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It is unfortunate, but I have seen
many companies, including a num-
ber of multinational corporations,
which do little or nothing beyond
just creating an export sale. They do
little or nothing to support those
people working on the ground in
the foreign market. Thus, they are
never able to maximize their sales
in that country. 

Yes, the nature of your product or
service, the nature of a country’s mar-
ket potential and its distribution
structure, the number and type of
competitors in a country, the dollar
value of an individual purchase, etc.,
should play some role in eventually
determining your strategic options.
However, many exporters have no
idea as to these factors in the foreign
market to which they are selling. 
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The article on Exporting in the last issue suggested that prior to
going to a trade show or on a trade mission, that one have some idea
as to the extent of the commitment and control one wanted to have
in doing business in a foreign market. The issue presented in that
article focused on asking the question, “Do you just want to make an
export sale or do you want to develop a foreign market?”  A decision
made as to these options, does suggest that very different strategies
would need to be developed. Yes, one can slowly move through the
process by initially making an export sale and then moving toward
the objective of developing a market. This would take place as one
would be learning about the nuances of doing business overseas. 

Define and Prioritize
exporters and distributors must
coordinate their efforts 
/////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////

C
O

N
T

E
N

T
S

D
IA

L
O

G
U

E

L
A

S
T

 P
A

G
E

N
E

W
S

E
C

O
N

O
M

Y

E
F

F
IC

IE
N

C
Y

A
D

 I
N

D
E

X

M
A

R
K

E
T

IN
G

L
E

A
D

E
R

S
H

IP

I
M

P
R

O
V

E
M

E
N

T

F
U

N
D

E
M

E
N

T
A

L
S

W
O

R
K

F
O

R
C

E

R
E

G
IO

N
A

L
 M

A
N

U
F

A
C

T
U

R
IN

G

P
R

O
F

IT
A

B
IL

IT
Y

C
O

M
P

E
T

IT
IV

E
 E

D
G

E

A
C

C
O

U
N

T
IN

G

E
X

P
O

R
T

IN
G

X
P

O
R

T
IN

G

O
P

E
R

A
T

IO
N

S

M
F

G
 T

O
M

O
R

R
O

W

E
M

P
L

O
Y

E
E

S



SUMMER 2013 VOLUME 1 manufacturing-today.com 13

CHARLES STEILEN COLUMN BY

Thus, the objective of this article is
for those organizations or individuals
who want to go beyond just creating
an export sale.  This requires that
exporters/suppliers have a very close
working relationship between them-
selves and those who are representing
the supplier in that foreign market.
Each of the parties should be involved
in the planning process. 

Problems, including missed sales
opportunities, often occur when the
supplier either hopes or assumes that
the distributor will take control of a
supplier’s every need or activity in a
foreign market. This can be a danger-
ous assumption.   

The initial step is for the supplier
and the distributor to work together
to develop an effective strategy for a
particular country and for the specif-
ic market segments that exist in that
country.  This becomes the first deci-
sion that needs to be made in the
selected country, that being, to
define and then prioritize those mar-
ket segments that offer potential to
the supplier. 

Never assume that your represen-
tative in a targeted country already
has this information at their finger-
tips. On the other hand, if they do
have the information, do not
assume that they will know how to
use this information in the most
effective manner. 

Being able to define and then prior-
itize your market segments will then
allow both your distributor and your-
self to focus your objectives and how
you allocate your resources in a very
directed manner. 

With the proper type of analysis
conducted, you may be able to identi-
fy multiple market segments in any
one country while also discovering
that there may be different product
applications between countries. 

In evaluating any foreign market,
first start by identifying the similar
customer needs, wants, and benefits
within a given country. Classify the

potential customers on the basis of
those key benefits they are seeking.
Then develop a profile of those indi-
viduals and/or companies that are
seeking those similar benefits. 

With this in place, it is then possi-
ble to get information about who
makes and who influences the buying
decisions, their attitudes toward
existing suppliers, their product and
service preferences and/or their
future expansion plans. 

One needs to also determine the
extent to which your competitors
are targeting your various market
segments and how they have posi-
tioned themselves in those sectors.
Are you up against organizations
that have certain competitive advan-
tages or weaknesses?  

Your knowledge about the various
market segments can then be defined
in terms of the composition, size and
growth rates of each segment as well
as the sales and profit potential of
each. Thus, the steps in segmenting
your various target markets in any
one country include:

1. Within a given country or region,
identify and define each market
segment.

2.Determine the size of each seg-
ment by numbers and/or dollar
volume.

3. Rank the segments by priority
and present justification for the
ranking. 

Once your various segments have
been ranked, then concentrate on
your priority market segments. Again,
this decision should be a result of
your planning process with your dis-
tributor or direct sales people in the
foreign market. 

Once your segments have been pri-
oritized, then concentrate on just
those priorities. Do not get led astray
by having someone suggest that you
should also look at other minor seg-
ments at this point. 

Having selected your key market seg-
ments, what type of commitment are
you willing to make?  What will you be
trying to achieve within the priority
segment over the first 2-3 years?
Create some type of objective for your
company for that period. 

Base that objective on your analy-
sis of the segments in question as
well as what resources your company
has at its disposal. How to achieve
these objectives will be the topics of
future articles. 

Plan Together
In summary, whether or not you end
up selecting a distributor, dealer,
agent or decide to employ your own
direct sales person in a foreign mar-
ket, it is critical that your organiza-
tion, along with those folks on the
ground in the foreign country, work
together in the planning process.
The first decision to be made
becomes the defining and prioritiz-
ing of your key market segments
within each country. All other deci-
sions and activities you will make
will be directly linked into those key
market segments. 

Question:  If you are thinking about
entering a foreign market for the first
time or expanding your sales efforts
to an additional foreign market, who
do you think would be your priority
market segment in that country?  Try
to define that segment in as much
detail as possible.  

Should you decide to actually enter
that market, it would be interesting to
see if your assumed profile of that
market segment would actually be
represented in that country as you
have defined it. mt
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Dr. Charles Steilen has spent 45 years as an international marketing
professor, consultant and trainer. Thirty of those years were spent as a
member of the marketing faculty at The Chinese University of Hong Kong.
During those years in Asia, he was able to serve as consultant to the Hong
Kong government’s Trade Development organization, as well as to intro-
duce the concept of international marketing to numerous individuals and
organizations within Asia. Dr. Steilen is now helping U.S-based companies
understand the nuances of international marketing. cfsteilen@gmail.com


