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INTERNATIONALIZATION ?

It is a transformation process to go beyond
borders with a progressive path allowing
the company to grow in terms of
knowledge
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Be more innovative and
productive



Agenda

1. export diagnosis 2. segmentation 3.trend
Analyze the existing Segment your market and Analyze the trend and
situation and define its your clientele detect opportunities

value proposition

4. competition 5.marketplaces 6. online presence
Discover the competitors Choosing the right Strengthen a minimal
and analyze the marketplace or VMS and viable online

competition presence
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As an assessment, it aims to
verify the potential and
readiness to approach foreign
M EIIGS



Are you ready?



Your

expectations




Do ou have clear and
achievable export goals.

For example: increase your
turnover by 10%



Are you open to new ways of doing business?




Do you have a clear idea of the qualities needed to
succeed in teinternational arena?

For example
Intercultural sensitivity
Respect for differences




Human
Resources



Do you have the capacity to meet the increased demand
of an export project?
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Do you have an efficient mechanism for responding quickly to
customer inquiries ?




Do you have employees with culturally adaptable
marketing skills?




Do you have the means to solve the language barrier?
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Financial and
legal
resources



Can you obtain the funds or lines of credit needed to
produce the product or provide the service?




Can you find ways to reduce the financial risks associated with
foreign markets ?




Can you find people who can advise you on the legal and
fiscal aspects of exporting?
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Can you deal with different currency systems without
problems?




Can you protect your intellectual property?




Competitiveness




Do you have the resources to verify if your product or service is
exportable ?



Do you have a potentially viable product or service

to target market?



Do you have ways of entry into the target market ?




Customer Profil




Who are you currently selling your product or
service?



Is it used by the general public or by
specific group?



Is it more popular with a certain age group?



What climate or geographic factors
have an influence on the purchase of
your product or service?



Product
adaptation



Do you need to make any modifications
to your product to appeal to foreign
customers?



What is its validity or shelf life?
Will transit time reduce this time?



Is packaging expensive?

Can you easily change it to suit the tastes of
foreign customers?



Does your product come with special
documentation?

Doest it have to meet certain technical or
regulatory requirements?



Transport




Is your product easy to transport?



Will the cost of transportation make it less
competitive?



Representation
abroad




Does your product need to be assembled by
professionnals or does it require other
technical skills?



Is an after-sales service necessary?

If so, is this service available in the country
where you need to ensure?

Do you have the resources to do this?



Export of
services




What is unique or special about the services y«
export?



Are your services considered 'world class'?



Will you need to modify your services to
accomodate differences in language, culture and
business environment ?



How do you plan to provide
your service?






Are you able to meet the demands of
your existing domestic and new
ntemationalcustomers?




If demand increases in the domestic
market, you still be able to meet needs
of your foreign customers,

and vice versa?




Live Demo

e Trade statistics
for international
business
development




2.

segmentation



The mass market is

dead, replaced by
the
mass of niches




Where to start?
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Analysis and segmentation of your
customers

Draw an accurate picture of your customers in each country

specify who your customer will be
Identifiy the needs of your customers

Taylor your products or services so that they are relevant to these
needs

It is both a qualitative (observing your customer profils)
and quantitative (demographic analysis tools) process.




Do microeconomic research on your
potential customers

¢ d

- Geographic Information - Analysis of psychographic
Analysis information.

-> Analysis of socio- -> Behavioral
demographic segmentation

information.




Geographic segmentation

Depending on their geographical
location, your customers may have
different characteristics and needs
The factor of climate, language etc.
Cultural and community
preferences




©

Psychographic segmentation

Segment your customers according to
their personality traits, values, interests
and lifestyles.

Analyzing customer satisfaction

based on these traits allows you to
discover new ways to market or
promote your products

To carry out such a segmentation, it is
necessary to question them

beforehand via a questionnaire of the
type "Know you better to serve you
better".




Continent,
country, city,
district.

your customers

Age, gender,
educational
level,
occupation.

®

Interests,
ambitions, habits,
values.

Behavior towards
your products



segmentation

French-speaking
European customers
(France, Switzerland,

Belgium,
Luxembourg)




compound segmentation

French-speaking Women, 30-45
European customers years old, Bac+
(France, Switzerland, level

Belgium,

Luxembourg)



segmentation

©

French-speaking Women, 30-45 outdoor physical
European customers years old, Bac+ activity, pro-ecology,
(France, Switzerland, level free time on

Belgium, weekends

Luxembourg)



segmentation

@

French-speaking Women, 30-45 outdoor physical Average basket 75 euros,
European customers years old, Bac+ activity, pro-ecology, payment by card or
(France, Switzerand, level free time on Etsy  pay,
Belgium, weekends from

Luxembourg) Instagram



The toolbox




Web analytics
tools (Google
Analytics)

Country/City
fields
(Forms)

Questionnaires
(Surveys, CTA
Pre/Post
purchase)
Web analysis
tools (partial
data)

Forms

Interviews
(Telephone,
video)

Questionnaires
(Surveys, CTA
Pre/Post
purchase)
Focus groups
(face to face
or remote)
Buyer Personas

Advanced
Tracking
(Respisgication

Heatmaps

)
Data

analysis

Web Analysis
(Conversion
Funnel)




Live Demo

e Geographic
Data

Demographic

Alternatives: Data
Behaviors




Live Demo

e (Create a questionnaire
e Share it

e Explore the results

Alternatives:

SurveyMonkey" E Google Forms



Live Demo

e Explore heatmap
e Session recording

Alternatives:

¢

crazyegg.



facebook

Audience Insights

Live Demo
e (Create an audience
e Browse

demographics

Alternatives:

agorapulse Q



-> Personas

Creation of a buyer

persona
The buyer persona is ® 'Make I73y
greani-fictional representation of PErsona,
your ideal client based on "UXPRESSIA", Word
biographical information and Do

: : cument
demographics, psychological
criteria, motivations and goals. or Excel

-Hubspot definition






- Google Trends

Live
Demo
Exercise
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exploding topics

GLIMPSZ,

Live Demo

e Exploration of
Glimpse

e Exploration of
exploding

topics



Live Demo

e Keyword ideas
e Potential for

opportunity
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Trade statistics for international business development
Monthly, quarterly and yearly trade data. Import & export values, volumes, growth rates, market
shares, etc.

,;:; 1TC TRADE MAP

Home & Search Data Availability Reference Matenal Other ITC Tools More Mrs. aida kallel = §SgsE,

Trade Map provides - in the form of tables, graphs and maps - indicators on export performance, international demand, alternative markets and
competitive markets, as well as a directory of importing and exporting companies.

Trade Map covers 220 countries and terntories and 5300 products of the Harmonized System. The monthly, quarterly and yearly trade flows are
available from the most aggregated level to the tanff ine level.
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Check product export requirements via:

https./ /trade.ec.europa.eu/tradehelp/home-page



4. competition



analysis method

Vv
.9 A
= summary representation of the company's - Collaborative tool, involving all
strategy. stakeholders involved in the
project.

- Consolidates internal and external diagnosis into

one table. -> Positive approach to development

of the
- Questioning one's business plan. Building a company.
SWOT forces the entrepreneur to consider - A "solution" oriented tool,offering
certain weaknesses that he or she might not concrete paths for the future.
have identified without an internal diagnosis.
- May help to identifier some key factors for -> Focused on aspirations, on wills
success. in the medium and

long term
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STRENGTHS WEAKNESSES

They refer to intermal factors, which means the resources and experience readily available to the
SME. Being intemal to the SME, these are characteristics on which it is possible to intervene.
Some examples of areas typically considered include:

« Product/Service

« Financial Resources {funding, sources of income, investment opportunities)

= Physical Resources (location, focilities, eguipment)

« Human Resources {employees, volunteers, torget oudiences)

« Access to natural resources, trademarks, patents and copyrights

= Current Processes (employee progroms, department hierorchies, softwore systems)

THREATS

Extemnal forces that can influence and affect every company. Whether these factors are connected
directly or indirectly to an opportunity or threat, it is important to take note of and document each
one. External factors typically refer to aspects that a SME does not control, such as:

« Market trends {new products ond technology, shifts in consumer needs)

« Economic trends (locol, notional and international financial trends)

« Demographics

« Relationships with suppliers and partners

= Political, environmental and economic regulations
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Strengths Opportunities

Present

Future

Results

Internal External




ays of internationalizatio




The internationalisation of o company can be developed in different ways,
in terms both of investments and of control over the activities, as in the scheme below:

EXPORTING | Indirect via domestic (home) distributors A

Direct to customers or distributors abroad Less risk,

less control
less investments

CONTRACTUAL Contract Manufacturing
AGREEMENTS Licensing
Franchising
INTERN AT'UH AL Strategic International Alliances
ALLIANCES Consortia
International Joint Ventures
More risk,
more control
Sales Office more investments

FOREIGN DIRECT

Mergers & Acquisitions
Productive Unity (Greenfield/Brownfield)

INVESTMENT




5.marketplaces



A marketplace is a site that
brings together buyers and
sellers and allows items to be
sold through a platform, called
a marketplace.




Des centaines de PMV B2C existent dans le monde - 100 représentent 95% des revenus
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o SOURCES:

TOTAL

POPULATION

791

BILLION

URBANISATION

57.0%

ADVISORY:

UNIQUE MOBILE
PHONE USERS

5.31

vs. POPULATION

67.1%

ESSENTIAL DIGITAL HEADLINES

OVERVIEW OF THE ADOPTION AND USE OF CONNECTED DEVICES AND SERVICES

INTERNET
USERS

BILLION

vs. POPULATION

62.5%

COMPARABILITY:

GLOBAL OVERVIEW

ACTIVE SOCIAL
MEDIA USERS

4.62

BILLION

vs. POPULATION

58.4%

we .
are, r@ Hootsuite®
social




NUMBER OF PEOPLE
PURCHASING CONSUMER
GOODS VIA THE INTERNET

3.78

YEAR-ON-YEAR CHANGE
+10% (+344 MILLION)

@ SOURCE:

TOTAL ANNUAL SPEND
ON ONLINE CONSUMER
GOODS PURCHASES (USD)

$3.85

YEAR-ON-YEAR CHANGE
+18% (+$591 BILLION)

NOTES:

COMPARABILITY:

244 of 300

AVERAGE ANNUAL REVENUE

PER CONSUMER GOODS
ECOMMERCE USER (USD])

$1,017

YEAR-ON-YEAR CHANGE
+7.4% (+$69.92)

OVERVIEW OF CONSUMER GOODS ECOMMERCE

HEADLINES FOR THE ADOPTION AND USE OF CONSUMER GOODS ECOMMERCE (82C ONLY)

GLOBAL OVERVIEW

SHARE OF CONSUMER GOODS
ECOMMERCE SPEND ATTRIBUTABLE TO
PURCHASES MADE VIA MOBILE PHONES

60.1%

YEAR-ON-YEAR CHANGE
+1.0% (+62 BPS)

we :
are. . [*| Hootsuite"
social

@ Q it




The B2C marketplace

The B2C (Business to Consumer)
marketplace is intended for transactions
or connections between professional
sellers and individual buyers.



The B2C
marketplace

JUMIA®:  Walmart
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The B2B marketplace

The B2B (Business to Business)
marketplace is intended only for
transactions or connections between
professional sellers and professional
buyers.



The B2B
marketplace

Alibaba.com



Retail e-commerce sales worldwide from 2014 to 2025

(in billion U.S. dollars)

2,982

2,382
1,845

1,54
1,336 i

2014 2015 2016 2017 2018

3,351

2019

4,248

7,391

»
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The C2C
marketplace




The horizontal marketplace

Horizontal marketplaces bring together
sellers of products from a wide range of
categories.




The horizontal
marketplace

JUMIARE;

beslist.nl
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The vertical
marketplace

Vertical marketplaces handle
exchanges for a particular industry




Marketplaces: Design and
Handcraft

Et Sy DECOVRY.COM




Marketplaces :Fashion

®» zalando miinto

p
l ﬂ_ FIND YOURSELF
ZAL_ORA THE ICONIC

ASIA'S LEADING ONLINE FASHION DESTINATION N
.




Marketplaces :Books

BIBLIO. com

VALOREBOOKS e Galll il S¥om




Marketplaces: Food and Drink

W WIKIFARMER ~ [commoditag]  mmiiEE

e EASY + LOCAL * DIRECT =—d

Agrico
g Le site partenaire des agriculteurs frangais




Marketplaces: e-Learning

mg STUDYTN
Marketplace




6. online
presence




Are you enough
present online?




w
xR

Social media presence
insured.

Listing on lor more
marketplaces

Landing page or
online site

Mailing campaigns
and engagement
adions

8 ¢

You are present and
your products are
listed in at least
one marketplace,
you have
established social
profils

your transactions
are done online

w

You are personally
present afin order ©
expose your product
to an online audience
(Sales via facebook

group)

You are entirely;
absent onlin



E commerce is a global trend
and a driver of economic growth
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*1 word= 1word
* An image=1,000 words
* A video= 10,000 words

* A VR experience=
100,000 words

A picture is worth a
thousand words...

* ARTICLES WITH
PICTURES GET

94% MORE TOTAL
VIEWS



_ Live Demo
v GitLab e Modelling a page
e C(Create a resting

place
Put on line
Test

designmodo

netlify



* 70% of the new value
created over the next decade
will be based on sustainable
and inclusive virtual market
place business models .







