EXPORT MARKETING STRATEGIES: A GLOBAL COMMUNICATION EMPHASIS.
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INTRODUCTION

Duc to the increase of the needs of

customers around the world with fewer
resources in some locations, the point of
equilibrium could not be met using the local
Production. To this very reason and others,
people started outsourcing the deficit from
abroad. Having importation of the goods an
services to cover the gap, the suppliers on the
other end were then considered to be exporters:
This started by the exchange of goods in anc.icnt
history (barter trade) up to when the medium
of exchange was put in place. The impact of
technology in export business has accclcr.atcd
tremendously the size of the export transactions.
The improved level of technology has also
reduced dramatically the ‘Jead time’ in export
business. In any business it is very iml? ort.ant
to have a clear understanding of the objectives
of the business. This should be the €35 a.lso. *©
the export business. It is only after idcnnfy.l "8
thi’bjcaivcs becomes appropriate think
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about strategies. However before thinking
about choosing the alternative strategies, let us
pose a question: What is a strategy and strategy

proccSS?

Strategy
There are several definitions of the word

‘strategy.’ These include:

1. A strategy is a unified, comprehensive, and
intcgrated plan that relates the strategic
advantages of the firm to the challenges of
the environment. It is designed to ensure
that the basic objectives of the enterprise
are achicved through proper execution by
the organisation (by William F Glueck)

2. Astrategy is the main way of achieving the
objectives and mission.

3. Five P’s for strategy definition (by Henry
Mintzberg) “ accordingly, five definitions of
strategy are presented here as: Plan, Ploy,
Pattern, Position, and Perspective - and some
of their inter-relationships are uscful.”

(Strategy Process, H. Minezberg, p.13)
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Strategy Process

This is one of the three dimensions of a strategy.
Other dimensions being strategy content and
strategy context. According to W 8 Ron Meyer
a strategy process “is the manner in which
strategies come about, stated in terms of a
number of questions, A strategy process is
concerned with the how? who? and when? of
strategy - how is, and when should strategy be
made, analysed and dreamt-up, formulated,
implemented, changed and controlled. Who is
involved and when do the necessary activities
take place?” (Ron Meyer, p5)

Let us draw attention to the three basic
questions concerning the strategy process to
make it easy to link with the aspect of exporting:

i) Howisand should strategy be made, dreamt-

up, formulated, implemented changed and
controlled?

if) Who is involved in the task?
iii) When do the necessary activities take place?

To cover the scope of exporting more broadly,
let us expand the number of questions and
connect the questions to the offe

I an exporter
is having in mind.

Ten Key Questions Before Exporting

Which product are you dealing with?
What value are you offering to your
customers?

Is it the right time to go for international
markets?

Is the local marker exhausted?

What are your export objectives?

Which strategy will be the most appropriate
one?

Who are your competitors?

¢ Do you have any competitive advantage?
¢ How are you

going to fund your export
operations?

Are you tcchnologiCally sophisticaced?
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Itis critical to understand that we are no longc.r
competing by products but by ‘value nctwofk .
Customers are no longer interested in spending
their money just for the sake of buying produ.cts
but getting the value for their money. By offering
aunique value, customers are even prepared t0
pay premium f rices.

Globalisation

This is a concept, which considers the whole
world as 0 1¢ huge homogeneous market. Export

usiness is part of globalization since 1t 1
operating to make sure that goods and services
are offered beyond the geographical and/C?l'
political boundaries. Globalization is a stratcg"i
move focused on maintaining the glob?‘
operation strategically. The fact that it is srral:fcg'cf
is what differentiates it from the concept ©
‘internationalization’. Globalisation is based on
three basic assumptions:

a) The needs of customers are becoming more
homogenous that all customers will have
common needs. .

b) Customers are ready to forego their
preferences provided they are offered a low
price with good quality. .

c) The cost saving from the mass production

. s inst
will make the firm more competitive agal
its rivals.

. ) . e
From the business point of view there are som
benefits which are considered to emanate from

the product policy which embraces global
dimension, These include

i) Cost Reduction

) ) s
Due to economies of scale achieved from mas
Production and standardisation of different

X t
Programmes, the unit cost of the produc
decreases.

ii) Improved Quality

Due to international standards, every firm
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s .
hzllld produce to the expected standards in
order to survive in the business environment.

iii) Enhanced Customer Preference

Especially for mobile customers, they can find
the same standard of product in every part of
the w?rld for a global product. For example, 2
machine bearing with specification SKF 4308
(Japan Make), has the same technical
Pel'fofmancc all over the world. Its dimensions
of diameter, width, etc. are the same

throughout.

iv) Increased Competitive Leverage

;Ia;:lg the product design ata global dimension,
s not need several adjustments and
Tlod'ﬁf:ations. Its R & D costs are lower, hence,
the saving is shifted to improve the competitive
position of the firm. Cross-subsidisation is

’?hmhcf facet leading to leverage.
€ d""_cfs towards a global dimension can be
summarised using the Yip's model, as follow:

COST EFFICIENCIES
‘2 o
m Qo
s 2
> 3
o —
1G] T g
MARKET

Figure 1: Globalisation Drivers

With its benefits, this approach has also its
drawbacks. These include:

l) High management and coordinat
i) Reduced innovation of local cou™*

centralisation is used;

jon costs;
ry ifover-

iii) Added staff;

iv) Market participation is the major concept
than profit-making; and

v) Ignored customer differences.

On the other hand, from the customers’ point
of view, arise factors encouraging mass
customisation. These include:

i) Differing use conditions: The conditions over
which a product is going.to be used are not,
and cannot easily be the same all over. Aspects
of climate, infrastructure, etc. are adversely
different from one place to another

i) Other market factors are also different: For
instance, per capita income, language,
propensity to consUME, fashion desire, beliefs

and taboos, etc

jii) Influence of government: Other products in
some countrics are strictly prohibited. An
example for chis can be pharmaceutical
products. Other examples are: pornographic
picturcs/tapes in Tanzania (Africa), are strictly
prohibitcd while in other countries this is
ountries do not allow children

allowed. Some ¢
to appear on television advertisements while

others do allow.

isation: Some places are more

i) Extent of urban
thers. In this regard for

developed than ©
launch a sophisticated

instance, if you are ©
automatic luxury carata global level, ignoring
rough roads in certain parts of the world, it will

be unfair for che customers in the least
urbanised areas-

vi) Organisation structure: The firm may havea
serucrure that cannot accept the product to be

at the global dimension from day one. The
structure may necessitate the attention to some

specific customer needs.
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However, the mass-customisation approach

bears also some demerits like:

i) Not ideal for industrial products;

i) Too costly due to lack of economies of scale;

iii) Time consuming, hence can be behind
schedule especially for products of shorter
life cycles, ego Fashionable products; and

iv) Requires highly qualified personnel with a

broad knowledge of different markets in the
rest of the world,

Having given the above analysis, it is now clear
that each of the ap

Proaches the product policy
employs, have their merics and demerits. The
critical question is how international firms can
overcome this dilemma, Exporters have to
understand these merits and demerits of the
global business clearly before engaging in the
export business. The dilemma of pure
globalisation or adaptation (mass-customisation)
isstill a challenge to many exporting firms,

The following are some possible alternatives
of overcoming the dilemma.

i) Interactive approach: In this approach the
product planning is to be done by drawing the
strengths of both global and tailored

imensions. When an international product
policy incorporates this approach it creates
synthesis, hence, better results, The outcome
of this will bear the synergy of the two
approaches. In this regard the subsidiaries of
the international firm are responsible for
identifying the unique characteristics of their
markets and communicate them to the product’s
planning unit.

Example: When the packaging of Coca cola
drinks was developed it was noted that the plastic
bottles appealed better in Western countries than
in Africa. In Africa glass bortles which are
recycled are in yse, Though the
(liquid) is standardised th
somehow Customised,

; i h the
ii) Decentralised approach: In this approacf i
. . .. o
group of countries with similar needs -
ar
certain product( s), are served as one n:i .
(region). The product can be dcvclo.pc s
standardised in respect to a certain region.
enhances the strategy of segmentatlf)n. .
An executive of a certain rl:lat] -
. . wha
international company expressed \ s;iid'
probably a representative view when he sa!
; ; om
Marketing is conspicuous by its abser:lce tﬁthc
the function which can be p.lanr!c l: o
corporate headquarter level. It is this ph 3:';5 o
overseas business activity that the vmatfl'olocal
social patterns and the subtlety Oﬂ' -
conditions have the most pronounf:cd ; cr el
basic business strategy and tactics. Fo nd
reason, the responsibility for markctmgmas
planning must be carried out by those ove

! g A |
executives who are most familiar with the
environment.

ii) Unified organisation structure: 1:2
international firm should have an organisati n
structure, whose members have Comm?cs
Mission, Objectives, Strategics and Tactlh e
(MOST). If the headquarters of ol
international firm decides to opt fora pure gl ° its
dimension, tilored or mixed approad:\ n "cs
international product policy, the S“bs'dla:t
should comply and implement. Shore of ¢ l:s:
internal weaknesses emanating from the ro
conflict will occur, r
Example: Canon world class consume

electronics Company, decided to ma““facul;l;
asix-character calculator to cater for the glo
market. This decision was made at d;‘c
adquarters in Japan in 1964. However, the
subsidiary in the US found that customers in
the US a¢ that very particular time ncededf
ten-digit calculator and the six-digit onc was 10
the decline stage in the US market. Th;
engineers of Canon at the US subsidiary decide
to develop a 10 digit scientific calculator
1

Millard, H. Pryor. “Planning in a world-wide
li’ignégless'. Harvard Business Review, January- February



Elisante ole Gabriel: Export Marketing Strategies: A Global Communication Emphasis 53

without notice to the headquarters. They
!aunchcd it within two years as Canola-130 and
it was the best selling scientific calculator, in
the US market, at that time. (D & W Meyer,
Cases and Readings).

.This shows the possibility of the conflicts
of interests between the headquarters and the
subsidiaries. The firm must make sure that
such conflicts do not exist. This can be done
Properly by understanding the physiology,
Psychology and anatomy of the firm in totality
as a system.

1) Customising global marketing*: The global
d'me'“siml has its demerits but does not mean
that it is not applicable. In terms of cost saving,
it does perform a good job. The key issue for
executives is to understand that flexibility is
needed to a certain extent, as there is no way
everything can be global. Managers have to
ilor their approach to fit their own products
and markets and make their plans work.

In most cases, for a firm to succeed in
Overcoming the dilemma, it must have astrong
marketing team countrywide. For example,
think of the research done by Quelch and Hoff
In Coca cola and Nestle. They identified four

Imensions of global marketing: business

nction, products, marketing mix elements, and
countries. Both of these companies are
'Nternational, Coca Cola has a higher degree
°f standardisacion than Nestle but to conclude
that Coca Cola is a global company might be
‘90 myopic, It just has many areas ©
*fandardisation but no totally standardised. This
<an be depicted in attached figures 17-2 and
égii (W. J. Keegan, Global Marketing p- 600-

It clearly shows that however much a
OMpany tries to globalise, it should customis€
Some of it activities hence “customising glo

Mg H »
% L ——

Quelch John A and Hoff Edward J» “Customising
Global Marketing”, Harvard Business Review, May-

June 1986, pp59-68

The product has to fit the circumstances and
not the circumstances to fit the product.
Exporters should “think global but act local.”

v) Sophisticated supply chain (Logistics): Exporting
firms can improve their supply chain in terms
of physical movement, information and
organisation so as to make the whole world as
close to their supply as possible. Once this is a
possibility, customers will get what they want,
when they want it, at a competitive price. This
approach will help to reduce costand other non-
adding values to the planning and production
process of the product. The channels of
distribution should be as short as possible and
managed effectively and efficiently.

The information system should be as perfect as
possible. For example’ Benaton of Italy, is a
famous Trans-national jumpers manufacturer
and supplier. The product can be delivered in
24 hours, to any point of the world, according
to customers’ specifications. The system is highly
computerised and well managed.

Having the analysis made on suggested
Jlrernatives to overcome the dilemma, let us
give the simplified model for Integration-
Responsiveness grid whic}} puts global
dimension and tailored dimension in a two co-
ordinates plane. The vertical axis lell- represenc
the degree of integration (cost efficiencies) while
the Horizontal one the degree of market

responsiveness.

HIGH 4
z o C D
=4
<
&
= o
Z
LOW B

LOW RESPONSIVENESS  HIGH

Fig.2 Yip’s Model I-R Grid (by 1. Yip)
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A firm has to find its favourable artrainable
point(s). Most international firms are operating
around point “A” as a combination of the two
dimensions. Firms in point “c” are more global
while those in point “B” are more tailored in
their product development. Firms in point “D”
are referred to as Transnational and that is the
most efficient point but difficult to attain. At
that point (D), the degree of globalisation and
customisation are both high. Firms are
considered to be globally driven when they are
more sensitive to cost efficiencies (integration),
and become more customer driven when they

are more sensitive to different market needs
(responsiveness).

SOCIAL COMMUNICATION

The social differences of the customers across
borders need a special attention. Commu-
nication .objectives should be known from the
beginning. The appreciative system with an
interpretative approach will help to reduce the
level of misunderstandings as opposed to the
‘conduit metaphor’ approach. Customer service
need to be managed carefully in international
marketing. In order to do this the commu-
nication between the exporter and the importer
should be mutual and capable of fostering a good
relationship. For this to be possible the
communication objectives for a good customer

service need to be considered in export
marketing activities.

Communication Objectives in Customer
Service

Objectives are the desired end results of the
business, which can be quantified. They have
to be compatible with the mission of the
business. It is not appropriate to start setting
mmqimtion objectives before understanding
the mission. In customer service management,
among other things,

long the communication
objectives should address the following:

The Afsican Journal of Finance and Management Vol. 11 No. 1

1. What main point do you want the customer
to take away from the communication?

2. What action do you expect the customer to
take after receiving the message? (eg. Try
the service, send more information, use the
service more often, etc).

3. Sales may not be the only goal. There is a
need to enhance image and reputation;

4. To create awareness of the service to potential
and prospective customers;

5. To create an interactive and dialogical set
up of business transactions; and

6. To assure feedback for adequate running of
business and instituting corrective measures
to meet customers’ assessment for better
customer service.

These objectives are achieved through
communications strategies. In practice the
strategies are incorporated in the commu-
nications plan.

Planning is a disciplined thinking process:
which integrates the program. The program
defines the position of the service as well as the
benefits that the customer will enjoy. 1n
customer service improvement we can set the

strategy process to have the following three
components:

i) Start and end with the customer. This is ©
be done by having incentives and points of
contact. Having good points of contact will
enable the tracing of the delivery of the
service. By doing so, the customer will get
the right service at the right time and the
competitive price (not lower);

i) Establisha relationship. The complaints are
to be collected, analysed and adjustment

_ made to close the gap if any; and

iii) Differentiate by establishing rapport,

empathy and dialogue. This is the way of
creating a relationship.

The key issue is the need of communications
management. This is to enable clear interaction
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°Ofb2.1cn.vitics and the flow of the benefits.
- r::;t::':: :;tc.always reached by having a clear
componcmslon ilan. The Rlan includes
objectives, stratscuf: and evaluatio anal.)’s_is'
dynamie oo gies, anc! evaluation. This is a
interdependzn cc;s which operates with
companen: of.cc of each f:on‘?ponent.. Ur?der the

NS :ommumcat.lons ObjC.CthCS, we

r the following questions:

.
tHoi’v‘:rZasnowc co-.or.dinatc the entire company
Hom ne mls.s10n?
How 21':1 we achu.:vc c?mpetitive advantage?
How con we achieve image congruence?
Ho we rcacfh our customer? and
can we achieve our financial goals?

¢ & ¢ o

T
thl:es:ﬁit;egr r);oeu know the customer, the sha.rpcr
help o gec :;agc, The above given questions
Strategies he ¢ adcquat.c COmmlfnlcatlon
COmmunicationccbFo ?chn.evc fhc intended
is is the N objectives .lna-tlmt:ly manner.
Marketing co::a)’ of achieving mtcgratcd
imporran to b munication (IMCE). It is very
Y the cuses e sure that the rec.clve:d message
and intcnde:jn er about the service is th? sent
spoken of v; 0“;’-“A message is 2 written,
rnCaning It .lSLLa text with an intended
mechani.sm s hy h_a"lng an active fe.cdback
Underseang d’] that It bcf:om.cs possible to
Quality, whi ; chvalllng situations. The service
Should pe dcl' "s Promlscc! to the customen,
I any anti: ivered accordingly. .In case there
©Ommuyn: ipated problem, this shomfld be
nicated to the customer before ume:

EXPO
R
TMARKETING STRATEGIES

A:::gll:]atcd carlier, exporting is to'sell you;

°F politic clts beyond local geographical andI

.trategies al boundaries. There are scv;ra

M two ¢ to do that. However, they are mainly
ategories:

)P
| Dl?ct vs Indirect
'ng Alone vs Co-operation

Depending on the nature of the business, it is
the duty of the exporter to make a choice
between going alone vs the co-operation
strategies. Similarly a choice is important
between be direct or indirect strategy depending
on the nature of transaction. The export
strategies matrix can help to depict the
relationship of these facets

Going Alonc Strategies

This is a set of strategies whereby an
organisation or individual decides to do the
export on his own. The exporter will try to do
all the activities alone. The strategies under this
category include foreign direct investment. This
is a direct export strategy. Other direct export
strategies include: direct sales, agent, distributor,
marketing subsidiary, etc. The indirect export
strategies include; export houses, international
trading companies, piggy back marketing, etc.
Tepstra (1987), suggests that ‘no firm can go it
alone in today’s world market: co-operation is

the way forward’.

Co-operation (Integxated) Strategies

These are the export strategies which involve
more than one exporter in conducting the
business. This approach emphasises that a
company alone cannot do better in export
business as when it joins hands with other

companies Of facilitators.

StrategicAlIiance
This is a situation whereby two or more rivals
come togethcr and join their efforts to weaken
the bargaining power of t.h.e customers as well
25 improving the profitability. The 'key f?atu.re
of this strategy is that, each player will maintain
ics competitive advantage. The major
disadvantage of chis strategy IS the fact that when
the partners fall in a conﬂlct., it becomes a
m to man e business. Another

age th .
problem is lack of synergy of their core

problc
serious
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- .competencies since each is maintaining its

competitive advantage. For these very reasons,
90% of strategic alliances are destined to fail.
The question is just when they are going to
fail. You can think of big alliances like; British
Petroleum and American Oil Company
(BPAMOCO), HONDA and ROVER as well

as others. They normally starc shining but end
up in collapse.

Joint Venture

This is a situation over which a foreign
company has enough equity to have a voice in
management of the business but not absolutely.
The equity normally ranges from 10% to 90%

Ut in practice it is between 25% to 75%. In
this case one firm is foreign and another one
must be native to the country which is targeted
to be a foreign market. Many governments,
including the Government of Tanzania, is in
favour of this entry strategy. For example,
Fujitsu, Japan’s largest computer manufacturer,
found it almost impossible to break into the
competitive market by itself. Therefore, it
formed a joine marketing venture with TRW to

get the marketing know-how and distribution.
Fujitsu could not do this alone.

Advamages

¢ Greater control over markcring and

production functions

Due w0 good marketing information, it
provides better market feedback

Reduced danger of expropriation

Dimdvantages

¢ There may occur conflict of

the partners;
¢ Drofits are Proportionately shared; and
¢ Quality control by the foreign firm might
be difficult. This is the case especially when
the firm wanes o standardise irs
specifications to meet global demands.

interest among

Contract Manufacturing

In chis situation, foreign manufacturing is d?ne
by proxy. Another producer in the forclg?
marker, under contract, manufactures the fir. ﬂ}:‘
product. Norraally the contract covers ¢ r:
manufacturing process only. The cn*t"lch
marketing we.rk is to be done by the firm, whi
intends to export.

Advyantages

¢+ Protection over political uncertainties;

¢ The firm will avoid the cost of erecting 3
plan abroad;
Low manufacturing risks; and .

¢ The firm will advertise its products as if ¢ Cr}c'
are locally made (provided customers 2
not geocentric)

Disadvantages

¢ The manufacturing profits go to dTC
manufacturer and not the exporting ﬁl'f";-lt
¢+ It might be difficult to spor a rclt:v?l
manufacturer in the foreign market; an e
¢+ Quality control might be a problem, s:;in
the exporting firm may not be involve
the manufacturing process

Licensing

The exporting firm establishes local produc"o?
in a foreign market without heavy investmen ;
The firm (Licensor) may give the licensee pateﬂo
rights, trade mark rights, copy rights, ewc $
thar the products are manufactured aCCO’dmi
to the licensor’s specifications. The licensee hha
to produce, marker and sell the products. T ;
licensee then pays the licensor an agfe‘lf
proportionate of the sales volume. For examp ‘;
Toyota Company, of Japan, may license Sout
Africa Motors, to manufacture Toyota Saloon
cars for the African market.

Advantage:

¢ It becomes easy to access the market using
the local manufacturer in the foreign market;
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¢ Low investment costs. There will be no
variable costs on the side of the licensor
and this makes the return on investment
(ROI) very high for greater sales volume;
¢ Low risk; and

¢ Low administrative costs.

In the .Unitcd States of America, some firms
are receiving over $10 billion just from licensing
agreements (Tepstra, 7th ed. p 535).

Difaa’vantages

*
*

Creating your own competitor;

The government raxes royalties hence a

reduced level of profit;

* In some cases a licensee may disagree with
Fhe licensor and this may bring some hazards
in the business. It is more complicated if
the two are based on different legal laws and
regulations;

¢ _It might be difficult for the firm to maintain

1ts confidentiality to the level it wants. The

!lcenscc may give some confidential

information to other licensees who are not

even the licensees of the exporting fiem.

Franc/,,};"g

’I;hls is a situation whereby an exportef
Tfanchiser) provides the ingredients ©
Production to the manufacturer in the foreigh
:llarkct. Additionally, the franchiser P'°Vid6;
tandarq packaging, marketing system: an
Management services. On the other han d the
imnchisee provides; market knOchdg.c of the
tended foreign market, part of cap ieal, an
‘Personal involvement in management.

Or example, Coca cola P"ovides syf‘;P
\:oncentrate) to some franchisees arouﬂ‘:lr;m:
is orld for production of Coca cola bl:ﬂﬂds'

Why even in Tanzania, all companics who ar¢

s:llppl}'ing these drinks are referred 35 ‘Il:ott:l]::
no B are
Fah t manufacturers, e.g. Kwan Theyare

i bottlers, Highlands bottlers €t

not at all manufactures and they absolutely don't
know the chemical formula for Coca cola. This
formula is the competitive advantage of the
company and it is patented.

Comparative Analysis

Having the in-depth analysis about ‘go alone’
export strategics and ‘co-operation’ stratcgies,
we can now summarise the advantages and
disadvantages of cach category in table form as

shown below.

GOALONE

ADAVANTAGES DISADVANTAGES
All profits are High capital
‘;’;cwdmm investment

No conflict in High risk, eg

interests .| expropnation

"Better market Lack of local market
feedback | knowled‘ﬁel;‘m

Teaming ground (except an

for the sgalw force figent or Distributor
Better control is used)

co0 PERATION
ADAVANT AGES DISADVANTAGES
olgs\t:asmereis Possibility qf
sharing in some conflicts of interests
s

i terms of confidentiality may
Wsafem ‘ationo not be protected, eg.
Patent of formulae

| [ Commissions, tax,
Gets Government | pgerests on royalties
approval and erode the profit
support quickeT | margin

ool Plble | ckoffall |
relations commitment
ot eperence |_———
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WHY STRATEGIES FAIL (IN TANZANIA)

It is obvious that not all strategjes employed
do succeed. Let us take the context of
Tanzania for some of the reasons which can

contribute to failure. Inter-alia, they include the
following;

¢ Poor strategic strategy choice;

¢ Lack of knowledge about the available
alternative strategies;

Poor management of the export business;

Ethno-centrism of the foreign markets;

Country of origin effect (being a third world

country is a problem in the first world);
Lack of assessment of stra
fit; and

The use of the traditional model of

communication (conduit metaphor), which
has a lot of room for creatin
standings

¢
¢
¢

tegy-environment

g misunder-

The list above is not exhaustive but generally
We can say in the Tanzanian context, exporters
have to improve their knowledge about the said
alternative strategies. It is only by understanding
them berter that they can make better choices.

CONCLUSION AND RECOMMENDATIONS
. u "he key success factor for making best out

the export business is to understand the
type of business in question. There is no way
an exporter can survive in export business if he
is not coping with the dynamism of export
business. There is no static business
environment and this is much so in the global
business environment. We have seen the forces
driving organisations to go for global business.
It is crucial for each global player to answer the
question why globalising?

Recommendations

¢ Each exporter has to kno

the business before choos
strategy;

w the objectives of
ing the appropriate

1
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¢ Makinga choice is very important. Flip flop

strategy may not do any better in busin.eSs
foralongti ne. This will lead a firm to being
‘stuck in r.ie middle’;

. ‘o ore
¢ Making . choice is only one thing; burm

i ; trol
important is the constant review and con
of the hoice made;

re 1$
¢ Each exporter should ensure that the

always Stfatcgfcnvironmem fit. This 1s ;‘:
make sure that the strategy used reflects t y
real prevailing business environment an
that there is no miss-match;

H B : ocial
4 Managmg communication from the s

in
point of view will help a great deal 1
conveying the intended meaning;

. ven;
¢ Any business ought to be customer dr

and finally, . do
¢ Keep on exporting if it is beneficial to
so. Make sure you do a thorough a?r
continuous cost benefit analysis (CBA) °
strategic and successful decisions.
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