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The summary describes strategies of entering newket®a Entering new foreign markets may be
achieved in a variety of ways. Each of these wdgseg its unique demands on the company in terms of
organizational and financial resources. Most of tfiraes, entering international markets is not a teabf
choice but of necessity to remain competitive iw oe established markets. Our summary is goingrialyze
the possibilities that a company has when enteairigreign market, decision that is very importantdavhich
involves market assessment and analysis.

Introduction. New startups and companies typically have to darséntering new markets when their
core markets start declining, or they have outgrtveir core market and need new markets to contimgeow.

In both cases, there are significant risks andlehgés to overcome. Our research has shown thag the
are certain best practices for mitigating the riggerent in entering any new market, so as toeaehdesired
business results some effective ways are possible.

The main part. Part of a company’s marketing plan may be to tap mew markets. A new market may
involve selling a product or service in a new rega@ country, or it may involve targeting a new reegt of
customers. The implementation of business develapsigategies in accessing new markets involveseatg
deal of research and planning on the part of tlséness owner, company executives and employees.

Accessing new markets allows a company to broadereach and increases its potential to sell ptsdamd
services to more customers. This increase in saleslso boost the bottom line of the businessrder to help to
ensure a successful transition, company executised to develop the strategies to use in ordeertetpate the new
market. Business development strategies can inchatlketing promotions, advertising, public relati@md any other
activities the company uses to promote its produrcéervices and reach its new intended customer.

When developing business marketing strategies,iihperative to consider the new segment the coynisan
trying to reach. Most companies conduct their owarkesting research or employ a market research aoynjma
conduct such research. Market research is madeogbarts: target market research and competitiseareh. Target
market research involves finding out everythingt isaknown about the new market. Information onepbéal
customers includes who the customer is, how thik thnd feel, what their needs and desires are,hamdthe
company's product or service can satisfy their si@ed wants. When researching the competitiorgahgany needs
to find out what type of customers the competitisrattracting. The research aim also includes congpahe
company’s product or service to the products origes being offered by the competition in ordedédermine how
the products or services differ. By finding infotioa about the new target market and the compstidineady
operating in this market, the company trying teeetite market can create marketing strategiesakatadvantage of
opportunities in the new market and promote itiseli way that appeals to the new target while whffdating the
company's product or service from those of the @titigm.

When a company does its research and customizesrétgies to develop a new market, it helps to
ensure that the new market penetration is sucde3sfe better a company knows the market it isdang, the
better position it has to create marketing stra®ghat reach the new target customers. Planniegdabf time
helps the company approach the new market in acfiveamanner through the creation of adaptive dikiag
and marketing based on different responses the aoynmay receive from new customers.

If a company tries to develop business in a newketarithout first conducting research and creating
strategic plan, it almost ensures failure. Most ganies enter a new market because an opportunitybdan
identified. It means there is a need in the mattkat is not currently being fulfilled. If a compaiyes to push a
product or service in a new market where theré gneed or want for the product or service, tldessare going to
suffer. If a company tries to sell a product oviserto a new market without understanding the sieed wants of the
customers in that market, then the marketing sfiegemay not hit the important points of the mark®&hen the
marketing doesn't appeal to the target market, themarketing efforts fail and sales also suffer.

The development of strategies to enter a new mar&at take a significant amount of time. Some
companies have been planning to enter a new mérkgears. Focus groups, surveys, panels, testpgrand
other types of market research can take monthaptement. After the research is done, the compsn/tas to
take the time to evaluate and interpret the dafterAhis, companies often have to make modificatito the
product or service, the marketing plan or the stias it intends to use to better fit the markétes to enter.

There are a number of ways to enter a foreign markbey consist of [1-2]:

Exporting. Exporting is the easiest, most cost effective amdtrcommonly used method of entering a
new international market. Some businesses do ctotedy plan to become exporters, they may simpérts
accepting orders from overseas customers. Howenany businesses are planned by exporters who teish
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expand their international presence. Exporting imagy advantages where it requires less investrapdt
allows the business to ‘try out’ exporting on a #nsgale as a handy way of developing and testhey t
international plans and strategies without greammitment. Exporting also allows to concentrate the
production in a single location, allowing for beteeonomies of scale and quality control measures.

Franchising / Licensing. Franchising is a form of licensing. As a franchisorlicensor, the business
effectively gives the licensee of franchisee pesiois to:

— Produce a patented product or patented produptmcess.

— Use the manufacturing know-how.

— Receive technical and marketing advice and know:-h

— Rights to use a trademark, brand etc.

Franchising and licensing have many advantagesthsabe simple and quick to implement and offer the
advantage of minimal business costs as well assadoesome markets which may otherwise have besedl
due to government policies etc. The most obvioasvback of franchising and licensing is that revenare
likely to be significantly lower than other markentry methods, as well as a possible lack of corver
production and marketing.

Joint Ventures. A joint venture is an arrangement between two orenfoften competing) companies to
join forces for the purposes of investment with hedwmving a share in both the financial running and
management of the business.

Joint ventures are usually an alternative to bagda wholly owned manufacturing operation and offer
benefits such as:

— Capital outlay is shared.

— Reduced risk i.e. less government interventi@mialliance is formed with an indigenous business.

— Closer control over production, marketing anceothusiness operations.

— Better local market intelligence provided by gelious joint venture partner.

The major disadvantage of joint ventures is thatflads of interest may occur between the different
parties i.e. on issues such as profit shares, atbanmested, management of the business and magketi
strategy. As with any type of partnership, thenesays to minimise the risk of conflict by caresdlection of
partners and the formulation of jointly beneficahtracts.

Wholly Owned. Setting up a wholly owned operation in a new irdional market offers less of the
‘quick’ advantages of other market entry moded as/blves setting up a presence from scratch.

It takes some time and effort to build a new magkesence, especially in mature markets and wihere t
business may have little knowledge of the localkatar However, it does offer more in the way of ttohand
management of the business.

When selecting the right market entry mode for ybusiness, there are many factors that need to be
taken into consideration including [3]:

What are you marketing objectives?Examine the volumes you wish to sell, timescalets @verage of
key market segments. For example, if volumes apeded to be low initially, then setting up younro
manufacturing facility would not be appropriate.

What resources do you have available in the busing®Does your business possess sufficient resources
to support the level of planned international besgactivity?

Suitability of a market entry strategy. Businesses may have to use different market enétphods for
different countries i.e. some countries will onlipe a restricted level of imports but may welcothe business
in building manufacturing facilities to provide jptand limit the outflow of foreign exchange. Additally,
some market entry methods are questionable ondliqgabbasis i.e. a possible lack of suitable distiors or
agents to sell and service the product.

Conclusion. Selection of market entry mode is of strategic inguace and therefore it is vital to make an
informed assessment before embarking upon anynatienal business dealings.

Entering new foreign markets may be achieved iarégety of ways. Each of these ways places its wiqu
demands on the company in terms of organizatiomffimancial resources.

Foreign market entry strategies are numerous aptyimvarying degree of risk and of commitment from
the international firm. In general, the implemeimtatof an international development strategy isracess
achieved in several steps.
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