“Conducting Business
Effectively Across
Borders”

2015 Global Summit of Women
May 15, 2015
Sao Paulo, Brazil




expanding an enterprise to other
markets

“The success of internationalization is based on adequate
preparation”

TRAINING &
EDUCATION

INVESTMENT OF
TIME, ECONOMIC
AND HUMAN
RESOURCES

FOREIGN TRADE
INTERNATIONAL ADVISORY

SUCCESS

TECHNICAL
CONFERENCES &
WORKSHOPS

INSTITUTIONAL
SUPPORT




Important notions before leaving
abroad
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EXPORT INITIATING
searching trade support institutions in your
country / region

Diagnostic Previous Previous
programs stages results

' Diagnosis of your current
Identify and assess _ situation, aimed at Diagnosis Export
export potential internationalization (or not) Potential

Analysis and selection of
appropriate countries for
. our products and services
Define product and youre

market strategies

Selection of Priority

Specific distribution AL YElr G Pl

channels for access to
selected markets

Identify foreign markets Internationalization Plan Entering the Target
and strategy access for the start of your Market/s
international activity




Diagnostic programs: Identify and Assess Export Potential. Define product
and market strategies. ldentify foreign markets and strategy access
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Diagnosis Export Potential

INTERNATIONAL PROMOTION TOOLS

Trade grouped commercial
missions (sectoral or
plurisectoral)

&

International fairs at third
markets to test the potencial
of company s
product/service, analyze
competitors, study new
trends and get new contacts
in a short time




Selection of Priority Markets for export
Market research (I)

e Demarcate
sector/s

e Tariff heading

o Market size

e Local
production
(competition)

e Imports

o Consumption
e Sales

o Consumer
profile




Selection of Priority Markets for export
Market research (ll)

e Imports & Origin
e Exports & Origin

e Trade with own
country

e Distribution
channels

» Estrategy to
entering the
Market

« Market prices

e Marketing
promotion

e Legal and Label
regulations

e Tariff and non-
tariff barriers

e Other taxes




Selection of Priority Markets for export
Keeps an eye!

Companies
operating
(national and
Multinationals)

Macro-economic Your country
stability, perception (comercial
currency and political
stability, enviroment), use of

investment grade your country “mark”

Internal
political
and
economic
situation

Population (size, real
purchasing power, growth
rate, population bonus,
emerging middle class)




Entering the Target Market/s

FTAs

Free Trade Agreements
(elimination or substantial
reduction of tariffs)

Ratified?
ith Who?

Member of a
COMMON MARKET?
(customs union +
free trade zone)

(European Union,
Mercosur, Southern
African Customs
Union)

Member of a
FREE TRADE
ZONE? (no tariff
and trade
barriers to the
movement of
goods between
NEULES
countries)

Member of
International
Organizations?




Preparing to sell to the Target Market Client

Certificate of Origin




Logistics at the Target Market Client

*INCOTERMS (sales mode)
eTransport mode: by Air,
Sea and Land
Transportation

«Special shipments
(perishable goods e.g)

«Timing delivery schedule
«Affects final client price

Internation
Transport

al

eProcedures

*Good releasing times

Prices (forwarders,
handling, transport at
port...)

«Storage (delay costs)

eInformal practices
“gratification”

Customs

« Packaging

« Labelling

« Internal inventory
control

Delivery to

client
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Internal
Logistics

« Transport mode (road,
train, riverboat)

« Affect to delivery
schedule

» Affect to domestic price

« Security (robbery,
“extra” insurance)




“Subjective” Factors: attention!

Invisible factors:

protectionism,
intangible
barriers,
slowness of
institutions,
bureaucracy,

w




“Objetive” Factors: attention!

Lack of customer risks
and/or analysis of costs
and reducing profit
margins at sales



Path to success: Support for internationalization, the
company is never alone!
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« Industry/Services
Federations (FIESP,
FECOMERCIO...)

« Consultancy companies
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Trade Support Institutions




Thank you! Obrigada!

Mercedes Blazquez Garcia-Ibarrola

Internacional advisory on Foreign Trade for the Chamber of Commerce and Industry of
Madrid and on Promoting International Trade Fairs for the Madrid Trade Fairs Institution
(Regional Government of Madrid, Spain).

UN's International Trade Center (ITC) Brazilian Market Expert International Consultant at
the Women and Trade Programme

Praca General Gentil Falcao, 108 Conj. 82
04571-150 Brooklin Novo, Sao Paulo - Brasil
Tel. +55 11 5505-3659
Skype ID: mercedesblazquez
expotrade®terra.com.br
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