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What's Your Story

How did the company get into business
Biggest challenges at the beginning
Strengths that made the company successful
What Is industry excellence

Examples
IBM: service: support and quality
Home Depot: product selection and service
Japanese Manufacturing: quality
Ford: low cost manufacture



WHAT are you going to export

Need to be very specific in what you are
going to export

How Is the product/service used and why,
what is the fundamental need that is satisfied

Price, how Is the price justified

Consumer product or Business to Business
Where and who has bought the product service
Why did they buy

References / success stories



International Trade Is Not Easy

Trading is more complex than a regular business
Cultural differences
Laws and regulations
Product requirements

Profitability takes time to develop
Up front cost
Long lead time to generate revenue

Competition Is intense from giant companies
Within country

Outside country
Domestic

But trade volume is growing



WHO Is going to buy your product

Target market; Evolutionary Product
Upgrade or replace a similar product; Microsoft XP
Replace a competitive product; Japanese cars
Enhance older products; new speakers on stereo system
Target Market; Revolutionary Products
New market / use; personal computer, IPOD
Expansion of existing market; DVD recorders, Blackberry
Target Market; audience
Geography
Age
Income
Etc.
This analysis is KEY, it drives all follow on activity
Where is your product targeted



WHY are customers going to buy your product

Need to do competitive analysis, strengths / weakne  ss
How will you compete
Who is the direct competitor

Are you an alternative competitor, “me too” substitu te, competing for
the same $$

What value will you be adding
Why are the competitors successful / where are they weak
Features
Price
Quality
Availability
Visibility, awareness “top of mind”
Support
Customer satisfaction
Loyalty, trust, confidence
Where do you fit within the competitors product lin e
Is the competitor profitable?



WHY are customers going to buy your
product?

How old Is competitors product, new or aging, what
will be the follow on product

What has been the success of other companies
competing against the competition

Reasons for failures

KEY ; determine who is the competitor, direct and
Indirect, where you plan to target your sales



MARKET SEGMENTATION

TARGET OUR EFFORTS FOR THE HIGHEST RETURN

SEGMENTATION IS SLICING THE OPPORTUNITY BY
VERTICAL INDUSTRY / CUSTOMER SET
HORIZONTAL CROSS INDUSTRIES / CUSTOMERS
COMPANY SIZE / INCOME

EACH SEGMENT WILL BE PROFILED BY THE NUMBER OF
COMPANIES, SIZE OF THE COMPANIES IN REVENUE, PEOPLE
AND COMPETITIVE PRESENCE

OBJECTIVE IS TO DETERMINE WHERE THE BEST
OPPORTUNITY LIES

EACH SEGMENT IDENTIFIED WILL BE ANALYZED TO DETERMI NE
WHAT PRODUCTS ARE INSTRUMENTAL TO THE SUCCESS

FEATURES AND FUNCTIONS TO SATISFY THE TARGETED
CUSTOMERS

SUPPORT REQUIRED
AFFORDABILITY / JUSTIFICATION OF THE OFFERING

HOW DO WE TARGET OUR MARKETING / SALES FOR THE BEST
ROI




MARKET SEGMENTATION
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MARKET SEGMENTATION
TARGET OUR EFFORTS FOR THE HIGHEST RETURN

COMPETITIVE ANALYSIS OF THE TARGETED SEGMENTS
HOW ESTABLISHED ARE THE COMPETITORS
SATISFACTION OF CUSTOMERS WITH TOP COMPETITORS
PROFITABILITY OF COMPETITORS
CAN WE COMPETE

FEATURES / FUNCTIONS
SUPPORT
PRICE / PROFITABILITY



MARKET SEGMENTATION
TARGET OUR EFFORTS FOR THE HIGHEST RETURN

WHERE DO WE FIT

LOW COST?

HIGH FUNCTION?

SUPPORT AND COVERAGE?
HOW DO WE COMPETE

HEAD TO HEAD

UNDER THE RADAR

AUGMENT EXISTING OFFERINGS

CRITICAL, HONEST EVALUATION OF HOW WE STACK UP
FROM THE CUSTOMERS VIEW

DO IT NOW OR DO IT LATER BUT IT WILL BE DONE
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ROUTES TO MARKET
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Growth through Allilances & Partnering

“All partnerships and joint ventures have one common
factor — a desire by each party to achieve a more
advantageous business result by combining resources”

The Primary Goals are to:

Establish an innovative and effective partnerships,

Combine our respective strengths,

Quickly create a highly compelling value proposition
that dominates the Market,

Exploit market opportunities and

Grow respective revenues and profits faster than
iIndividually could be achieved.



Growth Strategy

Successful Growth through:

Partnerships and Alliances
Passion for quality service and products

Providing Industry-leading products and
services

Strong sales and marketing organizations
Stimulating Client growth and success




Partnering Model




Types of Synergies

We can create three types of synergies by
combining and customizing resources differently:

Our choice depends on the market, business needs
and capabillities.

1. Modular Synergies ... Manage resources
Independently and pool only when it results In
greater profits.

2. Sequential Synergies ... When one company
completes the task and passes on the results to
the partner to do his part.

3. Reciprocal Synergies ... Working closely
together and executing task through an
Interactive knowledge-sharing process.




=
Types of Relationships -
“What Is best for you? "

Partner / Relationship
Effort

Partner/Relationship
Effort

Pre-existing material J Striplin



Initial Partner Discussions

Getting to know you Key Areas for discussion:

Expertise in the

Financial Industry

Clear and Present Opportunities

Management &
Legal Structure
Willingness anc
Business Mode

Org. Structure
and Ownership
Ability to Partner

Reach and Mar
Competition

Ket

Technical Capabillities

Technical Skills
Resources

Market Strategy Compatibility
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Partner Selection Transition
ROADMAP

VANDA VANDA

STRENGTH WEAKNESS
Business |$ 25mil | Strong Brand Singapore Ownership
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Partner O r l I I l I I e S which owns the million sq feetof |- Wants to offer wider | banking, CRM. mutually beneficial &
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Share for S facility diligence process,



Formalizing a Partnership
... 12 Key Elements

Obijective / Mission
Critical Success Factors
Initial Timeline

Assign Key Personnel
Due Diligence Framework
ldentify Potential Barriers
Product Workshop

Value Proposition
Business Model

Roles and Responsibilities
Commercials

Legal

© ©o N Ok~ 0DdPeE
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Effective Business Partnering

7 Critical Success Factors

a ~ e

Viable market opportunity

Shift mindset to effective partnering
Build trust and credibility

Skills to create and implement

Shared vision and objectives — full
organization

Balanced set of metrics & responsibilities
Sustainable win-win-win... partners-client



The lIdeal Partnher
Capabilities

The Ideal Partner will have the ability to:

Penetrate the market

Take responsiblility for (example) market
Intelligence, sales, maintenance and
client support

Provide resources to clients for (example)
Installation and customisation

Secure and maintain the right to sell your
products or services In specified
geographies

(Continued)



|deal Partner
Market Attributes

The Ideal Partner has previously:

Successfully conducted business with the
identified markets and key companies.

References (clients, suppliers, other
companies they represent).

Regional or country-wide experience

Represented other similar products or
services.



ldeal Partnher
Business Attributes

Financial Stabllity

Strong sales channel in identified sector
Strong track record

Experience in specific sector

Strong core capabilities

Product or Service specific technical
skills

Not representing a competitor or
competitive product or service



ldeal Partner
Experience

Experience in selling and supporting identified
products and services industry

Average size and type of projects
Length of time

Experience in delivery, implementation and
support

Relevant experience In delivering and
maintaining products, services and
relationships

Required Certifications



|deal Partner
Resource and Technical Bandwidth

Size of workforce

Ability to scale up ( technical skills and
manpower) if required

Can the partner support entire sales
cycle

Implementation
Localization
Support



ldeal Partner
Post Sales Support

Project Management Skills

Evidence of documented project
management processes

Customer Relationship Management
Current customer base

Client support plans and methodology
Continued relationships or a “one-off”



ldeal Partner
Understanding of the Sales Cycle
- Staying Power It takes Time -

|dentification of prospects

Presentations and product
demonstrations

Contract negotiations
Estimated sale cycle (6 — 12 months)

Estimated project duration (6 — 12
months)

Cash Flow revenues from sales,
maintenance, upgrades and services



Formalizing a Partnership
12 Key Elements

o g oA W N

Agreement on the Objective /
Mission

ldentify Critical Success Factors
Initial Timeline

Assign Key Personnel

Design Due Diligence Framework

ldentify Potential Barriers
(Continued)



Formalizing a Partnership
12 Key Elements

8.
9.

10.
11.
12.

Provide Bi-Directional Formal
Training

Develop a Joint Value Proposition
Confirm the Business Model
ldentify Roles and Responsibilities
“Rules-of-Business” Commercials
Legal



Potential Barriers

If the potential partner proves to have any of the
following, this may prevent you from working
successfully...

Competing Core Products
Negative Due Diligence
Competing Vendor Relationships

Inability to obtain volume/scale within the
market place

Product or Service Gaps
Termination / Exit Strategy



What you need to do make the
Partnership Successful

Grant access to proprietary information
(software application)

Provide product training

Provide sales training

Provide product marketing information
Jointly develop marketing plan

Jointly create a “ Win-Win” strategy for
business growth




Defining how to move forward

Agreement on compatibility between you and the
partner

Quickly identify potential barriers and resolve
Verify initial product sets meet market needs
Initiate Due Diligence

Continually strive for the “Win-Win”

Establish a review process. for the respective parties
to continue moving forward.



Resources for ldentification,
Verification and Selection

Depart of Commerce

US Department of Trade
Chambers of Commerce
World Trade Centers
Associations

Partners

Clients

Individual Consultants



HOW DO WE GET THE PRODUCT TO THE CUSTOMER;
ROUTES TO MARKET / CHANNELS OF DISTRIBUTION

HOW DO THE TARGETED SEGMENTS ACQUIRE ALL
PRODUCTS AND SERVICES

DIRECT FROM VENDOR
INDEPENDENT DISTRIBUTORS
SALES AGENTS / MANUFACTURERS REPS
AFFILIATED ORGANIZATIONS
TRADE GROUP ENDORSEMENTS

WHAT IS DECISION MAKING PROCESS
COMPETITIVE BIDS

RELATIONSHIPS

USE OF CONSULTANTS TO EVALUATE AND
RECOMMEND

CEO OR BUYER DECIDES



HOW DO WE GET THE PRODUCT TO THE CUSTOMER;
ROUTES TO MARKET / CHANNELS OF DISTRIBUTION

DETERMINE BEST CHANNEL FOR ROUTE TO MARKET

ARE ANY CHANNELS BLOCKED WITH AN EXISTING
OFFERING (TRADE GROUP, ENDORSEMENTS)

CAN WE PARTNER WITH AN EXISTING CHANNEL
(SALES AGENTS)

CAN WE AUGMENT ANY EXISTING CHANNEL,
QUICKEST AND EASIEST CHANNELS TO ESTABLISH

MOST AFFORDABLE CHANNEL TO GET US IN FRONT OF

AS MANY DECISION MAKERS AS POSSIBLE AND FITS THE
CUSTOMER BUYING PREFERENCE



BUYING PROCESS
HOW TO DETERMINE CHANNELS OF DISTRIBUTION

DATA AND ANALYSIS FROM 3 RP PARTY SURVEY GROUPS

TRADE GROUPS HAVE NUMBERS OF MEMBERS IN
ASSOCIATION AND SIZE

INTERNET SEARCH ON COMPETITORS

DEVELOP CUSTOMER SURVEYS FOR COMPANY EMPLOYEES
TO DO

SUPPORT REQUIRED; COMMUNICATIONS, COVERAGE

TIME TO ESTABLISH

COST TO SUPPORT; DEMO'S, SALES LITERATURE, RETURNS
TRAINING

CONTRACTS

DO IT NOW INSTEAD OF LATER, RUSH TO MARKET CAN BE
COSTLY IN MONEY AND REPUTATION




SELECT CHANNEL
WHO MANAGES THE CUSTOMER RELATIONSHIP

FUNDAMENTAL OBJECTIVE: WHO DOES THE END USER
HAVE A RELATIONSHIP WITH THE CHANNEL OR YOU

EXPOSURE TO HAVING THE CHANNEL MANAGE THE
CUSTOMER INTERFACE

SQUEEZE YOUR MARGINS

DRIVE UP SUPPORT COST

CHANGE VENDORS

LIMIT YOUR UPGRADE / FOLLOW-ON GROWTH
BUT MAY BE THE FASTEST, LOW COST ROUTE TO MARKET
ACCESS TO CUSTOMER IS KEY TO DETERMINE

SATISFACTION

NEW ENHANCEMENTS AND UPGRADES

REQUIRED SUPPORT AND SERVICES

A STRATEGY IS NEEDED TO ENSURE THAT YOU ARE PART
OF CUSTOMER RELATIONSHIP




SELECT CHANNEL
TERMS AND CONDITIONS

AFFORDABILITY
WHAT DOES THE CHANNEL EXPECT FROM YOU

MARGIN
SUPPORT BOTH MARKETING AND TECHNICAL

EXCLUSIVE COVERAGE

TRAINING
SALES COVERAGE TO THEM

ETC.

COST IS NOT JUST MARGIN’S BUT ALL EXPECTED SUPPORT
NEED TO BE REALISTIC IN WHAT A CHANNEL WILL DO TO M ARKET
AND SUPPORT THEY WILL PROMISE THE WORLD AND DELIVER
THE MINIMUM

SELECTING A CHANNEL IS AVERY KEY STEP. THE DECISIO N WILL
IMPACT FUTURE GROWTH BOTH POSITIVE AND NEGATIVE




CHANNEL SELECTION
KEY TO FUTURE GROWTH

Workshop Exercise

|dentify all channels of distribution for top 3 market
segments

List the pros and cons for each channel
Plan to approach each channel

Create a plan to establish a presence with the channels
How are you going to approach the channel
Trade shows
Telemarketing
Direct mail
Internet

Package willing to offer the channel




MARKETING SUPPORT PLAN
SEGMENT AND CHANNEL

We have
Positioned our product
|dentified our market segment
Selected our routes to market

Created our terms and conditions with our

channels
Need a market support plan that implements our
plan, a distribution channel expects you to present a
market support plan



MARKETING SUPPORT PLAN
SEGMENT AND CHANNEL

EDUCATION: SALES, TECHNICAL AND
RELATIONSHIP

YOUR EMPLOYEES
CHANNEL EMPLOYEES
CUSTOMER
SUPPORT
15T LEVEL OF SUPPORT (HOTLINE)
2ND | EVEL SUPPORT
SUPPORT SATISFACTION MEASUREMENTS



MARKETING SUPPORT PLAN
SEGMENT AND CHANNEL

RELATIONSHIP MANAGEMENT

CHANNEL COVERAGE
FACE TO FACE
TELEPHONE
EMAIL

CUSTOMER COVERAGE
FACE TO FACE
FEEDBACK MEETINGS
NEWSLETTERS
EMAILS



MARKETING SUPPORT PLAN
SEGMENT AND CHANNEL

MARKETING
WHAT IS YOUR MARKETING RESPONSIBILITY

REGIONALLY, GEOGRAPHICALLY,
NDUSTRY

TRADE SHOW
JOINT WITH CHANNEL
TRADE GROUPS
LEAD GENERATION PROGRAMS




MARKETING SUPPORT PLAN

SEGMENT AND CHANNEL

Measurement systems

Your executives

Channel business partners
Quality measurements
Need to measure success
Invoice terms
Inventory
Sales and growth targets
Bonus plans



Need to Build an Export Team

Customs House Broker
~reight Forwarder
nternational Banker
nternational Lawyer
Create a letter of agreement
Formal Representation Agreement
Non-Circumvent clause
Extension clause




Need to Build an Export Team

Basic Industry Terminology

Incoterms, international commercial terms
WWW.|US.Ulo.no/Im/icc.incoterms.1990/doc

International Payment Terms (  http://foreign-
trade.com/reference/payment.cfim )

HS Code; the Key to duty and market data,
nttp://dataweb.usitc.gov/scripts/tariff2006.asp

nttp://www.export.gov/exportbasics/ticredirect.asp




Freight Forwarders / Customs House
Brokers

Electronic filing of bond and paperwork
Ocean goods cleared five days before arrival
Air goods cleared 24 hours before arrival
Products imported under brokers bond

They know the system



Financial Plan

What will the marketing investment cost?
How long will it take?
Can you get your investment back?

What will be the ongoing marketing cost to remain
competitive?



EXPORT TRADE
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WHERE AND HOW TO SELL
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RSM is a Customer Focused Process:
Align the Customer’s Buying Steps and Advance
the Sale




RSM Step 1: Understand the Prospects
Business Environment

Goal: Evaluating the Business Environment

Research the Prospect’s industry, competitor and
business direction

Establish Initial Contact via Telemarketing, Trade
Shows, Road Show

Understand Prospect's Business and Objectives
Create Relationship and Sales Strategies

Successful Outcome: Prospect and you agree to
continue the relationship



Establishing Initial Contact

Telemarketing Is a targeted approach that requires
action on the recipient

Direct mail works well in business to consumer
Mail is effective when it is personal

Email is ineffective due to volume of emails, delete
button very easy to hit

Internet search is effective but
Costly
Dependent on prospect initiating the search

Face to face cold calling is effective but very costly, best
used at trade shows and association meetings



Establishing Initial Contact: Telemarketing

Aim is to generate qualified leads, not to create any
business

Set up an introductory meeting

Schedule a follow on call

Obtain information on how to be a business partner

Call Objective
prospect to understand the benefits of doing business with your
firm
assess willingness to move forward



Establishing Initial Contact: Telemarketing

Script is essential to a successful telemarketing effort

Elements of a script
Get attentions, only have 10 seconds
Convey why your are calling and what you are selling
Include and stress references
|ldentify how both parties can cooperate in future
Anticipate all major objections
Conclude with a call to action

Script is just a structured conversation that insures all
points are covered



Establishing Initial Contact: Telemarketing

Research each prospect before the call

Research should include
Current press releases
History of growth and mergers
Organization with names of executives
Locations
Revenue growth

Use research in script
Develop a prospect sheet



Establishing Initial Contact: Telemarketing

Techniques
In the US use first names
Use references to get attention
Price/margin quotes need to be attractive to continue conversation
Follow on meeting location needs to be addressed

Obijections
Restate the objection as a question that can be answered
Generate a list of all possible objections with appropriate responses

Close the telephone call with a call to action I.e. “schedule next
meeting”



Establishing Initial Contact: Trade Shows

Benefits of attending a trade show
Treated as a member of the industry
Acquire industry knowledge in a short time

Develop your sales pitch on live prospects, fine out what
works

Unlimited “face to face” meetings with prospects

Preparatory efforts
Determine companies you wish to approach
Call targeted companies to set up meeting
Develop you schedule of who to visits and when
Create a unigque brochure for the trade show

Record all activity with follow up actions



RSM Step 2: Develop Proposal Linked to
Prospect's Business Objectives

Goal: Developing Business Strategy and
Proposal

Research Prospect’s Company and Market
Determine Competition

Assess Prospect’'s Compelling Reason to
Establish a relationship with your company

Documents Success Stories and References
Create an Initial Relationship Plan and Proposal

Successful Outcome: Customer Demonstrated
Interest in working with you.




Sponsor/Decision Maker/Power Sponsor

Roles for Each Opportunity

Power Sponsor:

Sponsor: Action Person
Enough Influence to Get What

Provides Information They Want

Will Sell Internally on Your Can and Will Take You
Behalf Anywhere In the Organization
Will Provide Access to Power Can Negotiate the Steps

Leading to a Buying Decision
Resides in the Political

Decision Maker: Signs the Structure/Inner Circle

Order
Formal Authority

May or May Not Be the
Power Sponsor



Nl
RSM Benefits the Prospect and You

Prospect See You:.
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RSM Step 3: Establishing Buying Vision
with Prospect

Goal: Recognizing Needs
Clarifying Business Needs and Initial Requirements
Transition from the Prospect’s Initiatives to Conceptual Solution
Confirm the Prospect’s Sponsorship and Ability to Decide
Negotiate Access to Power Sponsor if Appropriate.

Successful Outcome: Prospects Stated Business Need,

Buying Vision, and Agreement to Support Your Access to
Power Sponsor. You know you have reached this outc ome
When the following has been achieved:

o N N Ke))
Ro
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1
RSM is a Prospect Focused Process:
Aligning with the Prospect’s Buying Steps

and Advancing the Sale
12( /1 "
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RSM Step 4: Articulate & Propose
Your Capabllities & Qualify Opportunity

Goal: Evaluating Options
Review/Influence the Prospect’'s Buying/Evaluation
Criteria

Develop Solution and Value Statement with Prospect
and Discuss Alternatives and Enhancements

Document and Agree to the Evaluation and Purchase
Process with Power Sponsor. Include Conditions of
Satisfaction

Successful Outcome: Prospect’s Power
Sponsor and You Agree to Go Forward with

Preliminary Solution




RSM Step 5: Finalize Solutions with Prospect

Goal: Selecting the Solution Option
Refine Solution & Create a Value Proposition with the Prospect
Build a Solution Proposal and recommend Implementation Plan

Validate Competltlve Strategy and Adjust Tactics as Appropriate (there will
be competition) “he who sets the buying criteria gets the business”

Get Agreement to the Relationship and Moving Forward
Get Prospect to Agree or Modify Contracts & Negotiations Process

Successful Outcome: Customer Power Sponsor’s
Conditional Approval of Proposed Solution




RSM Step 6: Close the Sale

Goal: Resolving Concerns & Deciding

Make Necessary Refinements to Solutions
Ask the Tough Questions

Resolve Any Open Concerns for Final Customer Approval
Negotiate Final Terms & Conditions
Prepare Contracts and Obtain Customer Signatures

Do It Now, Eliminate Surprises latter

Successful Outcome: Prospect becomes a

Customer with a signed Win/Win Contract




Negotiation Preparation

ldentify Issues that Require Contract &
Negotiations Modifications

Plan Long-Term

dentify Areas of Common Ground and Value
Develop a Range of Acceptable Options Based
on Relevant Standards

BE FLEXIBLE — Understand the interests behind
the issues to be negotiated




RSM Step 7: Monitor Implementing The Solution

And Ensure Expectations Are Met

Goal: Implementing the Solution and Evaluating
Success

Work with Customer to Track Benefits

Manage Implementation Activities to Meet/Exceed Customer
Expectations

Checkpoint with Customer to Ensure Conditions of Satisfaction are
Met or Exceeded

Regularly Review Progress with Key Sponsors

Look for Ways to Extend Customer Value and Create New
Opportunities

Successful Outcome: Customer Acknowledges the
Value of YOUR Solution and the relationship with
your company .




Create New Opportunities

Leverage What You Know About the Customer’s
Business and Environment

Grow Relationships with Key Players in the Customer
Organization

Use Common Method, Language and Sales Aids to
Bring new Solutions to the Customer

Initiate Conversations Based on Customer Knowledge
Gained Throughout the Sell Cycle

Build Customer Reference Stories for Other
Opportunities

The Real Gold Mine




1
RSM is a Prospect Focused Process:
Aligning with the Prospect’'s Buying Steps
and Advancing the Sale
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