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To explore the different motivations for companies
to turn their attention to the overseas markets

To understand the different meanings and roles of
proactive motivations and reactive one

To define the meaning of market research and under-
stand its purposes

To learn about stages of determining m
search objectives and the factors influe
cision







Chapter 19 Motivations to Go Abroad

Making an Offer

Mr. David Louis, who inquired Mr. Huang Sijie, an export salesman of ABC Co. Ltd. ,

about the prices of the company’s silk blouses three days ago, is now here to gef the offer.

Louis ;

Huang Sijie;

Louis:

Good to see you again! After the price inquiry last time, I reported what we had
discussed here to our boss in detail. Now I have come to hear about your offer
for your silk blouses.

Good to see you! Oh, yes. We have the offer ready for you now. Here it is.
2 500 silk blouses at 36 dollars per piece, CIF Tianjin, for shipment during
October, 2008. Other terms and conditions remain the same as usual. The offer
is valid for three days.

Why, your price has gone up sharply! It is 20% higher than last year. That’s
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Huang Sijie:

Louis:

Huang Sijie:

Louis:

Huang Sijie:

incredible!
’m not surprised to hear you say it. But as you know, the whole world is suffer-
ing inflation in 2008 and the costs of raw materials have been soaring. In ad-
dition, there has been a strong demand for this kind of blouses and such a de-
mand will certainly lead to increased price. Our price is more competitive than
any quotation you can get elsewhere.

I don’t think so. I must point out that
some of the quotations we have received
from other companies are lower than
yours.

My offer is based on reasonable profit, |

not on wild speculations. Your must
take our wonderful design and good qual- “
ity into consideration. Everyone in this Tl
trade knows our products are of superior quality. To be frank with you, if we
were not friends, we would hardly be willing to make you a firm offer at this
price.

You’re right. Your products are of high quality and we’re old friends. But it will
be very hard for us to push sales at this price. Perhaps we will have to try, I
suppose.

Good. D'm sure it is a wise decision.

Section Two. Text

Motivations to Go Abroad

G EFAEH 9L ARG B B TG R DM E? FfFAF
B4\ R 2 F TR — L FJ TS FE? BB PLEEF R ME— LAl
LI ERRTT 5?7 K Hwf L A TR EE

Is every company ambitious enough to go abroad? Why do some
have while others seem to show no interest in that? What on earth are
the motivations which push firms along the international path? This text
will offer you a brief answer to those questions.

Normally, management will consider international activities only when stimulated to do
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