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Worksheet 1

1     Your Company Review

Refer Section 2 Preparing For Export

1
Strengths and Weaknesses

1.1
Recent History


Reflect on your company's recent history, say the last 5 years.  Over the period, what would you say have been the key strengths that have carried the company to its current position?

(In many companies one of the key strengths may be people. If this applies to your company, expand on what the person(s) actually bring to the company. Eg sales director - his/her contacts in the industry)

1.2
Weaknesses


What would you say are the three main weaknesses at present?

1


2


3


1.3
Matching Strengths to Needs


Consider the last 5 year period. Has the company become better at matching its strengths to customers and to the business environment, or worse?

a)
Make a note of the factors which led to improvements:

b)
Make a note of the factors which led to deterioration:

2
Opportunities and Threats

You will be asked to consider the marketing environment in more detail later:  For now, think back over the last 5 years of the company's history and answer these questions:

2.1
Opportunities


Which were the most significant opportunities in the environment which contributed to the company's success or present situation?

1


2


3


2.2
Threats


Which were the three most significant threats which operated against the company over this period and which inhibited its success?
1


2


3


2.3
Reflection


Reflect on what you have written above and consider whether these opportunities and  threats are increasing or decreasing in significance, or if new ones are on the horizon.  Make notes below. Look ahead for say the next three years.
Opportunities

Threats

At this stage you do not need to draw any specific conclusions from  this exercise, although you will probably find it useful to return to this worksheet as you progress through the program.

Worksheet 2

2     Assessing Your Export Readiness

Refer Section 2  Preparing for Export

Are you ready to export?  Try these readiness indicators.

1
Management Commitment

1.1
Reasons for Exporting

Your export drive will be more likely to succeed if it is based on sound business objectives.  Exporting requires hard work and financial support - it also exposes your company to some risk.  The following issues will allow you to assess whether there are business advantages in moving to exporting at this stage.

a)
What are your key reasons for exporting?

b)
What objectives are you hoping to achieve?

c)
How could you achieve these objectives with less risk by expanding your current markets?

1.2
Management Time  

Export development requires a large time commitment from both yourself and your key management team.  Because your focus will move to developing exports,  there is a real risk of letting your main domestic business suffer. When assessing time required for export development, consider aspects such as developing contacts, marketing to customers and undertaking overseas visits.

a)
How much time can you give to developing your export opportunities?

b)
Who else will be involved and how will their existing workload be covered?

2
Your Export Opportunities

2.1
Your Current Market

As an alternative to exporting, consider your domestic opportunities. You may be able to extend your current customer base or launch new or modified products/services. Extending your customer base may involve attracting new customer segments (eg younger age group, moving interstate or extending supply to wholesalers, retailers or end consumers).  Developing new or modified products or services may involve major or minor innovations in product/service features or packaging. 

a)
Is your customer base growing, static or declining?

b)
What further market opportunities are there in the domestic market?

c)
Can you deal with any major barriers in exploiting those opportunities?

2.2
Your Competitors

To assess your potential to grow your domestic market, consider the nature and strength of your competitors in terms of their size and market power and your competitive advantages over them.

a)
How strong is your current competition and will this grow or decline in the future? 

b)
What competitive advantages do you have which would allow you to increase your market share?

2.3
Your Export Market

Are your export opportunities realistic?  Who will want to buy your products/ services and why?  Assess what further market research you need to help you decide which countries to target and to understand the needs and expectations of your export customers, whether end consumers or buyers (wholesalers or retailers).

a)
Do you have  initial target markets in mind? What are their advantages?

b)
What further information do you need to help you choose your target export market(s)?

c)
What further information do you need to understand your customers' requirements?

2.4
Your Export Competitors

As with your domestic market, you need to assess the nature and strength of your competitors to determine your export growth potential.  You will also need to assess what advantages you have over your competitors  (eg. how do you compare on price or quality?).

a)
What further information do you need to understand your competitors' size, market power, strengths and weaknesses?

3
Export Related Skills

3.1
Company/Employee Export Experience

You are obviously in a stronger position if your company has had previous experience in exporting.  Check whether any of your employees have exporting experience or language/ family links with potential target countries which could be useful.

a)
Do you or any of your employees have exporting experience?

b)
Do any of your employees have any background or experience in dealing with your potential target markets?

3.2
Other Export Related Skills

Export development requires a range of skills for success.  For example, valuable experience in marketing and sales will have been gained from the development and servicing of interstate markets. 

a)
What skills do you have to assist with exporting?

b)
Who should you involve in your export development activities? 

c)
If you cannot depend on your internal capabilities what kind of outside assistance do you need? 

4
Resources for Export

4.1
Financial Considerations

Undertaking export development is usually a costly exercise, requiring long term budgeting and planning.  Finance may be needed not only to cover market development costs such travel to export markets and promotion, but also costs relating to product or service development, research costs and costs of increasing capacity and staff resources.  Budget estimates require assumptions about the profitability of your export markets, the time frame expected before profitability is achieved and initial capital expenditure is paid back.  Assess your need for external funding and factor the cost of this funding into your budget.

a)
Are you currently in a sound financial position, enabling you to support the high costs of export development?

b)
Have you estimated your financial requirements for export development and projected expected cash flows and budgets over the next one to three years?

c)
Will you need external funding and how will this be obtained?

4.2
Staffing Needs

Export development can be time consuming and requires close attention over time. Consider what proportion of your time can be realistically allocated for export development and consider other staff members who will be involved and their time constraints.  Assess whether you have the internal skills and resources needed or whether you will need to recruit additional staff or pay for additional expertise.

a)
Do you have the necessary human resources to focus on your export development drive?

b)
Do you need external support and if so, where?

4.3
Capacity

Assess whether increased export sales can be met by your current capacity and whether you are likely to experience bottlenecks or find yourself unable to meet increased demand for your services or products. Estimate your capacity requirements, including the purchase of new property, plant and equipment; upgraded or new technology; increasing working capital; increasing capacity and skills for product or service development, and increasing staff capacity as discussed earlier.

a)
How effective are your current production processes?

b)
Will you be able to meet projected increases in sales?

c)
Where and how will you need to increase or upgrade your capacity?

4.4
Quality

Research into export success shows that Australian companies generally compete on quality rather than price in overseas markets.  Assess how you will be able to compete in areas such as the quality of your product or service (including after sales and packaging),  timeliness of delivery, responsiveness and value for money provided.  Internally, assess the effectiveness of your processes,  the degree of waste in your system and the skills and involvement of your workforce.

Consider the advantages of achieving quality accreditation, including marketing advantages and resulting organisational  improvements.  Quality standards required by your export markets must also be met.

a)
Can you compete on quality and where will you need to improve the quality of your products and services and the quality of your internal operations?

b)
Are there advantages in achieving quality accreditation?

c)
Are you aware of the quality requirements of your export markets?

d)
Do you have quality accreditation and will this be a requirement for export?

5
The Export Practicalities

One of the key challenges for companies developing their export markets is in the practicalities of getting their products and services out to market, particularly in choosing the most suitable distribution channel.  Assess how much leg work you require at this stage in getting exporting off the ground, such as increasing your familiarisation with the export market, developing your products/services to meet customer needs, determining your distribution, pricing and promotion strategies and dealing with freight and other exporting practicalities.

a)
Have you considered how you will get your product/services out to the market?

b)
How skilled and experienced are you in the practicalities of exporting (eg. freight & shipping)?

c)
How much assistance will you require to deal with these issues and in what areas?

Are You Ready to Export?

Export Readiness Action Plan

1
Management Commitment

Can you offer the necessary time commitment to export?

Are there sound business reasons for exporting?

2
Export Opportunities

Have you exploited all growth opportunities in the domestic market which may be more attractive than exporting?

Are you confident of the attractiveness of your target export market, if already selected?

Do you need to undertake further market research to select your export market?

Do you need to undertake further market research to assess your export competitors?

3
Export Related Skills

Are there any significant gaps in the export related skills and experience available to you?

Will you need training for staff?

Will you need to recruit additional staff?

Will you need to seek external advice?

4
Resources for Export

Do you have sufficient resources, skills and capacity to undertake export development?

Do you require external assistance, and to what extent?

Do you need to review and improve your operational performance before or while

export development?

5
Export Practicalities

Do you need assistance in getting your product/service out to market, and in which areas?

	(
	
	(

	Where do I need to take action before I start export development?
	
	Which areas should I focus on as I work through the Export Guide?

	
	


Worksheet 3

3     Corporate Profile

Refer Section 3.1  The Company

1
Your Company

1.1
Address Details

Name:


Address:


Postal Address:


Contact:


Telephone:


Facsimile:


1.2
History of Company

1.3
Description of all relevant product or service lines

1.4
Number of Employees

1.5
Number/location of production facilities

2
The Product/Service

2.1
Specifications

2.2
Manufacturing /Development Methods

(Reassures potential counterparts of your investment in quality management methods).

2.3
Age of Product/Service

2.4
Typical Use of Product/Service

2.5
Typical Users

2.6
Features/Benefits of Product/Service

3
Sales and Marketing - Current Marketing Strategy

3.1
Target Markets

3.2
Current Market Position

3.3
Samples

3.4
Packaging/Promotion Methods

3.5
Quality

3.6
Export Potential 

3.7
Product/Service Availability 

3.8
Preferred Distribution

3.9
Australian Content

3.10
Willingness to Adapt Product or Service

3.11
Willingness to Travel Overseas

3.12
Freight Specifications

Worksheet 4.

4     Choosing Your Export Markets

Refer Section 3.2 The Country

	1st Cut

1
Eliminate markets where your product/service may be prohibited or not acceptable.

2
From the remaining markets, choose those with the most favourable conditions.

(
	Potential Markets



	2nd Cut

1
Identify markets with the highest profit potential.

2
From the remaining markets, choose those with the most favourable conditions.

(
	Potential Markets



	3rd Cut

1
Identify markets with the best fit with your company in terms of contacts, comfort levels, riskiness, cost to develop and your personal interest.

2
From the remaining markets, choose trial market(s) which are a small, low-cost option.
	Potential Markets




Chosen markets

Market 1:

Reasons:

Other markets for later follow up:

Worksheet 5

5     Customer Profile

Refer Section 3.3 The Customer
Note: If your buyer is different from your end-consumer (that is, if you wholesale rather than retail), complete both tables.

	End-User Grouping
	Characteristics
	Needs

	
	
	

	
	
	

	
	
	

	
	
	


	Buyer Grouping
	Characteristics
	Needs

	
	
	

	
	
	

	
	
	

	
	
	


Worksheet 6

6     Basis of Competitive Advantage

Refer Section 3.3 The Customer

	Business Activity*
	Competitive Advantages
	Competitive Disadvantages

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	


*Business activities include: sales, design, development, production, distribution, installation, after sales service etc

Worksheet 7

7     Export Competitive Advantages

Refer Section 3.3 The Customer
	Current Advantage
	Impact of Exporting
	Actions Needed

	
	
	

	
	
	

	
	
	

	
	
	


Will you have any new advantages in your export market?

Worksheet 8

8     Choosing the Best Distribution Option

Refer Section 3.4 The Contact

By analysing the key distribution issues outlined below, the most appropriate method of distribution for your export market can be identified.

1
Costs

1.1
Is finance your main limiting factor for exporting?

1.2
Is the gross margin and volume potential in your target market high enough to afford a stronger presence in the market (eg. a representative on the ground)?

1.3
Could turnover be improved with a stronger presence in the market?

1.4
Can costs be reduced? (eg. local assembly or local contract packing)?

1.5
Have you determined the balance between a low cost, lower opportunity approach and an ambitious but expensive approach which will provide negative cash flows for a longer period?

2
Control

2.1
Is it important to be able to control (Y/N):

Product Marketing

Brand Promotion

Product Servicing

Market information for feed back to your office

3
Risk

3.1
Are sales or expected sales stable?

3.2
Is the target country politically stable?

3.3
Is there risk of losing your market share?

3.4
Could risk be reduced by a stronger presence in the market?

3.5
Will you be highly affected by your competitors' strategies?

3.6
Do currency fluctuations pose a risk? If so, what is the level of sensitivity?

3.7
Is there a risk of non-payment?

3.8
Should you insure against non-payment?

3.9
Are there significant risks and consequences of not meeting orders on time?

4
Price

4.1
Could a better price be won for your product if it were marketed more strongly?

4.2
Do you have control over pricing?

4.3
Do you apply a 'cost plus' or 'what the market will bear' approach, or a combination of both?

4.4
Could prices be cut by having some or all of the product manufactured or packaged locally?

5
Government Regulations

5.1
Do local Government regulations restrict or encourage a stronger presence in the market?

5.2
Are incentives available from the local Government?

6
Management Skills

6.1
Do you need additional skills to develop a stronger presence in the market?

6.2
Are these skills available within the company?

6.3
If not, are they difficult to acquire or develop? Are they expensive?

6.4
Will it take a significant time to acquire or develop these skills?

7
Other Issues - for your specific needs

8
Based on your answers to Worksheet 7, which options meet your requirements at this stage? 
Best Option(s) at the Present Time:

Option 1:

Reasons:

Option 2:

Reasons:

Options which may be appropriate over time as the business grows:

Additional information needed in order to make your final decision:

Worksheet 9

9     Competitive SWOT

Refer Section 3.5 The Competitor

Complete this exercise for each market segment.

Market Segment:


	
	Our Company
	Competitor 1
	Competitor 2
	Competitor 3

	
	
	
	
	

	Competitive Advantage


	
	
	
	

	Strengths


	
	
	
	

	Weaknesses


	
	
	
	


	Opportunities
	Threats

	
	


Worksheet 10

10   Building on Your Competitive SWOT

Refer Section 3.5 The Competitor

	Strengths of your company
	How can the strengths be used?

	
	

	Weaknesses of your company
	How can the weaknesses be overcome?

	
	

	Opportunities open to your company
	How can the opportunities be grasped?

	
	

	Threats facing your company
	How can the threats be avoided?

	
	


Worksheet 11

11   Export Statement

Refer Section 3.6 Your Export Statement

1
Export Objectives

2
Key Reasons for Exporting

3
Export Products or Services

4
Target Markets

5
Target Customers

6
Export Competitors and Your Competitive Advantages

7
Distribution Channels 

Worksheet 12

12   Market Visits - Checklist

Refer Section 4 Visiting Your Market 

Since you may not conduct four market visits as described in Section 4,  all action items are included in one checklist.  Additional space is provided to include other items to follow up.

	Before you go, find out...
	Action/Follow-up

	Hours of business and public holidays
	

	Any difficulties getting from one place to the next
	

	Need for an interpreter for business meetings
	

	Type of accommodation available
	

	Communication material required for meetings
	

	Length of time required to accomplish all tasks
	

	Appropriate appearance and dress for your meetings
	


	During Your Visit
	Action/Follow-up

	Confirm suitability of distribution channels selected
	

	Check the competitors' pricing, product/service characteristics, perceived strengths and weaknesses, buyer behaviour, customer service/support packages of competitors etc
	

	Conduct initial reverse pricing analysis based on market prices for similar products/services
	

	Analyse competitors' promotional activities including packaging, advertising and other communications
	

	Review industry standards and other regulations and determine the cost of any applications, testing and approvals which impact on your product/service
	

	Collect any industry statistics available which provide further information on your market
	

	Hold brief meetings with prospective distributors
	

	Dispatch by air freight, product samples where appropriate or service promotional literature to those companies which have advanced to a formal stage of product/service review
	


	During Your Visit
	Action/Follow-up

	Conduct demonstrations with key sales personnel in these companies
	

	Develop more in-depth relationships with prospective distributors and confirm the marketing strategy options
	

	Discuss your proposed marketing plan with each company you are visiting
	

	Set out a proposed draft agreement to selected distributors 
	

	Obtain letters of intent from a number of potential partners
	

	Obtain any recommendations from your prospective agent/partner relating to packaging, product/service features, pricing etc which would help refine and develop your marketing plan and thinking
	

	Dispatch trial orders to one or a number of potential agents/partners for test-marketing the product
	

	Agree financial arrangements and distribution arrangements for the trial market
	

	Meet with prospective distributors and evaluate the shipment, review the order dispatch and shipping cycle, develop control systems for forecasting and future orders
	

	Attend sales meetings as the product release program commences
	

	Finalise an agreement with a preferred distributor for signature
	

	Obtain a second order during this visit to support the first stage sales program
	


Worksheet 13

13   Export Partner Profile

Refer Section 5.1 Partnering

For each of the selection criteria, list the specific experience, knowledge, skills and personal qualities you require in an export partner (Refer to Section 5.1  for a list of important things to consider).

1
Understanding of the Market

2
Stability

3
Product/Service Knowledge

4
Management Capability

5
Compatibility

6
Product or Service Mix

7
Location and Facilities

8
Distribution Network

9
Sales Capability (and marketing policies)

10
Promotion

Worksheet 14

14   Assessment of Potential Partners

Refer Section 5.1 Partnering

Use this assessment form in conjunction with your Export Partner Profile (Worksheet 13).  Assess each candidate against each of the selection criteria by writing comments or ratings in the table below:

	
	Candidates' Names

	
	1.
	2.
	3.

	1
Understanding of the market
	
	
	

	2
Stability
	
	
	

	3
Product/Service Knowledge
	
	
	

	4
Management Capability
	
	
	

	5
Compatibility
	
	
	

	6
Product/Service Mix
	
	
	

	7
Location and Facilities
	
	
	

	8
Distribution Network
	
	
	

	9
Sales Capability and Marketing Policies
	
	
	

	10
Promotion
	
	
	


Worksheet 15

15   Developing Your Product Action Plan

Refer Section 5.2 Product or Service
1
Quality

1.1
Do products and services meet specifications and standards required by customers?

1.2
Do products and services consistently meet the needs and preferences of customers?

1.3
Do your own suppliers meet your standards?

2
Features

2.1
Are product features competitive with those offered by competitors?

2.2
Do features reflect the local culture/customs?

3
Style 

3.1
Does the style of your products reflect customer tastes/preferences?

3.2
Would style based changes to your product improve sales, outweighing the costs involved?

4
Sizes

4.1
Do your sizes conform to legislation?

4.2
Can size changes provide a marketing difference to attract customers?

4.3
Does the size adversely affect the quality of the product?

4.4
Can size be changed to take advantage of the limitations of freight containers, to reduce freight costs?

5
Brand Name 

5.1
How important is it to maintain control over your brand name, in the short and long term?

5.2
Will consumers pay a premium for a branded product?

5.3
What support can you provide for your brand name?

5.4
Will your representative protect your brand interests?

6
Packaging

6.1
Will the product survive the additional handling and the heat/humidity of the tropics?

6.2
Will the product inside the packaging be finally presented as intended?

6.3
Does the packaging comply with regulations, both for Australian export and the importing country?

6.4
Are the people who are responsible also accountable if there are any problems?

6.5
Is the external labelling in the language of the importing country?

6.6
Can the packaging be re-used or recycled?

6.7
Should instructions be in the local language for packaging (assembly/specifications)?

6.8
Will the label stay on?

6.9
Would it be helpful for labels to be in more than one language?

6.10
Would it be helpful to include some product information on the label?

6.11
Does the label reflect local culture?

7
After-sales service

7.1
How does your after-sales service compare with the competition?

7.2
What are the legal service requirements?

7.3
Are the local service providers trained and have they the necessary skills?

7.4
How much service/maintenance is expected to be handled from Australia?

7.5
Are the servicing costs manageable?

Worksheet 16

16   Product Action Plan

Refer Section 5.2 Product or Service

	Aspect
	Modifications Required
Action Plan
	Person Responsible
	By When

	1
Quality
	
	
	

	2
Features
	
	
	

	3
Style
	
	
	

	4
Sizes
	
	
	

	5
Brand Name 
	
	
	

	6
Packaging
	
	
	

	7
After-sales service
	
	
	


Worksheet 17

17   Developing Your Place Action Plan

Refer Section 5.3 Place

1
Distribution Channels

1.1
What are the levels of distribution your product or service goes through before it is sold to the end consumer?

1.2
What mark-ups apply at each level?

1.3
Is this chain of distribution best for your product or service/ your company?

1.4
Is each level of the distribution chain satisfied with the service received from the previous level?

1.5
Are there any bottle-necks in the chain?

1.6
What controls do you have over each distribution level?

1.7
Have you considered moving down the distribution chain through acquisition, joint venture or a marketing alliance?

1.8
What would be the effect on your sales?  On your costs?

1.9
Is it possible to improve the way you distribute your product/service?

1.10
Will you gain advantages by offering technical, promotional, or training support to any level of the distribution chain?

1.11
Are your competitors doing anything to support distributors which you should consider?

2
Market Coverage

2.1
What is the area covered within your target market?

2.2
Does your existing or proposed representation cover this area?

2.3
Are there better options for selling into market niches within the target area?

2.4
Is the arrangement with your representative exclusive?

2.5
Would the appointment of other distributors improve your sales?

2.6
What do your major competitors do regarding coverage?

3
Locations

3.1
Are you represented in all strategic locations in the market?

3.2
What are the advantages/disadvantages of having more outlets?

4
Inventory

4.1
Does your existing inventory policy meet the requirements of your overseas customers?

4.2
What contingency plans do you have if, say, there was a four week dock strike in Australia?

4.3
What inventory levels are held by competitors?

4.4
Would retailers hold additional stocks of products?

4.5
Is there any way of reducing inventory holdings?

5
Transport

5.1
Can you choose between sea and air freight?

5.2
What are the total costs per kg or unit for each transport option (include indirect costs such as storage, financing, documentation, pilferage, damage, rejections etc?)

5.3
What are your competitors doing?

5.4
What would the market prefer?

5.5
Can the product be assembled/finished in the market?

5.6
Can the product be modified to optimise shipping space?

5.7
Will the internal and external packaging withstand the toughest environmental conditions it will bear?

5.8
Do you have in-house expertise to handle the forwarding program, or do you need to use a freight forwarder?

5.9
What other issues need to be addressed to get to the market?

Worksheet 18

18   Place Action Plan

Refer Section 5.3 Place
	Aspect
	Modifications Required Action Plan
	Person Responsible
	 By When

	1
Distribution Channels
	
	
	

	2
Market Coverage
	
	
	

	3
Locations
	
	
	

	4
Inventory
	
	
	

	5
Transport
	
	
	


Worksheet 19

19   'Reverse' Pricing Calculation

Refer Section 5.4 Price

Add the following items:

	Australia
	
	Offshore Market
	

	Ex Store Cost
	
	CIF(Landed Price)Total Column 1
	

	Financing Cost based on Average Stock Turns
	
	If not sold in country of importation currency convert up to domestic currency
	

	Gross Margin
	
	Import Duty
	

	Export Packaging Cost
	
	Other Custom Charges
	

	Road/Rail Transport ex works to Wharf/Airport
	
	Clearance Costs
	

	Documentation Costs ECN/Forwarding Agents' Cost
	
	Road/Rail Transport to Buyers Warehouse
	

	FOB (Port of Shipment)
	
	Financing Cost Based on Average Stock Turns
	

	Freight Costs
	
	Importers/Distributors Margin
	

	Ocean Freight/Air Freight
	
	Secondary Distributors Margin
	

	Insurance Cost
	
	
	

	Marine/Air Insurance
	
	
	

	Rejection-related to food products
	
	
	

	Credit
	
	
	

	Financing Cost
	
	
	

	Credit Terms 
-AUD rate per month

*Foreign currency rate per month 

*If foreign currency used interest rate differentiation 
	

	
	

	CIF Port of Discharge - AUD
	
	
	

	Duty drawback (if applicable), Import duty paid on imports componentry. Industry rebate eg. CF Custom quota
	
	
	

	Total Column 1
	
	Total 
(EndUser/ Customer Price)
	


Worksheet 20

20   'Cost Plus' Price Calculation

Refer Section 5.4 Price

	Cost Factors
	( $ )

	+ Raw materials
	

	+ Manufacturing costs (e.g. Raw materials)
	

	+ Export packaging
	

	+ Overheads
	

	+ Variable costs
	

	= Factory costs
	

	- Duty drawback on imported components
	

	= Net factory cost 
	

	+ Finance costs
	

	+ Sales & Marketing Costs
	

	= Ex-works selling price
	

	+ Transport to wharf
	

	+ Wharfage and clearance costs
	

	+ Loading charges
	

	= Free on board (FOB) price
	

	+ Freight 
	

	+/- Currency adjustment factor
	

	+/- Bunker surcharge
	

	+  Basic service rate additional
	

	= Cost & Freight (CFR) price
	

	+ Marine insurance
	

	= Cost, insurance & freight (CIF) price
	


Worksheet 21

21   Pricing Plan

Refer Section 5.4 Price

1
Objectives of Pricing Strategy

2
Pricing 

2.1
Cost Information

	Product or Service
	Cost based on reverse pricing

	1.
	1.

	2.
	2.

	3.
	3.


2.2
Major Competitor's Price

	Best Competitor for each Product or Service
	Selling Price (specify currency)

	1.
	1.

	2.
	2.

	3.
	3.


3
Export Price


Based on an analysis of how our product compares with our major competitors and considering all other relevant factors, our export prices will be: 

	Product
	Price (AUD))
	Selling Price (specify currency)

	1.
	1.
	1.

	2.
	2.
	2.

	3.
	3.
	3.


4
Policy 

Policy concerning price increases (timing, exchange rate variations (local currency), how much notification will be given, CPI etc.).

5
Policy Concerning Discounts

	Quantity
	

	Promotional
	

	Payments
	

	Trade
	


6
Credit terms - Conditions of Sale

	Quantity and a description of the goods
	

	The price and the relevant currency
	

	Basis for the quote (eg. EXW - Ex Works; FOB - Free On Board; et cetera)
	

	Point of delivery attached to the price
	

	Terms of payment
	

	Timing of delivery
	


Worksheet 22

22   Developing Your Promotional Action Plan

Refer Section 5.5 Promotion

1
Promotional Mix

1.1
What mix is most appropriate? (Y/N)

	Trade displays
	
	Direct mail
	

	Personal Selling
	
	Public relations/publicity
	

	Give-aways or discounting
	
	In-store promotions
	

	Advertising: newspapers, radio, TV, Trade Press
	
	Samples
	


1.2
What are the costs and benefits of using the methods you have chosen?

2
Financial Considerations

2.1
What is the promotional budget recommended to achieve target sales?

2.2
What is the estimated cost?

2.3
How will the promotional program be funded?

2.4
What are the proposed contributions by the local agent/representative?

3
Performance Criteria

3.1
What is the measurable objective of the promotional program?

3.2
Who will assess the effectiveness of the promotional program? When?

4
Selling

4.1
Describe the role of personal selling in the marketing of the products and services, including:

a)
Sales strategy.

b)
Timing and duration of visits and sales activities by Australian-based  employees and agents.

c)
Sales activities by people in the market. Describe who will sell, how they will do it, where and how often. It is possible to describe the outcomes from this selling to assess the benefits of each. You should also describe what sales training you will undertake, especially for the agents representatives.

Worksheet 23

23   Promotional Action Plan

Refer Section 5.5 Promotion

	Aspect
	Modifications Required Action Plan
	Person Responsible
	By When

	1
Promotional mix
	
	
	

	2
Financial considerations
	
	
	

	3
Performance criteria
	
	
	

	4
Selling
	
	
	


Worksheet 24

24   Sales Forecasts

Refer Section 6 Resourcing for Exports

	
	Year 0
	Year 1
	Year 2
	Year 3

	Product/Service A
	
	
	
	

	Units
	
	
	
	

	Price
	
	
	
	

	$ Sales
	
	
	
	

	
	
	
	
	

	Product/Service B
	
	
	
	

	Units
	
	
	
	

	Price
	
	
	
	

	$ Sales
	
	
	
	

	
	
	
	
	

	Product/Service C
	
	
	
	

	Units
	
	
	
	

	Price
	
	
	
	

	$ Sales
	
	
	
	

	
	
	
	
	

	Other Revenue
	
	
	
	

	
	
	
	
	

	Total Units
	
	
	
	

	Total Sales ($)
	
	
	
	


Worksheet 25

25   Project Budget

Refer Section 6 Resourcing for Export

	
	Year 0
	Year 1
	Year 2
	Year 3

	5Ps
	($)
	($)
	($)
	($)

	1.
Product/service modifications
	
	
	
	

	2.
Service policy costs
	
	
	
	

	3.
Distribution set up costs
	
	
	
	

	4.
Promotional costs
	
	
	
	

	5.
Partnering
	
	
	
	

	Resources
	
	
	
	

	1.
Extra investment
	
	
	
	

	2.
Staff
	
	
	
	

	3.
Product development
	
	
	
	

	4.
R & D
	
	
	
	

	5.
Increased capacity
	
	
	
	

	6.
Quality improvements
	
	
	
	

	Total
	
	
	
	


Worksheet 26

26   Profit & Loss Statement

Refer Section 6 Resourcing for Export

	
	Year 0

( $ )
	Year 1

( $ )
	Year 2

( $ )
	Year 3

( $ )

	Sales
	
	
	
	

	less Cost of Sales
	
	
	
	

	Gross Profit
	
	
	
	

	Less Total Expenses
	
	
	
	

	Net Profit
	
	
	
	


Worksheet 27

27   Cash Flow Statement

Refer Section 6 Resourcing for Export

	
	Year 0

( $ )
	Year 1

( $ )
	Year 2

( $ )
	Year 3

( $ )

	Opening Balance
	
	
	
	

	
	
	
	
	

	Cash in
1. Cash Sales
	
	
	
	

	
2. Receipts
	
	
	
	

	
3. Interest
	
	
	
	

	
4. Other
	
	
	
	

	Total Cash In
	
	
	
	

	Total Available
	
	
	
	

	
	
	
	
	

	Cash Out 
1. Purchases
	
	
	
	

	
2. Wages
	
	
	
	

	
3. Project Costs
	
	
	
	

	
4. Other
	
	
	
	

	Total Cash Out
	
	
	
	

	Closing Balance
	
	
	
	


Worksheet 28

28   Project Action Plan

Refer Section 6 Resourcing for Export
	Aspect
	Action Plan
	Person Responsible
	By When

	Sales
	
	
	

	Investment
	
	
	

	Staffing Needs/Skill Development
	
	
	

	Product Development / R&D
	
	
	

	Increased Capacity
	
	
	

	Quality Improvement
	
	
	

	Financing Requirements
	
	
	


Worksheet 29

29   Revised Export Statement

Refer Section 7 Export Planning

1
Export Objectives

2
Key Reasons for Exporting

3
Export Products or Services

4
Target Markets

5
Target Customers

6
Export Competitors and Your Competitive Advantages

7
Distribution Channels 

Worksheet 30

30   Summary Marketing Plan

Refer Section 7 Export Planning

	1. Export Partner Details

	A.
	B.

	Name:
	
	Name:
	

	Address:
	
	Address:
	

	Contact Person:
	
	Contact Person:
	

	Details of Company:
(size, experience, skills, distribution network etc)
	Details of Company:
(size, experience, skills, distribution network etc)

	
	

	Exclusive? (Y/N)
	
	Exclusive? (Y/N)
	

	Distributor agreement required? (Y/N)
	
	Distributor agreement required? (Y/N)
	

	Stage of development:
	
	Stage of development:
	

	Important cultural differences and business protocols of target market:

	


	2
Product Features

	Modifications to features, style, optional extras required:

	

	Quality standards required: 

	

	Packaging & size modifications needed:

	

	Legal protection required for brand names and trade marks:

	


	3. Service Policies

	After sales service:

	

	Warranties:

	

	 Returns:

	


	4
Distribution Logistics

	Estimated lead time to market:



	Minimum & maximum order sizes:



	Regional coverage:




	5
Promotional Plan

	Objectives:

	

	Budget:

	

	Activities planned:

	

	Details of sales plan:

	


	5
Pricing (see Worksheet 21)

	


Worksheet 31

31   Summary Resource Plan

Refer Section 7 Export Planning

1
Sales Forecasting (see Worksheet 24)

2
Resources

Investment:

Staffing Needs/Skill Development:

Product Development/R & D:

Capacity:

Quality:

3
Financial Information (see Worksheets 25-27)

4
Export Financing

Sources of Funding:

Relevant Export Funding Schemes:

5
Export Payments

Preferred Method:

6
Reducing Export Risks

Risk Reduction Strategies:

Winning Exports - Export Action Workbook
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