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Global Market Entry Strategies
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Global Market Entry Strategy

° Exporting Type,
* Direct

* Indirect

Intermediate . contract manufacturing
* Licensing
* Distribution alliances

Ownership . sales office
* Production / assembly
* Fully integrated operations




Type of Involvement

Target Of Sale
Report

Level Of
Exporting
Involvement

Advantages
Disadvantages

Direct Export

The company directly sells products to

Intermediary

Advantage:

Direct contact with Foreign
Companies

overseas customers Based Medium Disad t
' Overseas 56 vf—’m age.
Intermediary controls
Interface with customers
Indirect Export Advantage:

Selling products to a domestic company | Intermediary Low Risk, Low investment

that resells those products in foreign Based Disadvantage:

markets. Low

Here, businesses have lesser control
over the processes.

In Export’s
Home Country

Minor Learning
No Control




Export Changing Pathways Factors e i )

These factors include everything from

* Licensing

* Domestic Market Development

* Financial Resources From Domestic Manufacturer

* Political circumstances

* High Duty

* Market Lunch SoomcionsY
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High

Wholly Owned

Affiliate

—

Sale
Affiliate

Investment & Risk

Licensing

Indirect Export

. . High
o Ownership ,Control & Profit Potential -



High

Wholly Owned
Affiliate

Sale
Affiliate

Market Penetration Likely

Indirect

Export

. . . . High
e Risk ,Control Over local Operation & Profit Potential €



Export

A 4

Licensing

) 4

Joint venture

A 4

Direct
Investment

A 4
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Allows for utilization capacity

Focus the firm on Core Products

Provide Breathing Space For Learning About
International Market

Relatively Low Risk
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Allows for Sharing of Key “ Assets”
Allows for a Rapid increase of Capacity
Gets the Products Closer to Market
Cheap Alternative to going it Alone
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Allows for Sharing of “ Assets”

Allows for a Rapid Expansion of Capacity

Gets the Products Closer to Market

Provide to access to know , how otherwise difficult
to attain
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Allows to 100 % Control

Gives the company 100 % Protection of its
Knowledge

Gets the Products Closer to Market

X/ X/
0.0 0’0
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%

X3

%
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Allows for Access to limited Market
Create reliance on “ Distributors”
Subject To Home Market Capacity
Subject To Home Market Currency Risk
Leads to distance from customers

+ Subject to expropriation by License
+ Subject to Legal Jurisdiction Of License
** Generally a Limited Lifetime
+» Sharing of Profits difficult to assign
¢ Subject to expropriation Difficult unravel
* Expensive to Setup
% Subject to Constant Re-Negotiation
s Expensive
** Managerial Skills needed
+ Organization Complexity
¢ Risk Born by Company
+* Company may not have All the requisite Skills




Stages of
Globalization




Production

Sales Branches
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Uppsala model

FDI
Mode of | No Regular Independent Foreign Foreign
Operation | Export Representatives| Sales Production
(Sporadic Subsidiary and
Export) Sales
Market Subsidiary
(Country)
Increasing
Market A Market o
Commitment
Market B \
N\
Increasing
Market C Geographic
Diversification
Market D
\% Increasing
Internationalization
- \\
Market n
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International Market Motivation




%
Proactive

. Managerial or Owner Urge International Market
* Growth & Profit Goals —

« Cost & Risk Spread Motivation
 Marketing Advantages

- Company Specific External

Advantages
« Economies of Scale
* Unique Product / Technology
* Internal Events

* Foreign Market Opportunity
) : (Demand , Need , Wants)
Proactive | - Change Agents
J ( Distributors , Clients , Chambers of
Commerce , Agents , Governments)

« Exclusive Information
* Regional Economical Agreements
* Improved Communication &

External

— Transportation
* Unsolicited Orders
Reactive « Small Home Markets
/ « Stagnant, Declining & Saturated
* Risk Diversification Home I\/I_a_rket
« Extend Sale of Seasonal Products « Competitive Pressure

» Excess Capacity Of Resources

* Proximity to Customers & Ports
* Increased Product Development Costs




Company & Products
Evaluation

Management

Infrastructure
of
Company For
Exporting

Perspective




ﬁ

The Management Perspective |
Ky g oy

TN NS ’:\
polde &g Jlk ow) 2 4 5L 5l Co pae S0
J&1o b b aslie jo &l jols 5l co pawe ,Ua]
J&1o 15k ol o &l jsle Cowsl
Syl (50,5 1 g dxwg g2 Ll eBaus

Il )")Q 4.'.»494 l.a o ol395a9...o

S 3L Az g (6,105 wle

6,05 e clalFus



Infrastructure of Company For Exporting
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Product
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Product

Services
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Design
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Internal parameters
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Internal parameters
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Internal parameters
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Look at the international marketing environment

Decide what opportunities you wish to grasp

Decide what needs/what customers to serve

Decide whether to enter

Decide which market/s to enter

Decide how to enter (market entry mode)

Decide what competitor/s to attack

Decide what marketing mix

Decide what marketing organization

Plan marketing programs

Plan marketing organization
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Total Available Market (TAM)

Market Study




Contract’s Points
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Financial risks and Payment Methods
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&

[| Financial Risks
0

In any (international) trade transaction, credit is provided by either
The supplier (exporter),
The buyer (importer),
Financial institutions, or
Any combination of the above.

The form of credit whereby the supplier funds the entire trade cycle
is known as supplier credit.



Payment Methods

Method 2

Letters of credit :By a bank on behalf of the

importer promising to pay the exporter upon
presentation of the shipping documents.

Time of payment : When shipment is made
Goods available to buyers : After payment
Risk to exporter : Very little or none

Risk to importer : Relies on exporter

Maestro Crrrus
- [ ]
DISCOVER (D]
Thmners Ciwk
e e,

Method 1

Prepayments -

Time of payment : Before shipment
Goods available to buyers : After payment
Risk to exporter : None

Risk to importer : Complete



Payment Methods

88,

Method 4

Open accounts :

The exporter ships the merchandise and expects
the buyer to remit payment according to the
agreed-upon terms

Time of payment : As agreed upon

Goods available to buyers : Before payment
Risk to exporter : Relies completely on buyer
Risk to importer : None
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PayPal maz Qe ebay gs:
Pa a e ebay f

Consignments :

Method 3

The exporter ships the goods to the importer while
still retaining actual title to the merchandise.

Time of payment : At time of sale by buyer
Goods available to buyers : Before payment

Risk to exporter : Allows importer to sell before

paying
Risk to importer : None



COUNTERTRADE

* Barter: goods

* Compensation deals: partial payment

* Buyback arrangement: asset-goods

e Offsets : money-good
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We Are Made For Exporting

Thank You
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