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INTRODUCTION

A Short Course in International Business Plans is a practical guide to the research,
development and writing of an international business plan. Emphasis is placed upon
the purposes, issues, content and format of the plan itself.

Two assumptions are made. The first is that you have already made the decision
to “go global,” whether as a start-up enterprise or as an expansion of an existing
domestic business. The second is that you have already chosen, at least preliminarily,
the international market or markets of best opportunity. If you have not yet de-
cided upon your target market(s), we recommend that you consider reading A4 Short
Conrse in International Marketing.

BUSINESS PLANS VS. INTERNATIONAL BUSINESS PLANS

Domestic and international business plans share a similar structure and cover
many of the same issues, such as descriptions of the company, its key players and
plans for expansion. International business plans, however, are unique in the way
these issues are addressed. In every instance, the development of a business plan for
cross-border materials sourcing, manufacturing, marketing and/or sales requires unique
research, expertise and emphasis.

That said, do not abandon any prior efforts at writing a domestic business plan.
In many cases, your domestic plan can serve as a starting point. This book will alert
you to the key differences and let you know where the emphasis needs to be placed.
We'll expand your horizons and your business plan in the process.

CULTURE SHOCK

The authors have operated for many years in the international arena and have
tried to understand with humility and interest the unique cultures of the world. We
recognize that not every culture works the same way. We also acknowledge that we
wete brought up in the United States and that our perspective is that of North
Americans. We have made every attempt, however, to make this book relevant to
businesspeople from any country wanting to do business in any country. We believe
that the fundamental issues of planning are the same regardless of where you are
from and where you are going,

SAMPLE BUSINESS PLANS
This book contains a number of sample business plans that cover a spectrum
of industries and business situations. While they are detailed to the particular business,
they will present an excellent picture of the type of detail expected in a modern
international business plan. As such, they are not forms with lots of “fill-in-the-
blanks.” Rather, the blanks are already filled in so the reader is provided with a2 more
complete idea of what a plan actually looks like once it is finished.

WRITE YOUR PLAN
Although it may be tempting to avoid the labor and time needed to develop and
write a plan, we know from our own experience that it is better to plan than to enter
a new market without making the effort. Lack of planning typically leads to failure.
Follow the guidelines and write your plan; we want you to succeed!
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CHAPTER 1

Why Write an

International Business Plan?

THIS

BOOK

TACTICS WITHOUT STRATEGY IS THE NOISE BEFORE
DEFEAT. — SunN Tzu

IS ABOUT PREPARING AN INTERNATIONAL BUSINESS PLAN
formal written plan for a company that seeks to gain benefit from foreign mar-
kets for new customers, raw materials, manufacturing partners, capital or labor.
Countless opportunities await, but there are many pitfalls too. The time you
spend in creating a solid business plan will help you anticipate the tough spots,
modify your approach and climb to the peak of success in the international
marketplace. A wise business leader is one who formulates a strategy that ac-
counts for the considerations of going global.

a

FAQs of an International Business Plan

QUESTION: Why write a business plan at all?

ANSWER: A business should never be started or operated without a clear plan of
what the owners intend to do and how they intend to accomplish their goals.
Not having a business plan is equivalent to driving through a new area without
a map.

QUESTION: If T already have a domestic business plan, why make an interna-
tional one?

ANSWER: The need for a business plan is even more acute when a company is
looking for opportunities in international markets. Many of the basic building
blocks for an international business plan are similar to those for a domestic
one, but in the global environment, a company will encounter new and different
issues with additional risks.

QUESTION: What will an international business plan accomplish for me?

ANSWER: For any business, a plan will settle or fix your vision into a working
commercial model both for internal management purposes and for use in per-
suading external resources — e.g,, investors, bankers or potential business part-
ners — of the realized and potential value of the business. If properly
formulated, it will define your company’s goals, identify meritorious features
and potential pitfalls and establish operational policies, structure and procedures.
For an international business, a plan will also cover features of cross-border
and cross-cultural trading that your company will need to address in order to
benefit from the advantages of, and survive in, the global arena.
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Global Facets of a Company

Is your company “global enough” to warrant an international business plan?
Global companies come in many sizes. Perhaps you think that a global company
has to be a giant multinational corporation with franchises in every major met-
ropolitan area around the world. Consider whether any of the following situa-
tions might fit your company:

A processed food business in Hong Kong specializing in favorite local dishes
decides to export its products to California to tap into the Asian population
there and the general popularity of Chinese culinary delicacies.

A manufacturer of popular dolls in Spain contracts with local distributors in
other Spanish-speaking countries for promotion and sale of the dolls in those
countries. The manufacturer is able to capitalize on the favorable demographics
and opportunities for using its own promotional assets (e.g., TV commercials)
in new markets of Spanish-speaking consumers.

@ A producer of an animated television series in Japan localizes the content for
distribution in English-language markets. Or vice versal

A Nigerian watchmaker uses parts imported from Switzerland.

Each of these companies is linked to the global economy and can benefit from
an international business plan. The development of an international business
plan — whether simple or complex — can be important to the realization of
international success for a giant conglomerate as well as for a small company.

Achieving International Advantages

Having made the decision to “go global,” your company must next consider
how it is going to proceed to achieve the many advantages offered in the inter-
national trade arena. A company might seek to reduce its costs and risks, ex-
pand into new markets, procure reliable and less expensive sources of supplies
and materials, improve production and technical abilities or enlarge its available
labor pool.

Building an international company is similar to building a house. You begin
with a vision. Your vision is translated into a plan. Your plan serves as the basic
guideline for turning the vision into a real home with a strong foundation, se-
cure walls and a protective, leak-proof roof. Likewise, an international business
plan is the blueprint of a global company. It is an essential tool by which a
company can identify desirable opportunities of cross-border operations and
set short-term and long-term company goals for achieving perceived interna-
tional trade advantages.

REDUCE OPERATIONAL COSTS
Primary reasons for entering a foreign market are to take advantage of per-
ceived market opportunities and to reduce the costs of operation and production.
Without a plan, however, opportunities can turn out to be more costly than the
anticipated benefits.
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What is so attractive about moving into another country? Perhaps you think
that you will be able to reduce labor costs by tapping into the large pool of low-
wage workers available there. Maybe the foreign country allows foreign invest-
ment in land and building facilities. If so, these resources might be available at
less expense than in your own country, which would reduce your company’s
capital costs. Some countries offer incentives to attract business investment,
such as exemptions from local taxes and tariffs or reduced licensing and docu-
mentary fees.

But what about the extra costs of doing business in another place — a
faraway place? Will you move your whole operation or run two facilities? How
do you coordinate and divide responsibilities? What about the expense of
training, travel, moving, import and export, business registration, operational
licenses and protection of the expanded use of trademarks, patents and other
intellectual property? Do you have a plan to find and implement the advantages
in such a way as to overcome the additional burdens?

REDUCE RISK BY DIVERSIFYING MARKETS

A company’s international business plan may seek to establish global op-
erations that are aimed at diversifying the company’s market opportunities in
order to reduce the risk of dwindling demand. By entering a new foreign
market, a company can increase sales, extend its customer base and gain pro-
tection against variations in buying cycles that might occur in the company’s
home market. For example, a company that sells clothes used in warm weather,
such as swimsuits, can follow the summer around the world to create a steady,
year-long demand.

Plan in advance to avoid potential disaster when demand falls below sus-
tainable levels — whether because of market saturation, outmoded products or
otherwise. Foreign markets can provide good opportunities for selling older,
more mature products that have become obsolete in technologically advanced
markets. A network of global facilities can allow a company to divert products
and supplies quickly to regions where demand is booming,

REDUCE RISK BY DIVERSIFYING SUPPLIERS

Companies that use raw materials will benefit from an international busi-
ness plan that addresses the risk associated with relying on a single supply source.
Materials that are scarce or even non-existent in a company’s home country may
be abundant and inexpensive in a foreign market. Assume that a company sells
quarried stone. It can obtain varieties from quarries in various parts of the world
to ensure a reliable supply regardless of disruptions at any single source be-
cause of uncontrollable events ranging from inclement weather to labor dis-
putes to political or civil upheaval.

If you plan in advance, your business need not be limited when materials
become unavailable or prohibitively expensive in one market, Instead, you will
know how and where to pursue reliable sources in other countries. Risk reduc-
tion strategies might include shipping materials from a foreign country for manu-
facture elsewhere or finding a manufacturing facility within the foreign country
where the materials are easily available. To assure access to products that are
unavailable in Japan unless imported, Japanese automobile manufacturers have



