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Business Strategy:  

- Where to compete (the product-market investment decision) 

- How to compete (Value proposition, Assets and competencies & Function area strategies and 

programs) 

Internal analysis + External Analysis  SWOT Analyse  Goals and objectives  market strategies  

action plan 

Stimulating exports: 

- Government objectives 

o General strategy  improve competitive position domestic business 

o Trade policy  lift trade barriers against foreign trade 

o Export policy  stimulate domestic companies to go abroad 

- Instruments to stimulate exports 

o Trade policy  international agreements 

o Governmental subsidies  export stimulating subsidies 

o Other instruments  exp. Credit ensurance, contact foreign governments, info & 

promo 

- Protection instruments 

o Import duty  tax on import 

o Import restrictions  restrictions on number/volume 

o Non-tariff restrictions  customs, hygienic, technical (paperwork!) 

Export development: 

- From passive to active exporter 

- From active export to international marketing: familiarize yourself with the foreign market, 

researching the specific needs of customers abroad and adapting the elements of your 

marketing mix to satisfy those needs.  

- From international marketing to international entrepreneurship: focused intensely on the 

foreign market. 

Reasons for export: 

Passive export situations: 

- Unexpected request from abroad 

- Family abroad point out export opportunities in their country or on a holiday you notice a 

local demand. 

- You meet an importer looking for the product you are bringing on the market. 

Active export situations: 

- You want to become less dependent on local market 

- Export can be solution to production capacity problems 

- Keeps staff employed 

FAS export test: helping to make the fundamental decisions for exporting.  

Export plan: blueprint for developing international trade 

 



The logical structure of an export business plan is based on: 

- Analysis 

o Internal analysis of the capabilities of your organization 

o External analysis of the environment of the organization 

o SWOT-analysis 

- Planning 

o Objectives 

o Strategy 

o Action plan for the coming years 

 

 

Step 1: Analysis  

Step 2: Planning 

Internal Analysis 

1. Analysing the organization 

i. Strategy and marketing mix 

ii. Production 

iii. Organization 

iv. Finance 

2. Strengths and weaknesses 

Strengths and weaknesses 

Always in relation to your competitors! 

Otherwise you cannot built a SCA  on it 

SCA: Sustainable competitive advantage 

The definition of S+W’s might be influenced by the definition of you product market combination. 

 

 



External Analysis 

1. Country and market selection 

2. Opportunities and Threats 

3. Export market research 

Selecting market on the basis of the follow criteria for exporting: 

- It is nearby, allowing him to manage it himself 

- It has a culture basically similar to the export country so there are no unpleasant surprises 

- It holds opportunities that may lead to expanding export to all corners of the world 

Screening countries by criteria with the following requirements: 

- Quantifiable (expressed in numbers or money) 

- Relevant (needs to deliver useful information) 

- Discriminating (make it possible to distinguish the good from the bad) 

Market selection: 2 phases 

Phase 1: Macro-economic criteria 

- Checklist of criteria for phase 1 (DESTEP-analyse) 

Phase 2: Meso-economic criteria 

- To become more specific about PMC’s (Product market combinations) 

- About the industrial sector 

Phase 2 checklist: potential buyers analysis, competitive analysis, product, price, distribution, 

communication and other aspects. 

Market research: 

- Desk research and/or field research 

- Do it yourself or outsourcing? 

Consolidating conclusions; defining the strategy: 

1. SWOT-analysis 

2. Goals and objectives 

3. Turnover and cost prognosis 

SWOT analysis 

- Tool that will help you draw the necessary conclusions 

- Cross point between situation analysis and planning 

- 2 parts: 

o SWOT-matrix 

o Confrontation matrix 

 Opportunities with strengths 

 Opportunities with weaknesses 

 Threats with strengths 

 Threats with weaknesses 

Smart Model (specific, measurable, acceptable, realistic & timed) 



Considering the following points will help you determine your objectives: 

- Product market combination (PMC): Combination of products and services, which is offered 

to the market. 

- Timeframe: Set realistic targets on your planning horizon 

- Growth, profit and continuity: Try to find a balance between three points of interest: 

o The wants and needs of the clientele in the chosen export market 

o The international objectives of the firm in terms of growth, profit and continuity 

o The company’s desire to deliver a positive contribution to the well-being of society 

- Profit estimates: financial result you expect the organization to reach 

 

Turnover and cost prognosis (Chapter 11, Period 8) 

- Turnover prognosis 

- Cost prognosis 

Entering the market 

1. Market entry strategies 

2. Direct export 

3. Indirect export 

4. Legal constructions 

5. Terminating agreements 

Market entry strategies 

- Direct 

- Indirect 

 

Direct export 

Advantages Direct Export: 

- More control over the export process 

- Potentially higher profits 

- A closer relationship to the overseas buyer and marketplace 

 

 



Disadvantages Direct Export: 

- Devote more time 

- Devote more personnel 

- Devote more corporate resources 

Ways of getting to your end-customers directly: 

- Local (sales) representatives 

- Commercial agent: To bring your company in contact with (potential) clients 

o Receive a commission over all sales in this appointed region 

o Good knowledge of the local market 

o Disadvantage: agents often have more principals and will have to divide their 

attention over various products. 

Indirect export 

Two types of indirect export: Individual & Collaborative 

Individual: 

- Export management company: export department for one or several producers of goods or 

services. It solicits and transacts business in the names of the producers it represents or 

under its own name for a commission, salary or retainer plus commission. The disadvantage 

is that using an EMC a manufacturer may lose control over his foreign sales. 

- Importer: buy goods, such as raw materials, foodstuffs and manufactured goods produced in 

foreign countries for distribution in the domestic market. 

- Foreign distributor: buys from the seller and sells to his clients (agent is matchmaker 

between buyer and seller) 

- Retailer: A company may sell directly to foreign retailers, although in such transactions, 

products are generally limited to consumer lines. This method relies mainly on traveling sales 

representatives who directly contact foreign retailers. 

- Piggyback marketing: Arrangement in which one manufacturer or service firm distributes a 

second firm’s product or service. 

Collaborative, by means of a: 

- Strategic alliance: Your company works together with another company to enter an export 

market, and can be successful when the products of both companies are complementary. 

- Joint venture: Begin a business relationship with a firm in the host country. 

- Export combination: Central office of a collaboration between different companies, and 

combines the products of the members in a broad offer to foreign clients. 

- Merger: Fusion of two or more companies into a new entity that maintains the identity of 

the acquiring (parent) company. 

 

Legal constructions 

Legal constructions include: 

- Licensing 

- Franchising 

- Contract manufacturing 



Licensing 

Agreement whereby an organization gives the right to a specified buyer to use his product or service 

in a specific geographical area, for a specified time.  

Advantages: 

- Good way to start foreign operations 

- Capital is not tied up in the foreign operation 

- Options to buy into the partner’s company exist 

- Provision for taking royalties in stock 

Disadvantages: 

- Limited form of participation 

- Potential returns from marketing and manufacturing may be lost 

- The licensed product can quickly become out of date if the licenser continues to develop the 

product further. 

- Licensees become competitors 

- Licensees require considerable fact-finding, planning, investigation and interpretation 

Franchising: Company granting an independent operator the right to distribute its trademarks, 

products, or techniques. 

Common, but not essential, features of franchised businesses are: 

- Group purchasing agreements 

- Exclusive territory 

- Group advertising program 

- Initial and ongoing training and support from the manufacturer 

Contract manufacturing: Outsourcing of production. 

Terminating agreements 

Reasons for terminating an agreement with a partner include: 

- The end of an agreement 

- Agent not meeting pre-set sales targets 

- Difference of opinion concerning sales strategy 

- Bankruptcy 

- Ending the production process of goods 

- Irrevocable cultural differences 

- Conflicts 

- Circumstances 

Two cases that give the legal right to end a contract prior to the expiry date: 

- No fault: when both parties mutually agree to dissolve the contract (because agreement isn’t 

working) 

- In the event of default: A particular event must occur before you are allowed to terminate 

the agreement early. A clause to this effect must be written in the contract (death of one of 

the owners or the introduction of a better competitive product) 

 


