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Didactic note

This module mainly refers to international trade promotion and it is an additional module for experienced and advanced entrepreneurs with a certain export and import capacity. The business owners will be introduced to the main country specific and international institutions of trade promotion and trade fair participation. 

Preparation for export should be completed with some exercises with business and product presentations, including product photos and descriptions.

The E-commerce chapter - virtual markets through Internet - should be visualized with some examples on Internet. Show to participants the main virtual markets on Internet (use beamer and Internet connection). Show also the Internet based databases for trade fairs (see chapter 6).

One separate training would be a one-week training to present export products with photos and descriptions on the main virtual market platforms (see Mindmap in chapter 4). Identify and contact potential international buyers. For this kind of training, you need some experienced export-oriented enterprises with products ready for presentation and descriptions and electronic training facilities with about 10 computers.

Hand outs for participants
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Handout 3:
Prepare your business for export

Handout 4:
Distribution channels and intermediaries

Handout 5:
Checklist for pricing aspects

Handout 6:
World bank / IFC overview table: Dealing across borders

Handout 7:
Working plan for trade fair participation

1.
Procedures for Export Market Preparation 

Export business demands entrepreneurial know-how, effective communication and good understanding of the international trade process. The involvement of companies in export business is increasing with the presence of the various trade incentives and privileges both from within and the rest of the world’s trading partners. To maximise the benefits, companies should be able to properly position themselved in the global market, which is highly characterised by stiff competion as well as end-less innovations. Your company's readiness to export will be determined when the under mentioned general questions about how exporting will enhance your company's short, medium and long-term goals is answered.: 

· What does the company want to gain from exporting? 

· Is exporting consistent with other company goals? 

· What demands will export place on the company's key resources, management and personnel, production capacity, and finance and how will these demands be met? 

· Are the expected benefits worth the costs, or would company resources be better used for developing new domestic business? 

Once you have decided to sell your products abroad, it is time to develop an export plan. The purposes of the export plan are (a) to assemble facts, constraints, and goals and (b) to create an action statement that takes all of these into account. The statement includes specific objectives, it sets forth time schedules for implementation, and it marks milestones so that the degree of success can be measured and help motivate personnel. 

Handout 1: 

	Sample Outline for an Export Plan

Table of Contents 

· Executive Summary (one or two pages, maximum) 

Introduction: Why This Company Should Export 

Part I - Export Policy Commitment Statement 

Part II - Situation/Background Analysis 

· Product or Service  I  Operations 

· Personnel and Export Organization  I  Resources of the Firm 

· Industry Structure, Competition, and Demand 

Part III - Marketing Component 

· Identifying, Evaluating, and Selecting Target Markets 

· Product Selection and Pricing  I  Distribution Methods 

· Terms and Conditions  I  Internal Organization and Procedures 

· Sales Goals: Profit and Loss Forecasts 

Part IV - Tactics: Action Steps 

· Primary Target Countries  I  Secondary Target Countries  I  Indirect Marketing Efforts 

Part V - Export Budget 

· Pro Forma Financial Statements 

Part VI - Implementation Schedule 

· Follow-up  I  Periodic Operational and Management Review (results versus plan) 

Annexes: Background Data on Target Countries and Market 

· Basic Market Statistics: Historical and Projected 

· Background Facts 

· Competitive Environment 




Analyze foreign market potentials and foreign competitors

Market research

To successfully export your product, you should examine foreign markets through research. The purpose is to identify marketing opportunities and constraints abroad, as well as to identify prospective buyers and customers. 

Market research encompasses all methods that a company can use to determine which foreign markets have the best potential for its products. Results of this research inform the firm about: the largest markets for its product, the fastest growing markets, market trends and outlook, market conditions and practices, and competitive firms and products. 

A firm may research a market by using either primary or secondary data resources. In conducting primary market research, a company can collect data directly from the foreign marketplace through interviews, surveys, and other direct contacts with representatives and potential buyers. Primary market research has the advantage of being tailored to the company's needs and provides answers to specific questions, but the collection of such data is time-consuming and expensive. 

When conducting secondary market research, a company collects data from various sources, such as trade statistics for a country or a product. Working with secondary sources is less expensive and helps the company focus its marketing efforts. Although secondary data sources are critical to market research, they do have limitations because it is less specific.

Getting organized for export market – Issues to consider

Internal company assessment

· Adequate and qualified staff to handle export related communications and monitor the process;

· Sufficient production capacity;

· Adequate working capital to make quick purchase of raw material, accessories and investment capital, if need be;

· Good marketing strategy with sufficient amount of marketing budget; 

· Cost effectiveness in production and competitive labor productivity to overcome international price competition; 

· Acceptable level of product quality by international market.

Foreign market analysis

· Desk research: mainly through browsing company websites and contacting promotional institutions/programs;

· Field research;

· Analysis of trade intermediaries, i.e. that of direct and indirect distributors;

· General marketing factors: consumer tastes and preferences, trends in competition, quotation and payment terms, standards used – weights and measures;

· Leading import houses;

· Main shipping and air links;

· Relevant government ministries and department;

· Pricing structures for products;

· Trade fairs;

· List of potential distributors and agents; 

· General import policy of the destination country.    

Transport and communications

· Main ports and facilities;

· Shipping services and costs;

· Freight services;

· Inland transport routes;

· Condition of roads.

Special customs provisions 

· Entry regulations and procedures;

· Samples, advertising and postal packages;

· Duty rates, if any.

Social and fair trade compliances

· Compliance with laws and workplace safety

· Prohibition of forced labor

· Prohibition of child labor

· Prohibition of harassement/abuse

· Prohibition of discrimination

· Hours of work

· Environment

· Health and safety

· Customs compliance

· Security (drugs and explosive shipments)

Other factors

· Access to information on foreign exchange controls, repatriation of profits, convertibility of currency

· Access to information on food, health, safety and quarantine regulations 
(especially for food and drug items).

Handout 2:  Market research

	· Obtain export statistics that indicate product exports to various countries. 

· Identify five to ten large and fast-growing markets for the firm's product. 

· Identify some smaller but fast-emerging markets that may provide ground-floor opportunities. If the market is just beginning to open up, there may be fewer competitors than in established markets. Growth rates should be substantially higher in these countries to qualify as up-and-coming markets, given the lower starting point. 

· Target three to five of the most statistically promising markets for further assessment. 

· Examine trends for company products as well as related products that could influence demand. 
· Ascertain the sources of competition, including the extent of domestic industry production and the major foreign countries the firm is competing against in each targeted market by using competitive assessments. 

· Analyze factors affecting marketing and use of the product in each market, such as end-user sectors, channels of distribution, cultural idiosyncrasies, and business practices. 

· Identify any foreign barriers (tariff or no tariff) for the product being imported into the country.


Evaluate the export potential of your products 

There are several ways to evaluate the export potential of your products and services in overseas markets. The most common approach is to examine the success of your products domestically. If your company succeeds at selling in the local market, there is a good chance that it will also be successful in markets abroad, at least those where similar needs and conditions exist. 

Another means to assess your company's potential in exporting is by examining the unique or important features of your product. If those features are hard to duplicate abroad, then it is likely that you will be successful overseas. A unique product may have little competition and demand for it might be quite high. 

Handout 3: Prepare your enterprise for export

	· Which products are selected for export development? What modifications, if any, must be made to adapt them for overseas markets? 

· Which countries are targeted for sales development? 

· In each country, what is the basic customer profile? What marketing and distribution channels should be used to reach customers? 

· What special challenges pertain to each market (competition, cultural differences, import controls, etc.), and what strategy will be used to address them? 

· How will the product's export sale price be determined? 

· What specific operational steps must be taken and when? 

· What will be the time frame for implementing each element of the plan? 

· What personnel and company resources will be dedicated to exporting? 

· What will be the cost in time and money for each element? 

· How will results be evaluated and used to modify the plan? 


Export strategies

The most common methods of exporting are indirect and direct selling. In indirect selling, an export intermediary such as an export management company (EMC) or an export trading company (ETC) normally assumes responsibility for finding overseas buyers, shipping products, and getting paid. In direct selling, producer deals directly with a foreign buyer. The paramount consideration in determining whether to market indirectly or directly is the level of resources a company is willing to devote to its international marketing effort. Other factors to consider when deciding whether to market indirectly or directly include: 

· The size of your firm; 

· The nature of your products; 

· Previous export experience and expertise; 

· Business conditions in the selected overseas markets. 

The way your company chooses to export its products can have a significant effect on its export plan and specific marketing strategies. The basic distinction among approaches to exporting relates to the company's level of involvement in the export process. There are at least four approaches, which may be used alone or in combination: 

1. Passively filling orders from domestic buyers who then export the product. These sales are indistinguishable from other domestic sales as far as the original seller is concerned. Someone else has decided that the product in question meets foreign demand. That party takes all the risk and handles all of the exporting details, in some cases without even the awareness of the original seller. (Many companies take a stronger interest in exporting when they discover that their product is already being sold over-seas.) 

2. Seeking out domestic buyers who represent foreign end users or customers. Many U.S. and foreign corporations, general contractors, foreign trading companies, foreign government agencies, foreign distributors and retailers, and others in the United States purchase for export. These buyers are a large market for a wide variety of goods and services. In this case a company may know its product is being exported, but it is still the buyer who assumes the risk and handles the details of exporting. 

3. Exporting indirectly through intermediaries. With this approach, a company engages the services of an intermediary firm capable of finding foreign markets and buyers for its products. EMCs, ETCs, international trade consultants, and other intermediaries can give the exporter access to well-established expertise and trade contacts. Yet, the exporter can still retain considerable control over the process and can realize some of the other benefits of exporting, such as learning more about foreign competitors, new technologies, and other market opportunities. 

4. Exporting directly. The company sells directly to foreign buyers. This approach is the most ambitious and difficult, since the exporter personally handles every aspect of the exporting process from market research and planning to foreign distribution and collections. Consequently, a significant commitment of management time and attention is required to achieve good results. However, this approach may also be the best way to achieve maximum profits and long-term growth. With appropriate help and guidance from the Department of Commerce, state trade offices, freight forwarders, international banks, and other service groups, even small or medium-sized firms can export directly if they are able to commit enough staff time to the effort. For those who cannot make that commitment, the services of an EMC, ETC, trade consultant, or other qualified intermediary are indispensable. 

Handout 4:

	 Distribution channels and intermediaries 

· Which channels of distribution should the firm use to market its products abroad? 

· Where should the firm produce its products and how should it distribute them in the foreign market? 

· What types of representatives, brokers, wholesalers, dealers, distributors, or end-use customers, and so forth should the firm use? 

· What are the characteristics and capabilities of the available intermediaries? 

· Should the assistance of an EMC or ETC be obtained?  


Export intermediaries are of many different types, ranging from giant international companies to highly specialized, small operations. They provide a multitude of services, such as performing market research, appointing overseas distributors or commission representatives, exhibiting a client's products at international trade shows, advertising, shipping, and arranging documentation. In short, the intermediary can often take full responsibility for the export end of the business, relieving the manufacturer of all the details except filling orders. 

Intermediaries may work simultaneously for a number of exporters on the basis of commissions, salary, or retainer plus commission. Some take title to the goods they handle, buying and selling in their own right. Products of a trading company's clients are often related, although the items usually are non-competitive. One advantage of using an intermediary is that it can immediately make available marketing resources that a smaller firm would need years to develop on its own. Many export intermediaries also finance sales and extend credit, facilitating prompt payment to the exporter.
The foreign distributor generally provides support and service for the product, thus relieving the purchasing company of these responsibilities. The distributor usually carries an inventory of products and a sufficient supply of spare parts and also maintains adequate facilities and personnel for normal servicing operations.

Shipping your products

Packing and shipping

When shipping a product overseas, the exporter must be aware of packing, labelling, documentation, and insurance requirements. It is important that exporters ensure that the merchandise is: 

· Packed correctly so that it arrives in good condition; 

· Labelled correctly to ensure that the goods are handled properly and arrive on time at the right place; 

· Documented correctly to meet U.S. and foreign government requirements, as well as proper collection standards; and 

· Insured against damage, loss, pilferage and delay.

Most exporters rely on an international freight forwarder to perform these services because of the multitude of considerations involved in physically exporting goods. 

Exporters should be aware of the demands that international shipping puts on packaged goods and should jeep four potential problems in mind when designing an export shipping crate: breakage, moisture, pilferage and excess weight. 

Be sure the goods are prepared using these guidelines: 

· Pack in strong containers, adequately sealed and filled when possible. 

· To provide proper bracing in the container, regardless of size, make sure the weight is evenly distributed. 

· Goods should be palletized and when possible containerized. 

· Packages and packing filler should be made of moisture-resistant material. 

· To avoid pilferage, avoid writing contents or brand names on packages. Other safeguards include using straps, seals, and shrink wrapping. 

· Observe any product-specific hazardous materials packing requirements.

Normally, air shipments require less heavy packing than ocean shipments, though they should still be adequately protected, especially if they are highly pilferable. In many instances, standard domestic packing is acceptable, especially if the product is durable and there is no concern for display packaging. Finally, because transportation costs are determined by volume and weight, specially reinforced and lightweight packing materials have been developed for exporting. Packing goods to minimize volume and weight while reinforcing them may save money, as well as ensure that the goods are properly packed. It is recommended that a professional firm be hired to pack the products if the supplier is not equipped to do so. This service is usually provided at a moderate cost. 

Marking and Labelling

Specific marking and labelling is used on export shipping cartons and containers to: 

· Meet shipping regulations; 

· Ensure proper handling; 

· Conceal the identity of the contents; 

· Help receivers identify shipments; and 

· Insure compliance with environmental and safety standards.

Price considerations

The price considerations listed below will help an exporter determine the best price for the product overseas. 

· At what price should the firm sell its product in the foreign market? 

· What type of market positioning (customer perception) does the company want to convey from its pricing structure? 

· Does the export price reflect the product's quality? 

· Is the price competitive? 

· Should the firm pursue market penetration or market-skimming pricing objectives abroad? 

· What type of discount (trade, cash, quantity) and allowances (advertising, trade-off) should the firm offer its foreign customers? 

· Should prices differ by market segment? 

· What should the firm do about product line pricing? 

· What pricing options are available if the firm's costs increase or decrease? Is the demand in the foreign market elastic or inelastic? 

· Are the prices going to be viewed by the foreign government as reasonable or exploitative? 

· Do the foreign country's antidumping laws pose a problem?

As in the domestic market, the price at which a product or service is sold directly determines a firm's revenues. It is essential that a firm's market research include an evaluation of all of the variables that may affect the price range for the product or service. If a firm's price is too high, the product or service will not sell. If the price is too low, export activities may not be sufficiently profitable or may actually create a net loss. 

The traditional components of determining proper pricing are costs, market demand, and competition. Each of these must be compared with the firm's objective in entering the foreign market. An analysis of each component from an export perspective may result in export prices that are different from domestic prices. 

It is also very important that the exporter takes into account additional costs that are typically born by the importer. They include tariffs, customs fees, currency fluctuation transaction costs and value-added taxes (VATs). These additional costs can add substantially to the final price paid by the importer, sometimes resulting in a total of more than double the U.S. domestic price. 

Other costs should be assessed for domestic and export products according to how much benefit each product receives from such expenditures. Additional costs often associated with export sales include: 

· Market research and credit checks; 

· Business travel; 

· International postage, cable, and telephone rates; 

· Translation costs; 

· Commissions, training charges, and other costs involving foreign representatives; 

· Consultants and freight forwarders; and 

· Product modification and special packaging.

After the actual cost of the export product has been calculated, the exporter should formulate an approximate consumer price for the foreign market. 

	Sample Cost-Plus Calculation of Product Cost (LC)

	 
	Domestic Sale
	Export Sale

	Factory price
	7.50
	7.50

	Domestic freight
	.70
	.70

	subtotal
	8.20
	8.20

	Export documentation
	 
	.50

	subtotal
	 
	8.70

	Ocean freight and insurance
	 
	1.20

	subtotal
	 
	9.90

	Import duty 
(12 % of landed cost)
	 
	1.19

	subtotal
	 
	11.09

	Wholesaler markup (15 %)
	1.23
	 

	subtotal
	9.43
	 

	Importer/distributor markup
	 
	2.44

	subtotal
	 
	13.53

	Retail markup (50 %)
	4.72
	6.77

	Final consumer price 
	14.15
	20.30


Handout 5: Pricing

	Checklist for pricing

In summary, here are the key points to remember when determining your product's price: 

· Determine the objective in the foreign market. 

· Compute the actual cost of the export product. 

· Compute the final consumer price. 

· Evaluate market demand and competition. 

· Consider modifying the product to reduce the export price. 

· Include "no market" costs, such as tariffs and customs fees. 

· Exclude cost elements that provide no benefit to the export function, such as domestic advertising.  


Financing Export Transactions

Export financing is often a key factor in a successful sale. Contract negotiation and closure are important, but at the end of the day, your company must get paid. 

Exporters naturally want to get paid as quickly as possible, while importers usually prefer to delay payment until they have received or resold the goods. Because of the intense competition for export markets, being able to offer attractive payment terms customary in the trade is often necessary to make a sale. Exporters should be aware of the many financing options open to them so that they choose the most acceptable one to both the buyer and the seller. In many cases, government assistance in export financing for small and medium-sized businesses can increase a firm's options. The following factors are important to consider in making decisions about financing: 

· The need for financing to make the sale. In some cases, favourable payment terms make a product more competitive. If the competition offers better terms and has a similar product, a sale can be lost. In other cases, the buyer may have preference for buying from a particular exporter, but might buy your product because of shorter or more secure credit terms. 

· The length of time the product is being financed. This determines how long the exporter will have to wait before payment is received and influences the choice of how the transaction is financed. 

· The cost of different methods of financing. Interest rates and fees vary. Where an exporter can expect to assume some or all of the financing costs, their effect on price and profit should be well understood before a pro forma invoice is submitted to the buyer. 

· The risks associated with financing the transaction. The riskier the transaction, the harder and more costly it will be to finance. The political and economic stability of the buyer's country can also be an issue. To provide financing for either accounts receivable or the production or purchase of the product for sale, the lender may require the most secure methods of payment, a letter of credit (possibly confirmed), or export credit insurance or guarantee. 

· The need for pre-shipment finance and for post-shipment working capital. Production for an unusually large order, or for a surge of orders, may present unexpected and severe strains on the exporter's working capital. Even during normal periods, inadequate working capital may curb an exporter's growth. However, assistance is available through public and private sector resources discussed in this chapter.

For help in determining which financing options may be available or the most beneficial to your exporting endeavours, the following sources may be consulted: 

· Your banker; 

· Your local Department of Commerce Export Assistance Centre (EAC); 

· Your local Small Business Administration office; 

· The Export-Import Banks such as that found in Washington, D.C. and selected cities; 

· Your state export promotion or export finance office;

Export Intermediaries 

In addition to acting as export representatives, many export intermediaries, such as export trading companies (ETCs) and export management companies (EMCs), can help finance export sales. Some of these companies may provide short-term financing or may simply purchase the goods to be exported directly from the manufacturer, thus eliminating any risks associated with the export transaction as well as the need for financing. Some of the larger companies may make counter trade arrangements that substitute for financing in some cases. 

Buyers and Suppliers as Sources of Financing 

Foreign buyers of capital goods may make down payments that reduce the need for financing from other sources. In addition, buyers may make progress payments as the goods are completed, which also reduce other financing requirements. Letters of credit that allow for progress payments upon inspection by the buyer's agent or receipt of a statement by the exporter that a certain percentage of the product has been completed are not uncommon. 

Pro forma

A quotation describes the product, states a price for it, sets the time of shipment, and specifies the terms of the sale and terms of the payment. Since the foreign buyer may not be familiar with the product, the description of it in an overseas quotation usually must be more detailed than in a domestic quotation. The description should include the following 15 points: 

1. Seller's and buyer's names and addresses. 

2. Buyer's reference number and date of inquiry. 

3. Listing of requested products and brief description. 

4. Price of each item (it is advisable to indicate whether items are new or used and to quote in U.S. dollars to reduce foreign-exchange risk). 

5. Appropriate gross and net shipping weight (in metric units where appropriate). 

6. Appropriate total cubic volume and dimensions packed for export (in metric units where appropriate). 

7. Trade discount (if applicable). 

8. Delivery point. 

9. Terms of sale. 

10. Terms of payment. 

11. Insurance and shipping costs. 

12. Validity period for quotation. 

13. Total charges to be paid by customer. 

14. Estimated shipping date from U.S. port or airport. 

15. Currency of sale.

Terms of sale
In any sales agreement, it is important that there is a common understanding of the delivery terms since confusion over their meaning can result in a lost sale or a loss on a sale.

Export documentation

The following documents are commonly used in exporting; but which of them are necessary in a particular transaction depends on the requirements of the U.S. government and the government of the importing country. 

· Air freight shipments are handled by air waybills, which can never be made in negotiable form. 

· A bill of lading is a contract between the owner of the goods and the carrier. The customer usually needs an original as proof of ownership to take possession of the goods.

· A commercial invoice is a bill for the goods from the seller to the buyer. 

· A certificate of origin is a document that is required in certain nations. It is a signed statement as to the origin of the export item. Certificate of origin are usually signed through a semi-official organization, such as a local chamber of commerce. A certificate may still be required even if the commercial invoice contains the information. 

· An export license is a government document that authorizes the export of specific goods in specific quantities to a particular destination. This document may be required for most or all exports to some countries or for other countries only under special circumstances. 

· An export packing list considerably more detailed and informative than a standard domestic packing list. 

· An insurance certificate is used to assure the consignee that insurance will cover the loss of or damage to the cargo during transit.

The number and kind of documents the exporter must deal with varies depending on the destination of the shipment. Because each country has different import regulations, the exporter must be careful to provide all proper documentation. 

Glossary of basic terminologies / INCOTERMS 

· Exworks (EXW): means the seller/exporter fulfils his obligations to deliver when he has made the goods available at his premises  (i.e. work, factory, and warehouse) to the buyer. The importer bears all the costs and risks involved in taking the goods from the seller’s premises to the desired destination. 

· Free Carrier (FCA): The seller fulfils his obligation to deliver when he has handed over the goods, cleared for export, into the charge of the carrier named by the buyer at the named place or point.

· Carrier: means any person who is in a contract of carriage by rail, air, sea and land or by a combination of such modes.  

· Free on Board (FOB): means that the seller fulfils his obligation to deliver when the goods have been passed over the ship’s rail at the named port of shipment. The buyer has to bear the costs and risks of loss or damage to the goods from that point.

· Cost and Freight (CFR): means that the exporter must pay the cost and freight necessary to bring the goods to the named port of destination, but the risk of loss or damage to the goods as well as any additional costs due to any events occurring after the time the goods have been delivered on board the vessel is transferred from the seller to the buyer when the goods pass the ship’s rail in the shop of shipment.

· Cost Insurance and Freight (CIF): the seller has the same obligation as under CFR above but with additional that the seller has to procure cargo insurance at the buyer’s risk of loss or damage to the goods during the carriage. The seller contracts for insurance and pays the premium.
· Advance Payment:  payment for the goods is done at a time of placing the order or sometimes before the goods have been shipped. 

· Sales on Open Account: The exporter sends goods to the foreign buyer abroad, prepares and sends invoice and waits for payment, which has to be made on an agreed date. 

· Documentary Credit: invented by banks and the buyer (customer, importer) is known as the Applicant. The seller (supplier, exporter) is known as the Beneficiary. The buyer opens the credit at his usual bank (known as issuing bank). The issuing bank accordingly transmits the documentary credit to its correspondent bank in the exporter’s country through its network. The latter is called Advising Bank. 

· Letter of Credit (L/C): is a written instruction issued by a bank – called the issuing bank or opening bank at the request of the buyer/importer. It is an undertaking from the buyer’s bank to the exporter’s bank that payment will be made against certain documents such as invoice, certificate of origin, certificate of quality and bill of lading (for sea transport) or waybill (for road or rail transport) or air-waybill (for air transport). The importer authorizes the exporter to draw drafts for payment on L/C in accordance with its stated terms and conditions.

· Revocable and Irrevocable Letters of Credit: An irrevocable letter of credit cannot be amended or canceled without the agreement of all the parties concerned. In contrast a revocable letter of credit can be modified or cancelled at any time without prior notice to the buyer. All letters of credit explicitly state whether they are revocable or not, if there is no clear indication of this, it is assumed that the L/C is revocable.

· Cash Against Documents (CAD): payment is made as set out in the contract. Documents should be presented to the buyer before payment is made. The documents are usually presented to the buyer’s bank or agent and are sent to the buyer against prompt payment.

· Bills of Exchange: it is an unconditional order in writing, addressed by one person to another, signed by the person giving it requiring the person to which it is addressed to pay, on demand, or at a fixed or determined future time, a certain amount of money to a specified person, or to the bearer. 
Prepare your management and enterprise presentation for export

Management and staff

A company new to exporting generally treats its export sales no differently than its domestic sales, using existing personnel and organizational structures. As international sales and inquiries increase, the company may separate the management of its exports from that of its domestic sales. The advantages of separating international from domestic business include the centralization of specialized skills needed to deal with international markets and the benefits of a focused marketing effort that is more likely to increase export sales. A possible disadvantage is that segmentation might be a less efficient use of corporate resources. Once your company is organized to handle exporting, a proper channel of distribution needs to be carefully chosen for each market. These channels include sales representatives, agents, distributors, retailers, and end users. 

· What in-house international expertise does the firm have (international sales experience, language capabilities, etc.)? 

· Who will be responsible for the export department's organization and staff? 

· How much senior management time (a) should be allocated and (b) could be allocated? 

· What organizational structure is required to ensure that export sales are adequately serviced? 

· Who will follow through after the planning is done? 

Develop your product presentation
Before contacting commercial partners, you should elaborate a detailed presentation of your products. The following check list gives you some ideas:

· Name of products and photos

· Usability of the product and utilization

· Product details: size, weight, form, presentation, quality, material

· Price: you may indicate the price or contact first your commercial partners.

Prepare samples
In making contacts to potential buyers, you must act rapidly and without any delay. That is why, before commercial relationship you should already have samples and brochures on your disposal, including a detailed description of your products.

Prepare your entreprise presentation
It is your product which is on sale, not your enterprise. In first line you need product presentations and descriptions. Nevertheless it will not be wrong to enclose your business presentation including your  production capacity and the quality of your services. The business presentation may be outlined  as follows:

· business owner, business activity and address;

· pictures and history of your enterprise;

· main activities, products and services;

· references of commercial activities successfully achieved.

The business presentation may be published on classic support like brochures. But for international relations it will be better to publish on CD-ROM or on a web site in Internet, because your web site shows the modern vision of your business.

In addition, many buyers are interested in knowing the following:

· Production capacity per month.
· Materials used.
· Delivery interval.
· Shipment time to destination, say, Nairobi - Genua.
· Does your company manufacture or purchase products for export?  
If purchase, from which country ?

· List of the countries you export to, if any.

· Does your company have the financial resources to meet expanded production?

· Do you have a business plan?

· Any particular training, and/or financing assistance available.

· Has your company participated in trade shows in the past, if so which ones?

· Your bank’s name, address, telephone and fax number.

· Language preference for proposals and communications and other requirements 
that will influence the partnership or sale

· What kind of information does your company want the responder to include in its Letter of Interest?  Specify format, if applicable. 

· List of credentials and professional memberships, which your company is a member

· What certifications or trade preferences does your company have for these products? 

· List current or past clients as references (client name, telephone, email)

 2.
Export procedures in Ethiopia

2.1
About the Export Promotion Department under the Ministry 
of Trade and Industry 

What is the EEPA?

The Export Promotion Department is a Government office that was established with the objective of promoting the country's exports. It is one of the functional departments under the Ministry of Trade and Industry.

Services

· Professional support (hands-on technical assistance) and training to exporters, in line with the newly adopted export development strategy;
· alleviation of problems faced by exporters by ensuring that export-related procedures of institutions relevant to export trade are conducive to the country’s export development;

· undertaking and dissemination of studies with regard to market on exportable products that will enhance the country’s competitiveness in overseas markets;

· linkage of Ethiopian exporters with foreign importers;

· provision of support to exporters allowing them to participate in regional and international trade fairs as well as other trade promotion events;

· collect, analyze and disseminate trade-related information to the business community and provide inquiry reply services;

· encourage the existence of coordinated and efficient working arrangements among producers, exporters and service providers.

Address 
P.O.Box 6945 Addis Ababa
Tel 251-11-5504479, Fax 251-11-5504766
2.2
Export procedures – the case of Ethiopia

Once an exporting company is legally established the various procedures that are regularly necessary to follow, in order to make exports successful are the following. 

2.2.1
Order Acknowledgement to the Buyer

This involves the production of internal instructions on the part of the exporter with regard to the work, production and preparation of the goods for the export order.

2.2.2
Finalization of the Export Contract

Finalize the export contract, stipulating the method of payment for the export consignment, and submit a copy to the respective commercial bank by any of the following methods: hand delivery, fax, telex or post. Commercial banks require six copies of the letter of credit, and five copies of the advance payment, cash against documents, and one consignment note each.

2.2.3
Application to Export

Register the export order with a commercial bank, which in turn will issue the export permit for the particular consignment. All sorts of exports with the exception of coffee have to be registered with any of the commercial banks. Only the registration for coffee remains at the National Bank of Ethiopia.

2.2.4
Registration of Export Consignment

Fill in the Customs Declaration Annex form issued by the commercial bank and submit it to the international/foreign business department of the bank.

2.2.5
Application for Quality Testing and Certification

When export products are ready, make arrangements for suitable packaging and apply to the Quality and Standards Authority of Ethiopia for quality testing, and acquire the Export Authorization Certificate.

2.2.6
Compliance with Movement Requirements

Compliance with Rules of Origin. Fill in the certificate of origin that is issued by the Ethiopian or the Dire Dawa Chambers of Commerce, in order to qualify for preferential tariff treatments.
Compliance with Tariff Schemes. Fill in the special movement forms or certificates issued by the Customs Authority. Currently, the special movement certificates include the EURI movement certificate that is required by European Union Countries, and form A for the Generalized System of Preferences (GSP), form A is required by its member countries.
2.2.7
Insurance of Export Cargo

Insure the export cargo and acquire the insurance certificate or policy document issued by an insurance company.

2.2.8
Customs Declaration

In order to avoid costly delays, the exporter declares all facts about the export consignment, and all supporting original documents should be forwarded to the customs clearing agents to enable customs formalities and authorization of the dispatch of the export goods. Accordingly, the exporter must hand over the Export Permit, the copy of the Customs Declaration Annex form, the Ethiopian Customs Declaration form, the Certificate of Origin and the special movement forms/certificates (the EURI Movement Certificate and the GSP form A) to the clearing agents.

2.2.9
Movement of Export Cargo

To facilitate the movement of goods, transport documents should be acquired from the respective carrier. Although the type of transport document depends on the mode of transport, the documents should be completed and signed by the carrier or its representatives.

2.3
Export Business Registration and Licensing

The opening of a business in Ethiopia requires a compulsory registration prior to holding a business license. However, principal registration only takes place once, regardless of which commercial activities are undertaken.

The export trade business that requires registration and licensing by the Federal Ministry of Trade and Industry can be carried out by forming different types of business organizations, such as the sole trader, partnerships, share companies, private limited companies, public companies and cooperative societies.

2.3.1
Registration Procedure

In the registration process all required documentation and application forms should be signed by the persons who subscribe to the declaration and be submitted to the Ministry of Trade and Industry for verification and approval. When this has been done the documents are sent to the Ministry of Justice for certification and then to the Ministry of Information for public announcement of the business formation in the national newspapers. Upon completion of this procedure the Ministry of Trade and Industry will issue the Principal Registration Certificate.
2.3.2
Export Licensing Procedure

Having now registered, an application for an export license should be submitted to the Ministry of Trade and Industry who in turn issues the export license. The documents required for the issuing an export license are applications in two copies, the principal registration certificate, a passport size photograph, an investment permit and residence permit, if a partnership exists, as well as the memorandum and articles of the association or contract of partnership.

The export license covers a duration of twelve months. At the end of the duration the license has to be renewed not later than two months into the next fiscal year, which is in accordance with Ethiopian law.
2.4
Quality Export Products Information 

2.4.1
Overview

The economic liberalization process being undertaken in Ethiopia and the strong commitment of its Government to create a supportive environment for the development of the private sector have both positively affected the growth of exports. Exports increased by 24% in 1996/97 over the preceding year. 

Apart from the conducive and continually improving free market-oriented policy environment, Ethiopia has various advantages for the development of its export sector. These include the abundant and capable labour force, low wage levels, a wide-ranging weather and soil conditions, preferential access to the European Union markets and proximity to the Middle-East markets. The preferential access to the Common Market for Eastern and Southern African States (COMESA), with a total population of more than 260 million, also offers substantial market opportunities for several export items from Ethiopia.

The major export products of Ethiopia include coffee, livestock products (leather, live animals and meat), oil seeds and pulses, fruits, vegetables and flowers, textiles, natural gum, spices and mineral products. In addition to the efforts underway to increase the export supply of these products and to improve their quality, investments in other currently unexploited, higher value-added, export sectors is highly encouraged. Recognizing that large capital investments are needed to exploit these resources, various incentives are currently provided to encourage foreign investments (including joint ventures and marketing arrangements), so that the sector is able to provide a meaningful contribution to the country’s development.

2.4.2
Coffee 

More than 90% of the nation’s harvested coffee is organically produced. The inherently superior quality of Ethiopian highland Arabica coffee is unmatched, particularly in flavour and aroma. Ethiopia also produces several types of coffee, the water soluble extracts of which can be used for hot beverages, iced drinks, ice creams and in the confectionery industries.

2.4.3
Livestock Products

Ethiopia offers a wide range of processed and semi-processed hides and skins to the world market. Some of the products, such as Ethiopian highland sheepskin, which has gained international reputation for making gloves, are well-known for their quality and natural characteristics.

The high quality Ethiopian hides and skins exports include: 

· Pickled sheep skin, wet blue sheep skin, crust sheep skin, wet blue goat skin, crust goat skin, crust cow hides, finished garment leather, finished glove leather, lining/upper leather, suede leather, full grain leather, corrected grain leather, embossed leather and patent leather 

The export of finished leather and leather products (such as leather garments, foot wear, gloves, bags and other leather articles) is also highly promising.

2.4.4
Live Animals and Meat

With the largest livestock population in Africa, Ethiopia has an ample supply base for the export of live animals and meat. Its livestock resources are estimated at 27 million cattle, 24 million sheep and 18 million goats.

Livestock husbandry is mostly carried out under natural grazing, making the meat and meat products obtained from the animals very tasty and nutritionally healthy for human consumption. Ethiopia’s main exports of live animals and meat products include:

· Steers and yearlings; low land sheep and goats; fresh and chilled lamb and mutton carcass; fresh and chilled goat carcass; fresh and chilled veal carcass and beef four quarters; fresh and chilled boneless veal and beef; frozen lamb, mutton, goat carcass, veal and beef special cuts.

2.4.5
Oilseeds and Pulses 

Ethiopian oilseeds and pulses are known for their flavour and nutritional value as they are mostly produced organically. For instance, the Ethiopian white sesame seed is used as a reference for grading in international markets.

Major oilseeds and pulses exports include:

· Sesame seed, Niger seeds, linseeds, sunflower seeds, groundnuts, rape seeds, castor oil seeds, pumpkin seeds, haricot beans, pea-beans, horse beans, chick peas, lentils.

The Gulf States (Saudi Arabia, Yemen, Israel), European Union, some Asian and neighbouring African countries constitute the major markets for Ethiopia’s oilseeds and pulses exports.

2.4.6
Fruits, Vegetables and Flowers

With a favourable climate, abundant labour, land and water resources, most regions of the country are suitable for the production of a wide range of tropical and sub-tropical fruits, vegetables and flowers.

The major vegetable export products are: 

· Potatoes, green beans, okra, melons, white and red onions, shallots, cabbages, leeks, beetroots, carrots, green chillis, tomatoes and lettuce. 

The main exportable fruits are:

· Oranges, mandarins, grapefruits, mangos, guavas, lemons and lime.

Cut-flower exports include:

· Statices, alliums, roses and carnations.

2.4.7
Textile Fabrics and Garments 

The textile industry is the largest manufacturing industry in the country. There are more than fourteen state-owned and private major textile and garment factories. It employs around 30,000 workers and constitutes a share of 36% of the entire manufacturing industry. 

The main textile products manufactured in the country are cotton and nylon fabrics, acrylic yarn, woollen and waste cotton blankets and sewing thread. The cotton yarn and thread products include: 

· Yarn/bleached or grey/combed or carded 81/2, 10, 21 30, 40, 50, 60, 80 counts, and others that are in line with customer requirements.

· Pure polyester and cotton sewing thread in different colours and counts

· 40/3, 50/3, 60/3 pure cotton;

· 60/3, 100% polyesters;

· 5,000 or 1,000 meters in spool;

· 5,000 or 10,000 meters in cones for industrial use.

The domestic potential of cotton production, such as basic raw material is much larger, compared to the demand of the currently installed spinning capacity. The availability of cheap labour is one of the major parameters for consideration in this industrial sector, as it presents one of the strategic industries for export development.

2.4.8
Natural Gum

Ethiopia is endowed with distinct climatic conditions that enables it to grow diverse plant species, which can be used for industrial and pharmaceutical purposes. Acacia, Commiphora and Boswellia could be mentioned as one group of the various plant species grown in the arid and semi-arid areas that yield important gums. 

The trend that has enhanced the growth of gum production over the past decade has been the increasing consumption of convenience foods. As in most other sectors of the additives industry, increasing health consciousness has tended to fuel growth for thickeners of natural origin.

Gum Olibanum derived from Boswellia, gum Myrrh, and Oppoponex derived from Commiphora and gum Arabic derived from acacia species are the major gum products that are mainly produced for the export market.

Apart from their pharmaceutical applications, these products have a wide-range of industrial uses in areas such as beverages, candies, chewing gums, confectioneries, dairy products, gelatines, nut products, puddings and canned vegetables. Typical applications include their uses as:

· adhesive thickeners;

· thickeners, stabilizers, flavour, fixatives and emulsifying agents in food products;

· clarification in beverages;

· release agents for rubber products;

· formulations in cosmetics.

2.4.9
Tea 

The quality of tea mainly depends on climatic conditions, the type of soil upon which the plant grows and the method used in processing. In Ethiopia tea is mostly grown in the highland dense forest regions, where the land is fertile and therefore the usage of fertilizers is very minimal.

Moreover, the availability of abundant and cheap labour in the country has made the use of manual weeding (instead of chemical weeding) possible. Because of this mostly organic cultivation, Ethiopian tea is increasingly sought for its aroma and natural flavours. This is confirmed by the "International Gold Star" award for quality, which was recently awarded by the B.D.I. in Madrid, Spain to one of the major Ethiopian tea exporters “Tea Production and Marketing Enterprise”.

2.4.10
Mineral Products

According to studies conducted up-to-date, there are diversified mineral deposits available in many parts of the country, most of which can meet export standards. Minerals supplied to export markets as of yet include gold, platinum, marble, granite and tantalum, however, in a very limited scale as compared to the immense potential of these products. Other metallic and non-metallic substances, including copper, lead, zinc, silver, gypsum, limestone, quartz and pyrite have also been identified in various parts of the country. 

Most of Ethiopian mineral products are potentially exportable to countries in East and Southern Africa, and in the Asia/Oceania market areas. This is feasible in both of these regions, due to the freight cost advantages over established exports from Europe and North America.

Ethiopia has also recently started the export of high quality dimensional stones, i.e. different types of unprocessed (blocks) and processed marble, granite and lime stones suitable for both internal and external uses.
2.4.11
Others

Some other products that Ethiopia exports to the world market include:

· spices, civet, beverages, beeswax, gall-stone, cereals, and fish.
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Dealing across borders 

from World Bank / IFC: 

Example of Ethiopia - but on www.doingbusiness.org for all countries available

	Nature of Export Procedures
	Duration (days)
	US$ Cost

	Documents preparation
	18
	150

	Customs clearance and technical control
	10
	337

	Ports and terminal handling
	7
	500

	Inland transportation and handling
	11
	630

	Totals:
	46
	1617


	Nature of Import Procedures
	Duration (days)
	US$ Cost

	Documents preparation
	18
	700

	Customs clearance and technical control
	9
	393

	Ports and terminal handling
	10
	500

	Inland transportation and handling
	5
	1200

	Totals:
	42
	2793


	Export documents
	Import documents

	Customs export declaration
	Bill of lading

	Export license
	Certificate of origin

	Health certificate
	Commercial invoice

	Insurance certificate
	Foreign exchange authorization

	Packing list
	Import license

	Shipment booking
	Insurance documentation

	Tax certificate
	Packing list

	Truck manifest
	Technical standard/health certificate
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3.
International Trade Promotion

3.1
International Institutions of Trade Promotion

A general support for exporting products to the European markets is the Export Helpdesk for Developing Countries http://export-help.cec.eu.int/  I Requirements + Taxes  I 
Import Tariffs  I  Links  I  Customs Documents I Rules of Origin  I  Trade Statistics  I  Market Place The European Union (EU) provides information on exporting products to the European markets. The web site contains custom duties, customs documentation, rule of origin, and trade statistics about EU markets. Helps business operators to obtain the necessary information on EU preferential import regimes and links to relevant authorities and organizations in EU trade operations and up-to-date information on import tariffs.
World Trade Organization www.wto.org Goods, Services, Electronic commerce, Regional trade agreements, Trade policy reviews.
International Trade Centre (UNCTAD/WTO) www.intracen.org/ Market analysis and development services. Statistics.
Centre for the Promotion of Imports of Developing Countries (CBI)
www.cbi.nl/  Netherlands. Exporters - Importers - Business Supporters. The Centre for the Promotion of Imports from Developing Countries (CBI) is an Agency of the Dutch Government, created in 1971. It has three target groups: Medium sized exporters from developing countries, Export Promotion agencies (TPOs), and European importers. In order to accomplish its mission CBI concentrates on five core competencies.
FITA. Federation of International Trade Associations www.fita.org/
European Business Directory. International Trade Directory. Advertising Opportunities. Calendar of Trade Events.  Links to 7,000 trade related websites. Buy and Sell. The FITA Buy/Sell Exchange is an international, business-to-business marketplace that facilitates international trade by providing qualified import/export trade leads and catalogue posting. 
Bundesagentur für Aussenwirtschaft (BFAI) Germany www.bfai.com
KfW Tenders, Business Opportunities
German Business Portal www.german-business-portal.info/ 
Business infrastructure, Industrial sectors, Foreign trade statistics, Economic data
Tradeport USA www.tradeport.org All about export to USA. Import-Export guide.

African Growth and Opportunity Act (AGOA
) www.agoa.info  and www.agoa.gov .
3.2
Export Guides

A Basic Guide to Exporting www.unzco.com/basicguide/  
Developing an export strategy and a market plan, export advice, methods and channels, making contacts, technology licensing, joint ventures, preparing your product for export, service exports, international legal considerations, shipping, pricing, methods of payment

Export forms and documentation www.unzco.com/storefront/doc.html 

Projet Commerce International, GTZ et Chambre Tuniso-Allemande, Tunis 2005 
Guide d'Accès au Marché Allemand. Downl.: www.bds-forum.net/international-trade.htm
UK export guide www.exportbuyer.com/ Information on the statistics of various countries
 4.
E-commerce: Sell and buy through Internet 

Virtual Trade

Internet has revolutionized the commercial activities and relations with virtual market places and electronic commercialization and payments. The commercial opportunities in the Internet are increasing rapidly with a world wide access to international buyers and sellers. 

Virtual markets are international and without frontiers as well as very favourable to small countries, small enterprises and individual promoters because access is everywhere. The sole criteria for participation are innovative and competitive quality products and modern payment procedures by bank transfer.

Hereafter we present the main international virtual e-commerce platforms. Most of the virtual market places offer services for buyers and sellers for free - you are allowed to present your products including pictures and descriptions.

Virtual Trade Platforms in Internet

Alibaba. http://importer.alibaba.com/ The most important virtual market for import-export in the Internet. Sell and buy. Data base on how to find buyers.
http://importer.alibaba.com/buy_leads/4c1p/Textiles_Leather_Products.html All categories of textile and leather products 

One Trade World Market Place www.onetrade.biz/ot/ 
Sell and buy. Industrial sectors and agriculture.

The Import-Export Help Buy/Sell Exchange http://imexhelp.worldbid.com/ 

International trade leads, and tender opportunities from companies and government organizations around the world. Over 340,000 businesses have registered with us to help increase their sales, reduce supplier costs, and find new business contacts. The Import-Export Help Buy/Sell Exchange is an online international marketplace designed to help small to mid-sized companies do business. Whether it is buying or selling products or services, domestically or internationally, we are confident our marketplace will meet your company's needs. Company Showroom: Your Company has the opportunity to showcase your product or service offering to the world. The Import-Export Help Buy/Sell Exchange's Company Showrooms enable your company to upload its complete product line and market it internationally 24 hours a day, 7 days a week.

German E-Trade Center. www.e-trade-center.com Sell and buy. Looking for business contacts. This is a market place for searching and offering business contacts around the world in different sectors. 
Berlinkauf. www.berlinkauf.com/ Sell and buy. Business Exchange. Trade Markets. News

Premier International Business to Business Trade Portal www.foreign-trade.com/ with the most complete foreign trade, import and export information! FREE services for importers, exporters & trade shows organizers. Directories of Importers and Exporters, of Freight Transporters, Embassies and Consulates, Marker Research Tools Trade terms and Codes, Measurements and Conversions. 

Kompass - The Business to business search engine www.kompass.com/kinl/index.php?_Lang=fr  Public tenders. Request for quotation.

TOBOC, Canada - Directory of Exporters, Importers, Manufacturers and Suppliers 
by sectors www.toboc.com. Exporters, Importers, Transporters

How to use virtual E-commerce Platforms

Example of Alibaba.
On the importers homepage of Alibaba http://importer.alibaba.com/ you will find the necessary items: 
· Browse buying leads by category 

· Post your company profile and products, tell buyers who you are and show them 
what you sell. 

· Receive and reply buyer inquiries 

There are two ways to reach buyers on Alibaba: 
1. Find buyers yourself, 
2. Let buyers find you.
1. Find buyers yourself
Search the product name you want to sell on Alibaba.com. Or browse information by category in the "Sell" channel. View the results page and click any link to read more details. Choose one of the contact methods in the "Contact Us" section. You will be able to reach buyers very quickly.
2. Let buyers find you
Post a selling lead or product information and describe what kind of product you are selling (fill the Alibaba sellers' format). Buyers will find your selling information and contact you using different methods. Receive buyers' messages in your email, Message Centre or Trade Manager. Answer the buyer's message and send your reply through either Message Centre or Trade Manager as soon as possible! 
 

Personal contact is important!
Buyers will not come automatically after you presented your products. You must look for contacts actively by yourself and contact by e-mail one potential buyer after the other. Take a whole day to identify and contact individually 20 to 30 potential buyers by individual e-mail messages including your company profile and products. But be short!
Web site examples of export enterprises

www.selambaltena.com.et/index.html Selam Baltena, Ethiopia, food processing 
www.selambaltena.com.et/products.html#bulla products 
www.selambaltena.com.et/gallery.html product photos
www.nileenterprises.com/ Blue Nile enterprises, Ethiopia, drinks and grains
www.nileenterprises.com/Seeds.html seeds
www.iflexsenegal.org/accueil.html 
Information sur les Fruits et Légumes d'Exportation du Sénégal 
1-Week Workshop 

(Proposal from Dieter Gagel, mail@gagel.net )

Export- and action-oriented Workshop on Submission 
to E-Market Places and Website Publishing 
for Export-oriented Entrepreneurs

1.
Workshop Objective

· Ten export-oriented companies are introduced to present their 1-3 export products on 10 E-Commerce Internet platforms.

· The participants will identify potential buyers on the E-Commerce platforms as well as by Google and take direct contact by e-mail.

· The participants work out a draft of their export-oriented website focussing on their product presentation.

· Ethiopian hosting services as well as 3 international Internet-based hosting services are presented to the participants (conditions, procedures, prices)

· Ethiopian website designers show their references and give information on conditions and prices.

2.
Target-groups

Export-oriented companies of agricultural value chains.

3.
Preparation phase

· Participants will be invited one week before the workshop in order to present the programme and to give them some advice for preparing the product pictures and presentations.

· Test the webhosting procedure of at least one Internet-based webhosting service, e.g. www.europehosting.com . All procedures for webspace and domain including payment procedures by Visa Card should be done (costs about 90€).

· 4 webhosting services in Addis Ababa will be identified and visited. Conditions, procedures and prices will be identified. Webhosters will be invited for day 6 of the workshop and present their services.

· 4 web designers will be identified, visited and their references analysed. They will be invited for day 6 of the workshop in order to present their services.

· Prepare the workshop facilities (Computer, Beamer etc.).

4.
Workshop Programme

For the programme of the workshop see the annexed Mindmap. 

The detailed time table will be worked out later.

5.
Follow-up

During the 3 days of follow-up,  the participants will focus on additional tasks referring to demand, finalizing of website designs and finalizing and publishing of sub-websites(e.g.www.ethiopianchamber.com/tutu-honey) 

6.
Time-table

· 6 days field work and workshop preparation.

· 7 days workshop implementation.

· 3 days follow-up phase

7.
Workshop Facilities

Workshop rooms with 10 PCs are needed in order to engage  10 participants simultaneously to introduce their products on the E-Commerce platforms.
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 5.
Trade Fair Guide

5.1
Trade Fair and its Relevance to Market Promotion for Micro 
and Small Enterprises (MSEs)

Promotion, being one of the components of the marketing mix, is comprised of different elements. Although products can be boosted through different types of promotional activities, trade fair is an important tool, as it involves face-to-face communication. It is a means of displaying products to persuade and remind prospective buyers about the enterprise.

A trade fair requires careful planning and systematic decision-making, since direct contact with consumers is involved. Trade fairs are highly competitive. Therefore, trade fair organizers have to be experts and strategic planners to pursue the lead. Promotion by means of trade fairs is effective because it is not only useful for promoting established companies, but also for newcomers. However, it cannot be expected that during the show a large pile of orders will be generated. 

Trade fairs are very relevant for the promotion of Micro and Small Enterprises (MSEs). Some practical points are provided below:

· If a customer gets to know the MSEs' products by means of publicity or any other advertisement activity, and then again sees the products at a trade fair it will help him to attain more information on the product and will create a good product awareness.

· Arrangements to distribute trade and industrial journals as well as other printed documents can be done during the trade fair because they are good promotional tools. MSEs can use advantage of trade fairs to survey the latest product lines, mixes and designs of competitors.

· Trade fairs open doors to building future relationships with current and new customers. Trade fairs not only create the opportunity for MSEs to meet customers, it also paves the road for them to meet representatives from the media and press. This is a good opportunity, due to the fact that there are few chances for MSEs to meet the press in other occasions.

· Buyers who get the opportunity of seeing the MSEs' products at the trade fair are more likely to respond to follow-up calls from MSEs, compared to those not seeing the products at a trade fair. Besides, during the trade fair market research can also be carried out. This can help the MSEs create a basis for future market studies and planning. Carrying out market research during trade fairs may seem to be expensive, but it is far less costly than running research activities as compared to other occasions. The research at trade fairs can focus on studying: 

· the demand situation of the specific planned exhibits;

· the main consumers within the trade;

· the existing price level.

5.2
Types of Trade Fairs

There are several types of trade fairs. They can be classified as:

5.2.1
Major General Trade Fairs

This trade fair category exhibits all types of consumer and industrial commodities. They are open to the general public, with the visitors being regional, national or international. When exhibiting in major general trade fairs it is difficult to attract worthwhile target visitors, although the number of visitors is huge. 

5.2.2
Major Specialized Trade Fairs

This type of trade fair is specialized in terms of the involved sectors. Examples of such sectors could be the leather sector, the handicraft sector, the textile sector, or the wood sector. However, the degree of specialization varies. This type of trade fair is primarily for business exhibitors from various levels of trade and industry. It attracts large number of business people, specifically concerned with the trade shows area of specialization. The exhibitor can be sure that a large portion of business people will be at the fair. For new companies entering these fairs, it can offer the best opportunity to find large buyers, distributors and retailers. 

5.2.3
Consumer Fairs

These are general trade fairs in terms of products to be exhibited and the interest of the visitors. The primary visitor is the general public who may come from the nearby regions. Some 'consumer fairs' specialize in food products, beverages, shoes, etc.

Consumer fairs are more appropriate for companies that are already established, with distributors and identified products that have already found their way into retail shops. 

5.3
Guide for Trade Fair Organizers and Participants

Participating in trade fairs is a valuable tool in attaining information on competition, carrying out market research as well as reaching end users and retailers. It has the advantage of attracting publicity via media and the press through conveying announcements connected to the presentation of the business and its products.

The decision to participate in a trade fair should not be due to the fact that other MSEs are exhibiting; this decision rather has to be based on the individual company’s specific needs. Participating in a trade fair requires a lot of time and is very costly. Nevertheless, the costs can be offset, mainly due to the large coverage of customers, if appropriately handled.

Procedures for planning, conducting and managing trade fairs on the part of trade fair organizers as well as business operators are outlined below.

5.3.1
Setting Objectives 

Trade fair organizers: before planning to organize a trade fair or entering into a show, trade fair organizers have to be able to set clear objectives. The nature of the enterprises and their marketing problems should shape the specific objectives that the show should try to achieve at the trade fair.

Business operators: if they are looking to contact specific buyers, then exhibiting would be an expensive venture. If their objective is to undertake market research activities, then carrying out market research would probably be more effective and less expensive to realise. That is why the objective for a business operator in participating in a trade fair should generally revolve around building future relationships with current and potential customers.

5.3.2
Getting Information 

Trade fair organizers should collect all the necessary information ahead of time for effective planning. The number of MSEs that are to participate in the planned fair has to be known in advance and is also necessary to know the types of products that are to be displayed in the fair.

All the above-mentioned information serves as a basis for planning and should be done in the early stages of preparing for the fair.

5.3.3
Overall Operational Planning 

For trade fair organizers careful planning is vital because trade fairs involve many details. If the exhibition is not well planned and all the details are not realised on time, it can end in embarrassing confusion and the costs will be much higher than anticipated. The operational planning of a trade fair should include the following issues: 

· one person should be made responsible for the entire operation as a coordinator or project manager;

· each task and responsibility has to be clearly identified;

· a working plan has to be drawn up in detail as per the table shown below:

Handout 7:  Working plan for trade fair participation

	Activity
	Starting 
date
	Finishing date
	Responsible

	Planning of space
	 
	 
	 

	Reserving of space
	 
	 
	 

	Preparing a preliminary budget
	 
	 
	 

	Sending questionnaires to exhibitors
	 
	 
	 

	Recruiting facilitators
	 
	 
	 

	Assigning a project coordinator
	 
	 
	 

	Payment for space
	 
	 
	 

	Deciding on printed advertising material
	 
	 
	 

	Arranging insurance
	 
	 
	 

	Preparing passes
	 
	 
	 

	etc.
	 
	 
	 


Finally, based on the type of products to be exhibited the layout of the fair and the stand can be properly planned. In addition, the organizers need to plan how to control the admission of visitors and exhibits.

5.3.4
Budgeting 

a.  Information 

A detailed budget should be drawn up immediately after the decision to organize a trade fair is made. Although it may be difficult to decide on the exact budget, it is necessary to have detailed information and quotations regarding the overall accrued costs. Cost estimates should therefore be obtained on time. It is safer to add 10 % for contingencies to the estimate. 

b.  Major Cost Items

Some of the cost factors are outlined below:

	· space rental;

· design fee;

· display racks;

· temporary staff;

· furniture rental;

· market research;

· electric and water;

· electrical fitting;

· cleaning;
	· telephone installation and charges;

· forwarding and insurance;

· dismantling;

· clearing;

· security;

· reception;

· mailing;

· printed matters;

· public relations;

· contingencies.


5.3.5
Staff Planning 

Temporary staff has to be recruited. The function of the staff can be seen as follows:

· coordination of the trade fair;

· stand designing;

· registering;

· taking care of communications;

· controlling passes;

· cleaning;

· taking care of security.

All staff members have to be thoroughly briefed before the show starts on issues like:

· the objectives of the fair;

· their duties;

· the products of the exhibitors;

· rules of the trade fair.

5.3.6
Strategic Stand Location for MSEs

Choosing an appropriate stand location is a major factor involved in trade fair planning. When choosing a stand location it is important that the following key elements be considered:

· strong negotiation with the trade fair organizers long before the trade fair starts;

· choose an area in one of the busiest sites;

· situate the stand in an area where residents can flow through freely;

· situate the stand in a location where it can easily be found by visitors;

· design the stand so that it can be seen from different focal points.

A poorly located stand can discourage visitors 
to see the displayed products.
However, the exhibitors may sometimes be limited to choosing from among given halls for reasons such as:

· the area may be divided according to the type of product;

· the location may also be assigned according to industry or category of company.

5.3.7
Stand Design and Construction

A trade fair has to be physically attractive. The furnishing and decorations of the stand have to be suitable and adequate. Paying due consideration to the budget of micro and small enterprises, the stand should perform vital functions such as:

· displaying the products appropriately;

· attracting the attention of visitors;

· providing physical conditions for briefing exhibitionists and demonstrating products;

· creating good flows of traffic;

· creating enough space between one exhibitor and the other, in order to make sure that one stand is not sandwiched between others.

5.3.8
Transportation

On the opening day of some domestic fairs, it can also be observed that in certain cases, there are empty stands with embarrassed staff around. Such incidents underline the need for careful planning and preparation, especially for transporting the products and promotional materials to the trade show in time.

· Each transported case should be correctly marked to avoid mishaps during transportation and to assign it to the right stand. If and when necessary, adequate insurance coverage should be made.

5.3.9
Briefing exhibitors

The number of micro and small enterprises that are to participate in the exhibition has to be based on the available space and the type of fair.

· Non-cooperating exhibitors need special attention because they may not be ready with the products on time or they may not follow the rules of the fair. A meeting with the exhibitors is therefore very important.

· Exhibitors should be encouraged to keep their display area tidy and clean.

Untidy areas with ashtrays, empty coffee 
and tea cups around create a poor impression.

· At times it has been noted that some frictions arise between competing exhibitors, especially if they are not well oriented. Therefore, extra effort should be made by the organizers to encourage cooperation among each other and to instruct them to observe and adhere to the rules of the game.

· Participating in a trade show is critical for promotion reasons. The micro and small enterprises need to prepare suitable exhibits and make their stands attractive. The booth should be attended at all times.

An empty booth gives the customer the impression that the company is also careless in the firm. Besides, if the booth is not properly attended, then it is waste of time and money to participate
in a trade fair anyhow.

5.3.10
Promotion 

Planning a special promotional program for the trade fair is necessary. With their expertise in publicity and market knowledge, organizers can effectively and fully play an additional promotional role during the show.

a. Printed materials. Printed materials have a vital role to play before, during and after the fair. They inform visitors and journalists of what is to be seen at each stand and stimulate interest. After the fair printed materials serve as references and reminders. The cover of the leaflet should feature both the name of the exhibiting group and that of the organizers. It should clearly specify the date of the fair as well as its location. Because printed documents are expensive they should not be wasted and their supply should be controlled, so as to let them last throughout the duration of the fair. A leaflet that captures the facts listed below is of much help:

· the description of the exhibits;

· the full address and telephone number of participants.

b. Press coverage. Press coverage is a valuable promotional tool because it can attract important visitors who may not have been included in the mailing or telephone list. If the placement of professional publicity is expensive or not feasible, the organizer of a joint participation can carry out some public relation activities himself. Finally, essential members of the press release or media community could be invited to a reception along with important business contacts. 

c. Advertisement. If the budget allows, the placement of a full-page advertisement in a special business journal can be effective. Such advertisements can be placed in one of the Ghanaian business newsletters such as “Business and Financial Times”.

d.  Posters. Placing posters and other means of advertisements within the trade fair premises can also be worthwhile to consider.

5.3.11
Closing 

When the fair comes to an end the organizers should perform the following activities in collaboration with the exhibiting MSEs:

· register items to be returned to respective company;

· remove the exhibits from the racks;

· dismantle the stand safely and without destroying the stand materials;

· have a reception on the closing day or early to facilitate contacts between exhibitors and potential customers and other stakeholders. Such occasions can attract some non-government organisations to pledge sponsorships for MSEs in other similar fairs in future;

· sending out press releases is a helpful promotional activity. Hence, in the case of press releases for the media, the MSEs should be prepared and organized to be able to state the positive results of the participation.

For MSEs to attain good press results, they should be prepared with the points that the enterprises want 
the audience to know and to be informed about.

5.3.12
Follow-up

Making contacts at a trade fair is only the start of a process that may lead to sales. Some follow-up plans will be mentioned below: The starting points for follow-ups are elements, such as:

· the basic collected information;

· the discussion that took place during the show;

· the nature of fair visitors' interest.

In order to facilitate for a follow-up, simple data and analysis sheets can be prepared. If it is not possible to prepare such formats, a note-book or a register can do the job.

Carrying out follow-up activities has a certain purpose. 
All those ideas and comments given by trade fair visitors 
are of importance. Therefore, collect all the necessary 
data and elaborate the analysis.

Immediately after the trade fair closes visitors can be called: the names of those who showed interest for the products can be listed and consequently transferred to the sales forces for follow-up activities. The best way to undertake follow-up activities would be to do these using exhibitors themselves. However, the organizer should also carry out some follow-up activities with the exhibiting MSEs.

Unless contacts that are made during the trade fair are followed up, all the efforts that went into exhibiting 
may end up being entirely fruitless.

Follow-up activities should not be postponed. Any promise given during the fair has to be kept. 

 6.
Trade Fairs and Exposition Databases

AUMA, Germany. International Trade Fair Data  www.auma.de 

· Database on international trade fairs

· Trade fair benefit check tool 
The basic idea is that exhibitors should first be clear in their own minds which objectives they wish to achieve, to what extent they wish to achieve them and how they can measure their achievement. The utility value of quantitative objectives is determined in by the costs which would be involved in the use of alternative marketing instruments. Thus, for example, the extremely expensive sales force would have to be employed more intensively if the company wished to achieve a specific number of contacts to new customers by means other than a trade fair participation. The utility values thus calculated for the individual trade fair objectives are added together to arrive at the quantitative utility value of the trade fair participation. In addition to this, the exhibitor checks what the achievement of qualitative trade fair objectives is worth to him, for example, the presence at the trade fair as a central sector event. The value of such objectives is expressed as a percentage of the total expenditure. Subsequently, within the scope of the trade fair check, the costs of the participation are calculated taking into account the desired benefits. These costs are then compared with the total utility value of the quantitative and qualitative objectives. 
· Trade Fair library

· Trade fair participation guide

 

Biz Tradeshows www.biztradeshows.com The Indian directory of international trade fairs and business events by industry, by country, by date or by organizer brings you an exhaustive coverage of exhibitions, trade shows & expositions, conferences and seminars for various industries worldwide: individual trade events worldwide, along with their event profile, organizer, exhibitor and visitor profile, venues and dates to plan your participation.

 

The Fair Calendar of the Tunisian Centre of Export Promotion
www.cepex.nat.tn Concerns all information on international textile fairs (multilingual)

 

Expolink
www.expolink.com/ 
Trade fairs and expositions by countries

 

Exhibitions/Trade Fairs in Africa
www.ieoexhibitions.com  - www.africantradefairs.com 
	List of Training Modules for Entrepreneurs

Training module 1 is an introduction for business start-ups. 

Training module 7 is destined to experienced entrepreneurs and advanced enterprises.

Module 1: Steps of Business Implementation

Training module for business start-ups. Introducing the four steps of business implementation including practical exercises (action planning, business idea generation, analyse your competencies, SWOT analysis of the business idea (Strengths-Weaknesses-Opportunities-Threats).

· Business idea generation

· Information seeking stage

· Starting up your business

· Follow up and improve your business

Module2: Marketing et Market Research

· "4P" approach in marketing: Product-Price-Place-Promotion

· Competitors analysis

· Market study exercise on the ground (sales and supply markets)

Module 3: Accounting and Cost Calculation

· Basic cash book and bank records

· Cash book and bank records with accounts

· Monthly and annual results overview table

· Electronic cash book and bank records

· Cost calculation

· Analyse price components, fixed and variable costs, 
product costs, profit and loss statement)

Module 4: Business Registration and legal Issues
· Legal status of enterprise

· Registration procedures

· Taxation

· Staff contracts

· Social security

· Business support institutions and formats

Module 5: Financing your Business
· Evaluate your needs for financing

· Identify and overcome other non-financial problems

· Sources of finance

Module 6: How to write a Business Plan

· Business planning for start-ups and small enterprises

· Business planning for medium enterprises

Module 7: International Trade Promotion

· International institutions for trade promotion

· Import and export procedures

· Trade fair and exposition guide

· Trade fair calendar


	Business Development Services (BDS)

Contact: mail@gagel.net 

BDS Portals and Learning Platforms

	Business Development 
Services (BDS) Forum

www.bds-forum.net All about small and medium enterprises (SME) development: BDS portals, BDS approach, training reports. Business information on marketing, import-export, business planning, taxation, bookkeeping, cost calculation.


	Ethiopian Business Development 
Services (BDS) Network

www.bds-ethiopia.net Ethiopian rules and regulations for SME development. Directories of banks and micro-finance, tender procedures, trade fairs guide, trade opportunities, appropriate technologies, women entrepreneurs.

	Services d'Appui aux Petites et Moyennes Entreprises (PME) 
du Sénégal

www.senegal-entreprises.net Répertoires des structures d'appui et établissements financiers, cabinets d'études. Stratégies d'appui, formation professionnelle, recherche de financements, méthodes de suivi-évaluation, appels d'offre.


	Participatory Action-Research

www.action-research.de Participatory methods of business development services and organizational development with examples of Mali, Tanzania, Tunisia, Mauritania, Niger, Burkina Faso.

	6-Pack for SME Development

www.bds-forum.net/6-pack-for-sme.htm 
Six product descriptions for SME development: 6-month BDS cycles, BDS portals, Networking, Capacity building of partner organizations, Monitoring and Evaluation for international projects and M+E for local partners.
	Start and Improve your Business

www.start-your-business.net Manual for busi-ness start-up and business improvement: Business idea generation. Information seeking (market, supply and infrastructure analysis, financial analysis). Business implementation (registering, financing). Follow-up (business management).




� AGOA is a duty free export provision/privilage given by the US government to about 38 African Countries (SSA). The provision stays up to the year 2015. Eligible SSA countries can export more than 6,000 items to the US market free of duty and quota. The AGOA export procedures and relevant trade information can be referred from the stated official website of the program.
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