ILesson One
Marketing Abroad

Exporting firms range in size from the very small exporter to
the large multinational company and the methods of marketing will
naturally vary according to their size and also according to the type
of goods and the nature of the market.

For the manufacturer going in for exporting for the first time,
there is a lot to be said for trying to sell some of his goods in a small
way without making any changes in his methods of production or
types of product and hence not being involved in any additional capi-
tal investment. He can test the market in this simple way , but there
are considerable dangers in this because the results of his efforts may
not be a true reflection of what might be achieved by careful plan-
ning and research. He may be unlucky and choose a difficult mar-
ket , for instance , one in which , if he did but know it , his goods would
sell much more readily if they were slightly modified to meet local
needs or preferences. Some time and expense at the outset are likely
to save disastrous mistakes and frustrations and also yield substan-
tial dividends. Fortunately, there are a number of sources of statis-
tics, information and guidance available to the exporter to aid him in
his desk research and much of this is available for only a modest
amount of expenditure.

With the aid of this desk research the manufacturer should be
able to make his first plunge into overseas trading without making a
bad choice of market and other serious blunders. He should then be

better able to make some very important decisions as to how to or-



ganize the export marketing.

Direct Selling

There are obvious advantages to the exporter of selling direct to
the overseas buyer without using an intermediary such as an agent
or export house. Direct selling means having direct communication
between a representative of the exporting company (whether he is
the export manager. a travelling salesman or an officer of a branch
or subsidary abroad) and the buyer. This communication enables the
exporter to establish a relationship with the buyer, to make him ful-
ly aware of the range of goods available and to assess fully the
buyer’s requirements both in the short- and in the long-term period.
Bur the exporter must bear the expense of his direct approach to
selling. If he is exporting in only a small way this may simply
amount to his own expenses in travelling abroad to visit his cus-
tomers or of sending a colleague to do this. As the business expands,
however, an é;(port sales office may be necessary and/or a branch
office will need to be opened overseas.

A sales office abroad , although an expense, may bring consider-
able benefits to the exporter. It provides a continuous presence in the
buyer’s country, enabling him to have easy access to the exporter’s
staff to place orders or seek help or advice. It enables these members
of staff to develop sales and acquire market information, and to su-
pervise the distribution of their firm’ goods and display and ware-
house them. Skilled engineers may be at hand to deal with technical
problems such as assembly of the product. By employing some local

staff the exporter is able to overcome the language problem which



he or his representatives travelling overseas might find a barrier to
successful sales negotiations. These foreign nationals will also be
more aware of local tastes and market needs. However, setting up
abroad does often involve contending with local laws in acquiring
premises or a subsidiary company and in employing personnel. There

mav be also difficulties in getting profits home.

Indirect Selling

As has been seen, there are considerable advantages in selling
direct to the foreign buyer but also some disadvantages. Similarly
there are pros and cons for indirect selling, and the exporter must
consider them all and decide which method best suits his particular
needs.

Generally speaking indirect selling is more popular with a new
exporter because it involves less investment and is less risky, while
direct selling becomes more worth while as export sales increase and
the exporter’s knowledge of both the techniques of exporting and
the problems of particular markets develops. Indirect selling involves
the employment of an agent or distributor overseas. All of these of-
fer the exporter their knowledge of the market and their network of
customers, and save him the expense of setting up his own sales
force and seeking his own customers. )

In choosing an agent the exporter must endeavour to find one
who is likely to look after his interests and really work for his com-
mission. If he is already an agent for similar manufacturers there is
the danger of divided loyalties when it comes to passing on the or-

ders he receives. The size of the agent’s business is important and so



are the extent of his knowledge of the type of product the exporter
wishes him to sell and his knowledge of the market. If the agent is
to be a del credere agent he will take on financial responsibility for
his sales and thus be responsible for collecting payment from the
buyers, but the exporter must expect to pay him a higher rate of
commission for his service.

An agent who is to be appointed as a distributor for the goods
buys them from the exporter and resells them in his own right on
certain terms and conditions laid down in the contract. He is usually
given the privilege of being the sole distributor for the exporter’s
product within an area and in exchange is expected to maintain the
exporter’s image, possibly to display the product sign and even the
recognisable layout for the showrooms and forecourt. If the product
sells well he will be anxious to rétain his franchise and will do every-
thing he can to protect the exporter’s interest and will be prepared
to sell the goods at a price agreed with the exporter.

There are considerable advantages in appointing an agent
whether he is a commission agent or a distributor, but against these
must be weighed the disadvantages of lack of personal contact be-
tween the exporter and the foreign buyer and the lack of opportuni-

ty to develop directly sales and a knowledge of the market.

Joint Ventures

As an alternative to selling his product abroad himself, either
directly or indirectly, the manufacturer may sell the right to manu-
facture it overseas under licence. This is a simple way for a manufac-

turer to become involved in marketing abroad and he gains entry to



a market at little risk. In return for a royalty, the overseas producer
gains the right to use a manufacturing process, patent rights and
trade secrets, and saves himself the time and expense of building up
similar expertise and a product name. The exporter does of course
Jose control of the manufacture of his product and the right to sell it
himself in competition with the licensee.

To maintain the marketing responsibility and yet have the
goods manufactured outside China, the Chinese producer could enter
into a contract with a foreign manufacturer to produce the goods for
him. He could possibly form a partnership with the overseas produc-
er or even buy him up.

There are a number of other joint venture opportunities avail-
able to the producer. For instance, he could join in a partnership
with an overseas firm willing to put up some capital which, with his
know-how, would enable them to manufacture the goods abroad.
Alternatively he could invest his capital jointly with foreign in-
vestors to establish a company to manufacture his product in their
country. Another possibility is to join with Chinese producers of
similar goods to form a marketing group that will share the costs of
agents, advertising , local showrooms, sales staff and research, etc. ,
but as the rewards are not always evenly distributed there is the
danger of conflict between firms participating. large firms can also
assist small ones by giving them the use of their research and mar-
keting facilities to enable them to find outlets for their goods with-

out the expense of setting up their own export sales organizations.



Glossary

firm »n.  a business company 2Y®], F1T

. range w. vary (between limits); to stretch or reach (from

limit to another) (FE—EJELEMN)Z1L, A3

3. multinational adj. involving many countries £ [Ef#y, ¥ EH

market ~ v.  to offer for sale i

5. go in for — to take part in; choose as one’s career Z 1, #1T,

10.

11.

12.

13.

14.

15.

ME
hence adw.  for this reason; from this origin; therefore [Xl
M, BFRA

. capital investment — money spent to improve machinery, build-

ing, etc., belonging to a business ¥ A< ¥¥, FHFEILRE

. considerable adj. fairly large; great in amount, size, or de-

gree fYKH, MHHZH

.modify wv. change slightly esp. to make less extreme or to im-

prove it {&2k, B3

outset z.  beginning I

disastrous adj.  being or causing disasters ‘K MEYERY
frustration . (state of ) being discouraged or not satisfied
#ir, H¥E
yield v. bear,produce,or provide (a natural product, a result
or profit) F=4, HfF

substantial adj. large in amount; considerable K &#], %
BRH, YK

dividend 7. a payment of interest; the amount of distributed

profit expressed as a percentage of the value of share capital £1.



16.

17.

18.
19.

20.

21.

22.

23.

24.

25.

26.

27.

28.
29.

30.

A, R

statistics (pl. ) n.  collection of information shown in num-
bers; (sing. )science of collecting, classify in,and analysing such
information 511 %®El; it

available adj.  that can be used or obtained [ H /Yy, A LA
TR

desk research — research done in the office % 3L i}

modest  adj. not large in amount, size, etc. ; moderate j&
By, EEM

expenditure 7. amount of money spent JF %

plunge n. beginning sth. suddenly or hastely ¥ X\, B 5173

overseas adj. adv. foreign, in other countries; abroad #
Hay; \ie

blunder 7.  stupid or careless mistake K 5512

as to — concerning, as regards 3%F

advantage n. condition or circumstance that gives one supe-
riority or success; benefit, profit A% &4, ¥ FE, &
4t
intermediary 7.  agent or other person or firm through whom
business is done H[a] A, “'ﬂ\‘

agent n.  a person who acts on behalf of another in making
contracts with third parties and in buying and selling. He is
usually paid a commission for his services by his principals. 1t
A

export house — export firm; export company [ 2% 5]

communication n.  way of getting a message from one place
to another J# {5 , B, 38 , Bk &
subsidiary n.  a company controlled by another which owns

over 50% of the ordinary shares of the subsidiary 123 &]



31.

32.

33.

34.

352

36.
37.

38.

39.

40.

41.

42.

43.

44.
45.

4€

47.

48.

assess v. estimate the quality of ; evaluate f{f} ; i%h 1Al
approach 7.  method, way of thinking or acting J5 %
amount (to) wv. to be equal to, to be the equivalent of %
T HET
acquire wv. gain by one’s ability, efforts or behaviour $k7%,
155
supervise wv.  watch or keep a check on (sb. donig sth. ) to
make sure it is done properly 575, &
distribution 7.  getting the goods to the customers 244
display v. arrange (goods) to catch the eye and attract Jf&
%, Bx
warehouse 7. v.  the place or a building for storing goods;
to place or store in a warehouse 5 ; 4%, W FF
at hand — near, close by Fi1, it
deal n.  a business transaction or agreement 3% 5}
assembly 7.  putting together 2K, %
barrier =z  thing that prevents or controls progress or move-
ment; hinderance FEBY); B, HB
negotiation n. discussion in an attempt to reach agreement 373
#
national #n.  citizen of a particular nation [E E
aware adj. having knowledge or realization of sth. or sb.
WER, MK, B
contend v struggle in order toovercome a rival, competitor
or difficulty &4+, $H
premises (pl. ) 7.  house or other buildings with its outbuild-
ings or land FREHE, (£7) G, (B28) St
profit n. money left over as earnings after all expenses have

been paid g



49.

50.

51,

52.

53.

54.

55.

56.

57.

58.

59.

60.

61.

62.
63.

the pros and cons — arguments for and against sth. B4
FIEC A8 '
investment n. using (money) to buy share or property etc. in

order to earn interest or bring profit % ¥¥

worthwhile adj.  profitable or interestisf erfughe tdasnly
the time, money or effort that is spent {R/&#7T &L
distributor 7.  a person who sends good§4¥¥6m those<whd pro-
duce them to those who use them 2857, 28 A
endeavour . try iRE, BN h
commission 7. payment to an agent, usually based on the
values of the goods sold. It is a percentage of the sales revenue,
agreed between the agent and his principal {4
pass on — hand or give sth. (to sb. else), esp. after receiving
or using oneself ¥43%
del credere — (Italian) an obligation undertaken by an agent to
fulfil a contract or make payment in the event that his principal
defaults (RAXFIIE) 5 AHR
lay down — give sth. as a rule, principle; establish ¥.&, #i
E
facilities n. circumstances,equipment,etc. that make it possi-
ble or easier to do sth. &, fEF)
privilege n. special right or advantage available only to a par-
ticular person, class or rank, etc. , to the holder of certain posi-
tion $54, {£%
sole adj.  one and only; single By, fHE—@
image n. picture in the minds of the public of a particular
person or product JE 5
‘recognisable adj. that can be recognised [ FKIAMY, FJHEIAH

layout n. way in which the parts of sth. are arranged accord-



64.

65.

66.
67.

68.

69.

71.
72.

73.
74.

75.

76.
70.

ing to plan M )R, ZHE, Rt

showroom n.  place where things, e.g. goods for sale are
put on display b 450 E , £ 5

forecourt n. large open area or courtyard in front of a building,
esp. the front of a filling station where petrol is sold (R RIH)

KRz, i ge

retain v.  keep sth. in one’s possession or use {£ 8, &
franchise n.  formal permission to sell a company’s goods or
services in a particular area $5i4FL

joint venture — a commercial undertaking by two or more peo-
ple, differing from a partnership in that it relates to the disposi-

tion of a single lot of goods or the termination of a specific pro-

ject §RABE, ¥4l

lincence 7. official document showing that permission has
been given to own s use or do sth. ; permission I R[iE, $HE;
A

expertise n.  expert knowledge €[ JHIiH, &

partnership n. a contractual relationship between two or
more people in a joint enterprise, who agree to share, not neces-

sarily equally, in the profits and losses of the organization. &

K*XER, GRXA

put up supply (money needed for sth.) £t CF4)
know-how n.  practical knowledge or skill in an activity %
R, HERRT

reward »n.  something given or received in return for work,

merit or services &, IR

conflict n. serious disagreement; argument; controversy g
patent n. the right to be the only maker and seller of an arti-

cle



Notes

1.

+=-if he did but know it, --

“But” here is an adverb, meaning “only , merely , just”. Similarly,
If T had but known, T would have come.

++to meet local needs or preferences jij /& 24 th ) 75 B Al = 4f
“Meet” here means “fulfil or satisfy”. It is usually said to meet
one’s demand , needs , wishes ,conditions ,etc. This kind of expres-
sion is frequently used in business English. E. g.

The supply is inadequate to meet the demand.

We shall do everything we can to meet your requirements.

All the documents must meet the terms of the letter of credit.
We can also say:

We believe we can satisfy your requirements for any reasonable
quantity.

«--and much of this is available for only a modest amount of ex-
penditure. «++-- RIEFRARKE K PE &0 718 BF B X R HEL
FHIBERL

“An amount of” is used with uncountable nouns and the adjec-
tives which usually modify the word “amount” are as follows:
They are exporting a large amount of wool.

A (n) enormous (huge, large ,fair, considerable ,moderate , small,
little) amount of extra money was spent on the project.

We can also use:

Large amounts of money was spent on the project.

We spent money on the project in large amounts.

“A number of” is used in the same way but followed by count-



able nouns. E. g.
A large (great, considerable, small) number of visitors saw the
exhibition.
Large (great) numbers of visitors have been to the factory.
Orders came in large (great) numbers.
When referring to goods in business English, we often use the
phrase “a large quantity of”, which is used in the similarly way.
E.g.
That country imports a large (great, good, small) quantity of
flowers every year.
The people of that country drink a large quantity of beer every
year,
Great (large, small) quantities of colour television sets (iron
ore) we;‘e (was) imported last year.
They do not sell coal in small quantities.
We buy cotton in large quantities’ (in quantity) every year.
4. If he is exporting in only a small way, -
“In a small (big) way” — on a small (large) scale
5. - this may simply amount to his own expenses in travelling
abroad to visit his customers. - XMEFEHRBEREHE
o
“Amount to” here means “to be equal to”. E.g.
But this involved a complicated procedure for the exporter and it
did not amount to very much.
What you say amounts to a direct accusation.
6. Similarly there are pros and cons for indirect selling-+ [F] ¥, %f
FEHEEERFAERE R
Like “pros and cons”, certain pairs of words joined by “and ” are

commonly used in English. Here are some of them.



bits and pieces
cock and bull

cut and dried

FHRE, TLNHF
Tie HEH
WEN, FOERFH

dead and buried FETCH)

fair and square IEREEAE
facts and figures e vos
flesh and blood MRz, MWL
goods and chattels AW

hard and fast = HE Y

head and shoulders W

hide and seek e 2

high and mighty il = /i)
odds and ends LW B
prim and proper PR

sick and tired + o REY
spick and span BWH

tooth and nail 6 R R Hh 88 )
ups and downs B, Bl

ifs and buts &0, #5id
wear and tear iFE, BHR

7. If he is already an agent for similar manufactures there is the dan-
ger of divided loyalties when it comes to passing on the orders he
receives. MIRMEZREM™MEF R NHALERILH N
REHIE, REEEGER, FHEMEKEIRNITRN, BA
2 BAAR

1) when it comes to (doing) sth. — when it is a case or question
of (doing) sth. E.g.
When it comes to marketing abroad, the travelling salesman

has a lot to say.



When it comes to intelligence, she is outstanding.
2) to pass sth. on to sb. — hand, give, transfer, transmit sth.
tosb. E.g.
Your letter of May 5 to our Tianjin Branch has been passed
on to us for our attention.
8. to enter into a contract 17 & A
Like phrases are: to make (enter into, come to, arrive at, reach,

conclude, sign) a contract (an agreement).

Exercises

I . Match the words on the left with the words on the right:

1. meet a. overseas

2. aid b. compete

3. considerable c. obtain

4. put up d. satisfy

5. abroad e. blunder

6. contend f. intermediary

7. build up © g, assist

8. mistake h. only

9. know-how i. substantial
10. acquire j. invest
11. franchise k. privilege
12. agent l. expertise
13. but m. increase
14. access n. value
15. assess 0. entry

I .Fill in the blanks with the suitable words in the text:



1. What is marketing? Marketing is the creative process of
customer needs profitably.
2. In Britain an intermediary called a commission or export
commission house acts on behalf of the importers.
Agents are paid on the amount of goods purchased.
4. An agent may receive goods in his name, and stock
them in anticipation of sale.
5. A few shares for assistance in _ up the company will be

issued. We'll issue some founder’s shares.
6. We have developed an excellent product and obtained from the
* government the sole right to manufacture and sell it. We have
obtained
7. When our production and marketing expenses have been paid,
we hope to have quite a lot of money left over as earnings. We
expect to make good
8. We had to find other people through whom to make sales.
We had to find other sales
9. The licensee wanted us to invest some money with him in a
new company. He wanted toset upa __ with us.
10. We used to have a smaller part of our company located
abroad, but we don’t now. We have no _ abroad.
0. Fill in the blanks with proper prepositions or adverbs:
1. There should be not any difficulty  shipping the goods or
meeting delivery date.
2. The problem before them is this; how can they manage to ex-

port sacrificing the profits they should have otherwise
made home?
3. It cannot be over-emphasized that money spent the pre-

liminary survey can save considerable expenditure this



stage.

4. Influenced by the slogan “Export or Die” . a large number of

British firms have decided to go exporting.

5. They compete effectively when they concentrate: ~ quali-
ty.

6. the development of the jet plane. satellite communica-
tions and computers, it became possible ~ acompany to

control enterprises on the other side of the globe.
7. 1 the price syrup goes up, the increase will be passed

the consumer.

8. This amounts _a breach of contract.
9. The company has adopted a new approach  marketing
goods abroad.
10. Rising industrial output, increased capital expenditure, and
lack __ labour, together with an increased demand
consumer durables, stimulate demand __ this
field.

N . Which of the points in this passage do you agree or disagree
with?

Anyone who has contact with customers is a sales person
that includes the telephonist who answers the telephone and the
service engineer who calls to repair a machine. So that probably
includes you!

The relationship between a sales person and a client is im-
portant : both parties want to feel satisfied with their deal and nei-
ther wants to feel cheated. A friendly, respectful relationship is
more effective than an aggressive, competitive one.

A sales person should believe that his product has certain ad-

vantage over the competition. A customer wants to be sure that



he is buying a product that is good value and of high quality. No
one in business is going to spend his company’s money on some-
thing they don’t really need (unlike consumers, who can some-
times be persuaded to buy “useless” products like fur coats and
solid gold watches!)

some sales people prefer a direct “hard sell” approach, while
others prefer a more indirect “soft sell” approach. Whichever ap-
proach is used, a good sales person is someone who knows how to
deal with different kinds of people and who can point out his
product will benefit each individual customer in special ways. A
successful sales meeting depends on both the sales person and the
customer asking each other the right sort of questions.
. Give the Chinese equivalents of the following terms:
multinational company
subsidiary company
capital investment
commission agent
del credere agent
direct selling
indirect selling

sole distributor

A A e

marketing facilities

source of information

o
e

terms and conditions of a contract

—
NV
. .

financial responsibilities

H
w

patent right

desk research

[
(ST

sales negotiation

branch office

,_4
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