies coincide with marketing strategies
and corporate policies. It is an area where the nmacro-economc
| evel and the mcro-econonmic level interlink and overlap. The
problem is further conpounded when the industrialists of a given
country use the inmage of the country of origin of their goods to
ensure their pronotion throughout the world; indeed, when the



perceived image of a country is one of the attributes of the goods
purchased by consuners (which neans, for exanple, that in the case
of certain French products, foreign consuners can, in part, also

purchase those products for their "Frenchness"), if that inage
beconmes negative, then obviously it can represent an obstacle to
t he purchase. But let's take a closer ook at precisely what

happened to France in 1995, for there really are many |essons to
learn fromit.

1. A description of the situation

1.1. Stage 1: The announcement by France.

On June 13, 1995, in other words one nonth after he was el ected as
President of the French Republic, Jacques Chirac announced that
French nuclear tests would be resunming on a territory belonging to
France in the South Pacific region (specifically, on Miruroa
Atoll, in Polynesia), thus bringing to an end a noratorium decreed
by his predecessor, Francois Mtterrand, in April 1992. According
to the French President, these tests were decided to guarantee the
security and reliability of the French deterrent. This series of
tests was to be the |ast. At the sane tinme, the French head of
state had expressed his conmmtnent actively to participate in a
policy aimed at conbating the proliferation of nuclear weapons.
Naturally, the announcenent was followed by waves of protest from
around the world. How could the highest French authorities
justify the resunption of the tests? Security and political
i nfluence throughout the world seemed to be the key reasons for
the decision which led to Jacques Chirac being called a "neo-
Gaul l'i st Ranbo" by a German green-party Menber of the European
Parliament. But the Presidency of the French Republic seened nore
resolute than ever for it believed that these new life-size
experinments would nmake it possible to prevent weapons from
becom ng obsolete and to perfect the instrunents of |aboratory
simulati on under the "PALEN' programe ained at preparing the
[imtation of nuclear tests. Jacques Chirac stated, loud and
clear, that France, just like the United States, Russia and the
United Kingdom would be using these tests to achieve a high
technol ogi cal |evel capable of sinulation, i.e. it would succeed
in inproving armanents w thout having to conduct real blasts. At
one point he even suggested that those three countries were
capable of conducting non-detectable nuclear tests, thereby
antici pating any negative reactions from those countries, inplying
it was all very well for themto criticise France since they could
carry out tests unbeknownst to the rest of the world.



1.2. Stage 2: A wave of international protests.

There were many protests fromall over the world and, as it would
be inpossible to list themall here, we shall be |ooking at only a
few of them in nore detail: nonetheless, the |oudest undoubtedly
canme from the Pacific region since Australia and New Zeal and very
qui ckly co-ordinated their opposition to the resunption of the

nucl ear tests. In Sydney, two thousand people staged a
denonstrati on agai nst nucl ear weapons on July 14, 1995 (the French
nati onal holiday). This confrontation quickly took on the

appearance of a conflict since the political bodies of both those
countries took over fromtheir respective public opinion in their
protest measures. The governnent of New Zealand took France
before the International Court at The Hague. Protesters unl oaded
manure in front of the French Anbassador's residence in
Wl i ngt on. Prime Mnister Jim Bolger forbade all his country's
MPs from taking part in the traditional "garden party" given by
the French Anbassador in Wellington on July 14 to celebrate the

"taking of the Bastille and the French Revolution". The New
Zeal and gover nnent unani nousl y qual i fied Jacques Chirac's
irrevocabl e decision as "Napol eonic arrogance". The use of such

rhetoric evocative of old resentnents between Angl o- Saxons and the
French shows just how high the | evel of tension between France and
New Zeal and had escalated. By contrast, it is also interesting to
note that the uproar caused in New Zealand and in Australia was
much |ouder and nore w despread than all the protests against
China's resunption of its nuclear tests at the beginning of that

sane year. Three explanations mght objectively be given for
t hat . Firstly, since China is both an inportant supplier to and
customer of both those countries, it beconmes difficult to protest
too |oudly. Secondly, both these Commopnwealth countries have

difficulty accepting a French presence, albeit very limted, in a
region they consider as their territory. The third explanation is
that an anti-Chinese canpaign in countries with strong Chinese
communities could be dangerous (650,000 people of Chinese origin
live in Australia). It is worth noting, in this respect, that
both these countries have always been very nuch in favour of the
devel opment of independence novenments anong the territories of
Pacific Asia that still belong to France.

In Germany, the tests were seen as an act of aggression, not to
say as a violation of Human Rights. They also triggered a great
deal of passion, to the extent that the philosopher André
G icksmann wote in an article published in the weekly "Die
Wochenpost": "You do nothing for the children of Bosnia but
everything for the fish of the Pacific". That phrase illustrates
once again the level of tension triggered in Germany by the event.



Under the pressure of public opinion, the German governnent did
protest, but not too loudly given the political and economc
relations that link the two countries. This already reveals a
first difference conpared with the countries previously nentioned
since the German governnent responded only with a delay, under the
pressure of its people while, in New Zealand and Australia, both
the population and the governnment spoke with the same voice. A
situation simlar to Germany's was in fact also notable in G eat
Britain, a country where wusually any opportunity to display
hostility towards France is seen as a godsend; indeed, the British
Prime Mnister refused to identify with the canpaigns of hostility
towards France |aunched by ecological groups throughout the
country.

In Japan, public opinion was shocked by France's decision. The
Japanese Finance Mnister took part in denonstrations in Tahiti
going so far as to refer to Jacques Chirac's devilish instincts.
But Paris and Tokyo sought very quickly to calm things down while
conscious of the gloom settling on Franco-Japanese diplomatic
relations, in spite of the French President's liking for the
Japanese!

Finally, we can also nention the highly mediati sed response of the
Greenpeace novenent, which dispatched its vessel Rainbow Warrior 2
to the French territorial waters around the Miruroa nuclear site
and was hailed by the French navy on July 9, 1995 (it has to be
said that the date coincided wth the attack perpetrated on the
Rai nbow Warrior 1 by the French Special Forces ten years
previously). Naturally, all this was not wthout repercussions on
the image of France perceived by international public opinion,
whi ch | eads us to our second point.

. The deterioration in the 1mage of France perceived by
nternational public opinion

1 N\)

2.1. France"s iImage: a transnational stereotype

France's image abroad remains branded by stereotypes but, then

the sane holds true for all nations even if those that apply to
France are particularly renote from the conclusions drawn up by
Fernand Braudel in his study of French identity (Braudel, 1970).
So in France's case, the perception very often noted abroad is
based on the follow ng stereotypes, as underlined for exanple by
Yapp and Syrett (1993) and also Mrcelin (1993): a pride beyond
measure, an elitist and bad-tenpered people, a State nore



interested in culture than in the econony, except where w ne,
haut e-cout ure and perfunes are concerned.

France retains the image of a privileged country and is still
considered as the birthplace of "savoir vivre", which explains why
today it is the world s forenpst tourist destination. In the
mnds of foreigners, this concern for quality of Ilife shows
through in the nore relaxed relations that the French have wth
time (especially neal tinmes), their love of holidays, the record
nunber of secondary hones, the French dress sense, the art of
conversation and, apparently, seduction.

France seens to enjoy a good reputation throughout the world when
it cones to cosnetics, perfunes, decoration, wnes, clothes and
f ashi on. And anong the citizens of the European Union as it
stands, a recent survey conducted by the GF.K Institute reveals
that France would be the country nost Europeans would chose to
live in.

But France's image also has a few dark sides. The deficit is
particularly appar ent wher e t he econony i's concer ned.
Consequently, the industrial sectors in which France excels (rai

and air transport, teleconmunications, space technology) are
barely recogni sed. Generally speaking, French products are rather
poorly evaluated, be it by consunmers in the United States or
Fi nl and, by Anmerican or Japanese busi nessnen; they are regarded as
luxury or craftsman's products, somewhat |acking at the technica
| evel . Even if they represent an excellent showase for French
technol ogy and contribute very positively to the country's bal ance
of trade, the T.G V. high-speed train, the Ariane rocket, Airbus
and the Mnitel are nerely the tip of a far |ess avant-garde
iceberg, not forgetting that all the innovations nentioned above
are not the fruit of private sector enterprise but, first and
forenost, of French public sector conpanies. France's scientific
and technical tradition, although obvious if one considers the
history of inventions over the last two centuries, is taken far

less into account by foreigners than its “"cultural and
phi |l osophical" tradition. It is as if the virtually unaninous
acknow edgenent of France's cultural past made its present-day
technol ogi cal and industrial achievenents |ess credible. The
difficulty France has in associating tradition and nodernness in
terms of inmage is quite manifest. Perhaps it comes from the fact
that, in the perception of non-French people's mnds, it is

i npossi ble to reconcile good living and technol ogi cal progress, as
if they were nutually excl usive.

2.2. The process of deterioration In France"s image



The "Made in" label alone is not a sufficient criterion for
understanding the perception by consuners of the nationality of a
product. Usunier (1996), for instance, nmakes a distinction between
different elenents that can influence national inages:

- the image of inported products conpared with domestic products
or the latter conpared with products with an international image,

- the national image (or images) of generic products (for
i nstance, perfumes conjure up images of France),

- the national image of the conpany that nmanufactures the
product ,

- the image di ssem nated by the product | abel,
- the inmage dissemnated by the "Made in" label (in the sense of
an origin affixed to the product).

There are nmany possibilities, then, for the deterioration in
nati onal images but evidently, in the case of interest to us here,
France's image has been negatively affected by the resunption of
nucl ear tests. The negative inpact can be neasured by the
yardstick of the boycott responses that foll owed. I ndeed, it can
be said that, for there to be organised canpaigns by consuners
agai nst a country, that country has to have done sonething that is
perceived very negatively. The boycott, which we shall describe
in greater detail below, is therefore nmanifest proof of the
deterioration in the perceived imge of France. However, four
other remarks need to be nade at this point. The first is that
there has been a very strong correlation between the degree of
sensitivity to the nuclear phenonmenon and the intensity of the
reactions: it is not surprising, then, to find anong the list of
countries in which the boycotts were the strongest those whose
popul ations are the npbst sensitive to ecological issues. The
second is that there is also a correlation between a country's
geographic proximty to the French nuclear testing site and the
intensity of the reactions by the populations in that country.
The third is that there is a link between the intensity of the
negative reactions and the inportance of the geographic distance
bet ween the popul ati ons and France (which undoubtedly expl ains why
reactions as a whole were less virulent in Geat Britain and in
Germany than in Australia or New Zeal and).

This last assertion also |leads us to formulate another hypothesis
that is rather interesting in terns of international marketing,
namely that the imge perceived of a country "A" by the consuners
of a country "B" wll undoubtedly be all the easier to
“mani pul ate” than the geographic distance between them increases,
since the possibilities for "verification" dimnish accordingly.
Finally, we can also imgine that the inage of a country "A" wll
be all the nore easily perceived as negative by the inhabitants of
a country "B" than said inhabitants obtain their information
through the press which informs them of reactions simlar to
theirs in other countries "C', "D', "E', etc. In a nutshell,



given the weight of the press, the nore a phenonenon is
international and global, the nore it is likely to gain in volune
at the local |Ievel. Here again, we can see just how the
international and national |evels are interlinked.



3. The "boomerang™ effect: the boycott of French products
throughout the world.

3.1. French products: a means of action and pressure.

Foreign consuners and governnents realised that French products
were a good neans of action. |In fact, it was partly a collective
awar eness on the part of players/consuners/citizens the world over
of the inpact of the sum of their individual actions at the
collective Ievel. It is enough for many individuals, taken on
their own and at the mcro-economc level, to act in a concerted
way for it to have a discernible and identifiable inpact at the
macr o-econom c level. That's very interesting because, in a world
where individuals are less and less sure of their ability to
i nfluence matters, to have a hold on the future of the world they
live in, we observe in such nonments collective phenonena that can
contribute, albeit sonmetines only nodestly, towards changing the
face of the world. We also have here a fine illustration of a
phenomenon w dely described in social sciences in terns of power
play: "A" wants to make "C' change his m nd but does not have any
| everage for direct action on "C'; however, he does have sone
| everage with "B', who is closer to "C' than he is hinself; he
will therefore use "B" to try and indirectly influence "C

And that is precisely what happened in ternms of the boycott of
French products: foreign consuners ("A") hoped to influence French
industrialists ("B") so that they, in turn, given their declining
sales, would feel pressurised and would protest to their own
governnent ("C') to make it change its mnd. Al this shows very
wel | that individuals can sonetinmes becone aware of the pressure
they can put on the system

In fact, throughout the world, it is worth noting that it is
undoubtedly in countries of "Anglo-Saxon" culture that reactions
were the strongest, no doubt because it is also there that
consuner novenents are the nost powerful and al so no doubt because
the concept of "lobbying" is far nore present there, by tradition,
than in other countries. Reactions were far nore virulent in New
Zealand and Australia, nuch nore than in Japan although,
obj ectively speaking, the degree of aversion to all things nuclear
is far greater still in Japan than in the two countries nentioned
above (the wounds of Hroshima still have not healed conpletely in
the mnds of sonme Japanese). In this context, we mght nention
the case of a canpaign created for free by the agency Rainey Kelly
Canmpbel | Roaf | e, which was screened at 200 cinemas and
substantiates our previous assertions. The canpaign's slogan was
as follows: "Throw a bomb on M. Chirac's plans. Shoot him where
it hurts". The scenario of the 30 second advert consisted of a



mar ksman | ooking through his sights, aimng first at a person
sitting on a café terrace, then shifting the sights towards the
table in front of that person and finally firing at a glass of red
wine on the table. The ad ends by saying that people should
boycott French w nes.

It is easy to see the type of causal |ink described here: all you
have to do is stop buying French wine. That wll hurt President
Chirac because as head of the French State he wll not be
insensitive to the fact that the French balance of trade wll
suffer. Wat's nore, the ad also strengthens a very strong idea
relating to the connotations that France has in the Anglo-Saxon
world: "Wne is inportant to French people", so boycotting their
Wi nes is tantanmount to getting them where it really hurts. If we
sunmarise all the ideas that have been developed by certain
hi storians and anthropol ogists on the synbolic value of wine in
Mediterranean cultures in general (Smth & Heepe, 1996) and in
French culture in particular, it is easy to understand that that
advertising spot would have a very powerful inpact both on foreign
consunmers and al so perhaps on French decision-makers who woul d be
| ooking at the ad that was wi dely picked up on by the nedia in
France. I ndeed, the historian Roger Dion (1990) in his "History
of the Vine and Wine 1in France, from 1its origins to the 19th
century " even goes so far as to maintain that wi ne enables us to
commune with the soil, with our land and that, therefore, wne is
a synbol of the eternal (it is, after all, the drink of the gods
and wine is also used for Holy Comunion in the Christian Church).
Drinking wine, then, is a cultural neans of harnonising with one's
ancestors, a little like drinking coffee in the traditions of
South Anerican Indians is to comenorate the dd Ones. Indeed, to
strike at a Frenchman's wine is to strike at what is undoubtedly
dearest to him it's to strike at a dinension deep within his
bei ng. And that's sonmething which the creatives behind the
British ad understood full well.

Another fact that illustrates this event very well is that
reactions differed throughout the world in ternms of repercussions
on French exports on the one hand and that, on the other, there
were some striking differences between product categories.

3.2. The impact of the tests on France"s economic activity: The
example of the wine sector.

The first econom c sector to have been hit by the boycott neasures
were wines and spirits. It seens that already by the end of June
1995, i.e. less than a fortnight after the announcenent of the
tests by President Chirac, the Federation of Exporters of Wnes



and Spirits of France (F.E.V.S.) noted strong reactions in
Australia and New Zeal and. Certain professionals in the region,
anticipating a de facto boycott, had asked their suppliers to stop
t heir shipnents. The French trade associations for the industry
drew the attention of the mnisters concerned on the need to | ook
after France's imge throughout the world. I ndeed, while w nes
and spirits were the standard bearers of "Frenchness" throughout
the world, they were also the products nobst often and nost
accurately targeted by any boycott operation ainmed at French
products. By July 1995, however, it becane clear that the threats
of boycott, although strong in the countries of the Pacific region
closest to the test site, were even nore worrying in some European
countries that are l|large consumers of wines and spirits, such as
Germany, Denmark, the Netherlands and Sweden. In Denmark, the
SPAR supermarket chain withdrew all French products from its
shel ves. Concerns were particularly strong due to the timng of
the tests, from Septenber to Decenber 1995, a very inportant
period in economc ternms for French exporters in the lead-up to
the festive season. By Septenber 1995, the French Wnes and
Spirits Federation was already experiencing the severe prejudice
on exports:

- of the direct effects that were already hitting certain
operators, in ternms of falling sales volunmes conpared with the
nmont hs of June, July and August 1994,

- of the indirect effects in terns of product image, in the
medium and long term resulting from market share | osses agai nst
the backdrop of particularly stiff international conpetition,
where such occasions allow non-French brands to act as a lasting
substitute and establish thensel ves in consuner habits.

I n August 1995, G eenpeace asked those French conpanies that did
not want to see a resunption of the nuclear tests to speak out
publicly before August 31, to ensure they would not be affected by
any boycott neasure. However, the C N P.F. (French National
Enpl oyers' Council) appealed to its nenber conpanies not to
respond to that summons, believing that, their political opinions
notwi t hstandi ng, conpanies were citizens and should respect the
decisions of by their government. It's an interesting viewoint,
especially considering that nost nenber conpanies of the C N P.F.
are also to a large extent suppliers to the French State;
difficult, then, to take position against one of one's clients at
the risk of inconveniencing others. The reaction of a conpany
like Yves Rocher was to be very different, since its fenale
clientele were very often citizens of the countries in which
public opinion protested very wi dely against the nuclear tests; it
is not surprising, then, to see that conpany, for exanple, affirm
its identity and distance itself from the decisions taken by the
French government by buying an entire page of advertising in the



prestigious German daily "Frankfurter Allgeneine Zeitung" to voice
its doubts on the advisability of the French nucl ear tests.

Naturally, the boycott of French wines and spirits was a nuisance
to the governnent, which then gave instructions to public sector
bodies involved in foreign trade such as the French Centre for
Foreign Trade (C.F.C.E.) not to publish too nuch information on
what was really happening on foreign nmarkets. Finally, on
Septenber 28, G eenpeace renounced the idea of recomending a
boycott of French wines to its nenbers, but the damage had al ready
been done. In Finland, the |ocal conpany Alco, which holds the
state nonopoly for the distribution of wnes and spirits,
announced that it had decided to destroy 400,000 bottles of French
W ne because an anonynous |letter had clained that five of them had
intentionally been poisoned with cyanide. The resulting |oss was
estimated at around US$ 5 m

To give a few figures, one mght nention that in Sweden, for
exanpl e, sales of French wine were down 24% in July 1995 conpared
with the same nonth in 1994 and down 42 % in August 1995 conpared
with the same nonth in 1994. Total sales of French wine in Sweden
for 1995 were therefore down 50% conpared with 1994; however, this
phenomenon affected cheaper wines first and forenpst since bottles
priced at nmore than US$ 15.- registered a drop of only 10 %
conpared with 1994. Furthernore, to conpensate for the effects of
a potential boycott on sales of Beaujolais primeurs, the U 1.V.B

(I'nterprofessional Union of Beaujolais Wnes) decided as early as
August 1995 to inplement a nationwide radio canpaign. A
suppl ementary budget of FF 2.5 m was voted for that purpose, even
t hough the advertising budget of the Beaujolais interprofessiona

union anounts to FF 12 m per annum including FF 5 m for
i nternational. In Japan, sales of Beaujolais nouveau dropped
sharply in response to the resunption of the nuclear tests. Long
gone were the record sales of 1990, with 1.92 mllion litres of
Beaujolais sold, since only 320,000 litres were actually sold in
1995.

In conclusion of this section, we note that the products nost
heavily boycotted were products with a high synbolic content such
as wne, cosnetics, perfumes and fashions and those directly
visible to consuners. Evidently, this ties in with the argunents
upheld by MCracken on the significance of consunmer goods
(McCracken, 1986). High-tech products, which are sold nore within
a "business to business"-type context, such as aircraft (with the
exception of the mlitary sector), chem cals, nechanical machinery
and even el ectronics, experienced only a slight decrease in sales.
However, all this does show that the increase in world trade has
started to turn consumer boycotts into a powerful weapon that is
not wi thout effect on the foreign trade of a country or conpany.



3.3. Boycott phenomena hardly affected luxury goods, on the
contrary.

Wiile the sector of wines and spirits was the focal point of a
targeted boycott, it is inportant here to nention a few anecdotes
that point to very different behaviours where buyers of French
| uxury goods are concerned. Thus, besides the fiasco experienced
by certain conpanies in the sector, such as a small and nedium
sized conmpany in the Jura that was surprised by the sudden
cancel |l ation of an order for 8,800 hectolitres of "vin d"Arbois"
(one imagi nes what that can represent for a small conpany), other

conpani es have done well in spite of the boycott. For instance,
t he Mel bourne Savour C ub, which specialises in grands crus w nes,
has never done as well, and we can al so nention the exanple of the

Australian wine inmporter who, in July 1995, over a period of ten
days, sold 100 cases of the fanmous "Chateau d' Yquent Sauternes
(retailing at US$ 200.- per bottle for recent vintages), which is
a record. That anecdote is very interesting since, in our
opinion, it is indicative of a rush effect of the "crisis
situation”™ type on the part of traditional consuners of certain
French |uxury products who were anxious at the thought of seeing
the nuclear crisis last and therefore deprive them of the
beverages they cherish or the objects that boost their social

st andi ng. However, by behaving in the way they did, they
contributed towards reducing the negative effects on exports of
French products (at least in terns of wvalue) and, nor e

inmportantly, their behaviour can also be assimlated to a sort of
count er-denonstrati on. But the nobst interesting aspect to energe
from all of this is that it clearly shows that a situation of
crisis resulting in a boycott may harm sonme people but also
contributes to the well-being of others. It also leads us to
bel i eve that product boycott operations are all the easier if the
products concerned are easily "replaceable" wthin consuner

habi ts. So a Beaujolais will be nore easily substituted by a
Californian, Australian or Argentine wne while certain highly
prestigi ous chateaux will be regarded as irreplaceable by those

who consune them And here again, let's not forget that Australia
has a strong wine industry so capturing market shares from the
French is not a innocuous operation..

| f we broaden the analysis to the sector of French |uxury products
as a whole, the results are positive. For even if the Paris Stock
Exchange experienced fluctuations in the shares of conpanies such
as L.V.MH (Louis Vuitton Mét Hennessy), which nakes 38% of its
sales in South-East Asia, Rény-Cointreau, which achieves 32% of
its sales in Asia, and even Hernes, which makes 9.5% of its sales
in Asia, their share prices quickly stabilised again. The



nout hpi ece for French |uxury goods, the fanmpbus Comité Colbert (an
association of 75 French luxury and prestige conpanies) renmained
very circunspect, especially out of sense of decency, for this
phenomenon has had little effect on the association's nenbers.

4. The reactions of French companies.

4.1. Economic relations between France and Australia: An
illustration of a situation of conflict.

On August 1, 1995, the Australian Mnister of Defence, Robert Ray,
announced the exclusion of the aeronautics conpany Dassault from a
FF 2.2 bn invitation to tender for the replacenent of training
aircraft on the grounds that it belonged to a country involved in
nucl ear tests. In addition, on August 2, the Australian federa
government asked the six states to boycott French conpanies.
Paris then recalled its anbassador. The spokesman for the
governnent of New South Wales, Gen Byres, indicated that the
participation of French conpanies in public sector markets would
be re-examned: "There are strong reasons for followng the
novenent initiated by the federal governnent. But we have to
exam ne the precise nature of the current contracts open to French
participation. In any case, the federal governnent does not have
the possibility of <calling into question any legal contract
offers.™ In particular, he nmentioned the case of a sewage
treatnment plant project in which the French conpany "Lyonnai se des
Eaux" was involved. For his part, the Prime Mnister of the state
of Southern Australia, Dean Vrown, indicated that his governnent
woul d re-examne the possibility of excluding French conpanies
from future local projects. But he proved nore cautious wth
regard to current tenders: "W would be confronted wth
conpensati on demands and would have to pay considerable suns if
the French conpanies were excluded at this stage in the
proceedi ngs. "

On August 3, 1995, Hervé de Charette, the French Mnister of
Foreign Affairs, issued a comuni qué announcing that France woul d
be taking three economc retaliatory measures:

- re-exam nation of the inport contracts for Australian coal into
France,

- France, "given Australia's criticismin the nuclear sector, is
prepared to renounce its uranium purchases from Australia if so
requested by the governnent of that country ",

- "given the context of bilateral relations, EDF (Electricité de
France, a public sector utility), which was considering
participating in an invitation to tender culmnating in a non-



profitable investnent as part of a |ong-term co-operation project
with Australia, is not authorised by the French governnent to
pursue said project ". The Australian State of Victoria had
specified that EDF would be spared from the boycott since it had
participated in the invitation to tender prior to the resunption
of the nuclear tests. EDF, for its part, had indicated that the
project was profitable. Mor eover, France indicated that it would
go before the WT.O (Wrld Trade Organisation) in the event of
any violation of the conventions that govern international trade.
Here again, these details show just how high the tension was at
one point and, above all, that states in conflict use economc
weapons to try and apply pressure on each other.

4_.2. A wide variety of reactions:

W shall attenpt here to draw up a typology of the various
reactions we found from a review of the press and by collecting
data on the ground. I ndeed, conpanies are very resourceful when
it comes to confronting a situation that is likely to conprom se
t heir sales.

* Reaction 1: Disassociation or even pressure on the government
We have already nentioned the case of the conpany Yves Rocher,
which made its hostility know am dst a blaze of publicity. But it
was not the only conpany openly to assert that it disassociated
itself from and even was opposed to the decision to resune and
extend French nuclear tests in the Pacific. This techni que of
di sassoci ati ng oneself seens to have been the nobst spontaneous and
the nost obvious anobng the majority of French exporters,
especially when the risk of boycott of their products appeared
In Septenber 1995, a petition went around containing the
signatures of an inpressive nunber of w ne-growers and nerchants
from the Chanpagne region to the Cdtes du Rhbéne, entitled "Appea
in favour of an inmmediate cessation of the experinmenting in the
Pacific ". It was circulated in Germany and then in Australia
The need for the short-term effectiveness of such an appeal is
easily understandable in this industry, at a tine when producers
are particularly focused on the nonths that |ie ahead. The
petition played a double role. On the one hand, to show people
abroad that French people were distancing thenselves from their
governnent and that, for that reason, it was a bad idea to boycott
French products since a certain nunber of conpany bosses were not
at all in agreenment with their governnment's deci sions.

On the other hand, to try and bend the position of the French
governnment by making it aware of the risks to foreign trade of
such a political position, especially when it is announced as
"irrevocable", to quote the termused by Jacques Chirac hinself.



* Reaction 2: A change in marketing strategy.
Maj or French conpanies in the food processing sector such as

Yoplait have on-site production throughout the world. And for
many years, this conpany, for exanple, has wused French or
gallicised words to pronote its products. In the past, all its

publicity canpai gns have been based on stressing the specifically
French character of its products. One of the consequences of the
t hreat of boycott after June 13, 1995, was to change the marketing

strategy in Australia for exanple. Consequent |y, comuni cations
aimed at the general public were tenporarily suspended in favour
of POS advertising. The packaging was altered to increase the

size of the letters in the words of the "Made in Australia" |abel.
The brand enphasised the "Australian" character of the product,
shifting to the background and even trying to nake people forget
the original nationality of the conpany that supplied the product.
Evidently, such an action is very nuch in keeping with certain
principles of product standardisation sonetinmes to be found in
marketing literature (Whitelock, 1987). A chain of French
bakeries established in Australia adopted a simlar approach.
Before the finger of accusation was pointed at France for its
nuclear testing, Délifrance had been proud to wunderline its
"Frenchness', by talking of French-style good food and good |iving
and even by displaying the French flag on its logo. It too had to
change its comruni cation canpaign very quickly, by enphasising its
two Australian nmanufacturing sites, the raw materials of
Australian origin and even the |ocal workforce. For some
conpanies, this 'backseat' approach in terns of specifically
French character was beconming nore and nore obvious. Those that
were not fortunate enough of have "local" plants that they could
shove into the linelight to distance thenselves from the French
| abel were forced to resort to another subterfuge. Moul i nex was
the first to take the plunge and venture out with the "Made in EC
| abel rather than "Made in France" in order to market its products
abr oad.

* Reaction 3: Emphasising transnationality.

This reaction consisted of insisting on the overlap of conpanies
and capitals of different nationalities. In this way, a conpany
cannot be identified with a single nation; instead it is I|inked
with other conpanies, as part of a whole, and therefore I|inked

with a body of states. This conplexity and gl obalisation make
conpanies neutral in terns of nationality. Conpani es are no
| onger French but transnational. To illustrate this we can take

the case of the conpany Thonson-Sintra, which sells underwater
equi pnent: acoustic detection and |ocation equi pnent for submarine
posi tioni ng. For sone tinme now, the conpany has been associ ated
with a British partner, GEC Marconi. Selling in Australia was



then no longer a problem all they had to do was enphasise the CGEC
part rather than Thonmson, and the problem was sol ved.

* Reaction 4: Pressure in the opposite direction.

An aspect that illustrates this type of reaction very well is what
was done already in early July 1995 by the French Chanbers of
Commerce to anticipate the possibility of a boycott of French
products in Gernmany. I ndeed, a survey conducted by the Forsa
Institute at the tinme showed that 50% of Gernmans were prepared to
boycott France and its products.

The Chanbers sent out a very subtle comuniqué explaining the
econon ¢ dependency that existed between France and CGermany. The
conmuni qué insisted on the risk of job Iosses in France caused by
a potential reaction to French products by German consuners, a
risk which, in a second stage, would also have economc
repercussions in Gernmany due to the principle of chain reaction.

5. The theoretical 1mplications 1in terms of international
marketing and public policies.

In this section, we shall be attenpting to put into perspective
the different conceptual stakes involved in the situation we have
descri bed extensively above. Evidently, a nunber of new questions
arise from it. Wiile we cannot claim to provide definitive
answers, inportant issues are raised on the role of the "Made in"
| abel and also on the inevitable interference between public
policies and marketing strategies.

5.1. The difficulties of distancing oneself from the 'Made 1iIn
France™ label.

French w ne-growers have always placed a great deal of enphasis of
the specific character of French wine in their conmunication
canpai gns ai ned at exports.

And an official agency attached to the French Mnistry of Foreign
Trade such as SOPEXHA (agency for the pronotion of French food
products abroad) has always contributed a great deal towards
di ssem nating the "Made in France" |abel. Consequently, it becane
very difficult for them to disassociate thenselves from the
national |abel and to go it alone. This fundanentally raises the
guestion of the attributes of "Frenchness" abroad and, in this
context, one has to admt on the strength of the evidence that
sources for the dissem nation of the attributes of Frenchness are
French conpanies as nuch as their governnent. And, nore
inmportantly, that on the "receiving end", i.e. the consuner side,



the image of France that is perceived will be simlarly influenced
by its two main categories of sources. It then becones an
i npossi ble task, as a French conmpany, to want to stand up as an
aut ononous source, totally distinct fromone's governnent.

Moreover, at the marketing level, one also has to wonder about the
|l ong-term effects of any excessively strong disassociation on the
part of French w ne-growers. I ndeed, by wanting to disown the
national asset for a tinme, they becone involved in a nuch nore
| evel and dangerous playing field with foreign conpetitors, such
as for exanple the Australians and Californians. Once the boycott
over, the need for authenticity as the nainstay of the demand for
French wines is likely to resurface as quickly as it was
subner ged. Li kew se, those who wll have waved the flag of
marginalisma little too enthusiastically may also find thensel ves
in a spot of bother as they find it difficult to reclaim |oud and
strong, the Frenchness they had so quickly di sowned.

5.2. The paradox of the "Made In...".

It is extrenely surprising to note that it is at a time of the
growi ng internationalisation of our economny, a tine precisely when
it is nmore and nore difficult to attribute a nationality to
product, that this dinmension finally takes on all its neaning.
The "Made in..." label has its origins in international trade
where the foreign product is perceived as such, provided it is
inmported, that it has physically crossed a border, that it cones
from el sewhere. In fact, it is because our borders are nore and
nore open that boycott reactions such as those described above
beconme possible and that citizens at the grass-roots |evel can
take action thenselves to influence matters. In other words, it
is precisely at a tinme when the world is at its nost conpl ex, when
it is the nost difficult to grasp by players on the ground that
they are able to regain part of their power and their autonony
agai nst the backdrop of a supra-national econom c di nension which
they, nore often than not, find overwhelmng. Evidently, this new
conplexity of the macro-economc world offers new potential at the
m cro- econom c | evel.

5.3. The paradoxes of the boycott of "Frenchness.™

The boycott of French products affects not just French products
but al so products that are connotated as French because they rely
on "Frenchness" as an attribute. That's why cheese manufacturers
in Wsconsin, who wuse labels wth a French connotation,
experienced a drop in their sales of "brie" and that Australian
and New Zealand restaurateurs wth French names to their
establishments were forced to change nane. The nost fanous



exanpl e, however, is the case of the Estée Lauder brand. The
world cosnetics giant was forced to broadcast comuniqués in
Australia aimed at wunderlining its Anerican identity to ensure
that it was clearly distinguished from the big French nanmes such
as Dior and Saint Laurent and thus narrowy avoid being "wongly"
boycot t ed.

5.4. The iInterdependence between public policies and international
marketing strategies

Many French conpanies found thenselves in a "double-bind"
si tuation. I ndeed, by disassociating thenselves from the
positions of the French governnent, they were al so abandoni ng part
of the attribute of "Frenchness" which, normally, was so effective
and so efficient in helping to sell products that pertain to "good
[iving" (perfunmes, w nes, etc.).

By adopting such a strategy of disassociation, they knew perfectly
well that they would find it difficult, once the boycott was over,

to avail thenselves again in the nedium term of that sane
attribute of Frenchness. Moreover, not to do so was just as
suicidal for them as they ran the risk, purely and sinply, of
being elimnated from certain regions of the world. In that
respect, it was a veritable "double-bind": whatever option they
chose, it would be painful and full of consequences. In such

situations it is very difficult to act, all the nore so as sone
conpani es propagate the imge of France "de facto” and inplicitly.
The reference to France cannot, then, be conpletely elimnated.
Al this shows very clearly how political decisions can have
serious consequences on a country's businesses and those
busi nesses wll find it all the nore difficult to detach
t hensel ves from their French frane of reference as they will have
made an asset of it in the marketing of their products.

5.5 All transactions are not affected iIn the same way. Some
companies are more equal than others.

It would seem that the boycott of French products affects small
traders and distribution first and forenost. Obviously, shops are
easier to target than factories. What's nore, as we have
explained in sone detail above, |uxury products are not affected
while the sector of French wnes and spirits as a whole
experienced great difficulties wth its exports after the

announcenent of the tests. By way of explanation, we can cone
back to the notion of product "substitutability", greater in sone
cases than in others. Where |arge French industrial groups are
concerned, the outcone is nore mtigated. I ndeed, while C aude

Bébéar, CEO of the French insurance group Axa, takes every



opportunity to express his delight at the takeover of Australia's
"National Miutual Life", it is inportant to stress that the success
of such transactions is relative and cannot be generalised. The
stakes of French conpanies which have invested in regions of the
worl d where boycott neasures are energing are high and call for
caution. For exanple, in 1995 there were sonme 200 "large" French
conpanies directly sited in Australia (BNP, Thonson, Bouygues,
Accor,...), enploying 40,000 people on site for a turnover of US$
40 bn. However, virtually none of these conpanies, from Al catel
to Pechiney (Australia's leading French investor, with US$ 1 bn)
has had to deplore a sudden breach of contract, throughout the
entire period the boycott was in place, i.e. from July to
Septenber 1995. While it is still difficult, in 1996, to nmake any
definitive pronouncenents on the size of the market shares | ost
sector by sector, there is one sector that has suffered nost
spectacularly from the announcenent of the nuclear tests, nanely
armanents. Exanples are legion in this sector because governnents
can act effectively and they know that this sector is directly in
t he hands of the French State. Nearly all the French conpanies in
that sector have had their faces slapped: the conpany Dassault and
its Al phajet aircraft have been driven out of Australia; orders
for Matra missiles have been cancelled by New Zeal and;
Aérospatiale's Eurocopter aircraft has been ousted from New

Zeal and' s market. It is quite obvious that the French armanents
industry has |ost market shares. W would have cause for
rejoicing if all this had contributed towards reducing armanents
t hroughout the world but there is none of that; it has sinply

enabl ed other countries operating in that sector to claim market
shares from France.

Conclusion

During a highly nmediatised interview conducted by the CNN
journalist Larry King, in October 1995 President Chirac told
viewers all over the world that the nunber of tests would be
reduced fromeight to six and that the canpaign was be over by the
spring of 1996. At the tine of witing this paper, the |last test
has been conpleted and France has promsed to sign the
i nternational agreenent banning nuclear tests. Nonetheless, it is
still difficult to say with any certainty what sort of inpact this
entire affair will have had on France's world trade in the |ong
term One thing is certain: throughout the world, this affair has
contributed towards tarnishing part of France's imge, and
restoring the situation durably will take tinme. 1ndeed, how does
one go about inproving France's inmage once again around the world?
It remains a difficult question. To try and solve this problem a



French cosnetics conpany such as Cosnopharma has decided to |aunch
a conmuni cation canpaign to convince international opinion of the
harm essness of the nuclear tests. Oiginal but very risky; after
all, what entitles such a conpany to nmake those clains? It seens
that tinme wll have to run its course. French conpanies, for
their part, have learnt an inportant lesson: it is inpossible for
them to operate on international markets if they disassociate
t hensel ves from the actions of their governnent; their inability
to disassociate thenselves effectively from the positions of the
French political bodies has provided anple proof of that. \What's
nore, nore and nore of them are involved in |obbying actions anong
the political powers that be, to prevent a situation conparable to
that of 1995 from ever recurring. There are also nany
confidential reports now circulating through French mnistries,
drawn up at the initiative of groups of industrialists, to show
the negative inpact on any given sector of the nuclear tests
announcenent . But since every cloud has a silver lining, it wll
undoubtedly provide an opportunity for certain industrialists to
ask the French State for subsidies since, as we all know, a French
conpany in difficulty always has a "scapegoat", nanely the French
St at e. It would be a surprise, therefore, if things were any
different this tinme round. That is also probably why, in France,
rel ati ons between businesses and public authorities are often of

the type: "je t"aime", "moi non plus". It would seem then, that
this whole affair will again strengthen a characteristic trait of
France's identity: a state ultimtely nore interested in cultura
and its political "influence" than in the econony...
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