TIPS FOR GOING
INTERNATIONAL

Jonathan Fink, the managing
director of TSI Global Consulting,
shares a few pointers in regard to
navigating international markets.

» Companies must be willing
to invest the upfront capital
financial and human, to ex
and globalize their operations.

Are you familiar with the culture
and business environment of a foreign
market? It isn‘t as easy as taking a
plane to Indonesia, signing a licensing
agreement, and returning home. “It
doesn’t work that way,” Fink says.
“Business is very personal in most
emerging markets. If you don't get to
know them personally, they will never
do business with you.”
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Indonesia, h

with managers and their families,
before they would sell him a con-
tainer load of goods.

* Are you ready to do business
by a handshake?

When firms go international, they
need to consider whose laws are
applied when disputes arise. How
are contracts enforced? “There are
arbitration clauses within contracts,”
Fink says, “but in general when you do
business internationally, you do it by a
handshake and trust. The meaning of a
contract is very limited in most emerg-
ing markets, especially in Asia.”

This approach is something most
America manufacturers are not used
to. “We do business at arms length
in this country because we have a
marketplace that is grounded in a
codified legal system that nurtures,
cultivates and supports manufactur-
ers, and they can rely on that legal
system to back them up,” Fink
notes. “That is not in the case in
most countries around the world.”

To learn more about international
site selection, visit
www.tsiglobalconsulting.com.
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HOW BEST TO NAVIGATE
INTERNATIONAL MARKETS

> >So you want to enter the

international marketplace?
Before you ask how and where to
begin the process, make sure you
understand your motivation. Is the
domestic marketplace saturated?
Are you looking for a country with
lower wage rates?

“International site selection is a
complex issue because in making
a decision about which market to
enter, it really involves variables that
encompass economic, political and
cultural factors, as well as compar-
isons,” says Jonathan Fink, managing
director, TSI Global Consulting,
based in San Antonio. Fink works
with small to medium-sized compa-
nies, those whose revenues range
from $2 million to $50 million.

His expertise includes exporting,
distribution and source channel
development.

Fink has also launched his own
international operations; and has
been an export marketing advisor to
a large Indonesia textile mill. In
1996, he began exporting container
loads of raw materials from Jakarta,
working with 15 different textile mill
suppliers in Southeast Asia, to sup-
ply importers and larger manufactur-
ers. For the last several years, Fink
has assisted American manufacturers
in a wide variety of industries to set
up marketing and distribution net-
works, primarily in Mexico, Latin
America and Southeast Asia.

Business Xpansion Journal:
Jonathan, what are the top factors to
consider when exploring entering
international markets?

Fink: In general, the real issue is
that when companies want to go
international they tend to say: How
do we do this? Where do we go?
What do we do?

To be frank, there isn't any one
model to use. What makes the deter-
mination is: What is the objective
of the client? Do they want to go

international because their domestic
market is exhausted? Are they at the
end of the life cycle for a particular
product?

For example, T am working with
a company whose product removes
water-based corrosion in metal pip-
ing systems. They are facing a lot of
competition from other corrosion
removal processes and from suppliers
of pipes that are developing compos-
ites that don't corrode or do it at a
much slower rate. So the firm wants
to take the product into developing
country markets. In that case, emerg-
ing markets in Latin America or Asia
may be attractive,

In other cases, il a company wants
to develop internal markets for prod-
ucts, you wouldn’t want to go into
countries such as Bangladesh or
Indonesia, where the GDP per capita is
very low, and where you would have a
limited market. You may find a market
in major metros of these areas, but
overall, for most consumer products,
the market is young and limited.

BXJ: What other considerations
should businesses explore when
delving into a foreign market?

Fink: It is a complex process
because it involves a number of
variables, which can include: the
levels of corruption; economic
growth; profit repatriation possibilities
if they are investing; and labor laws.

Everyone wants to go into the
lowest wage country. The problem is
wages are relative. Companies need
to look at productivity. For example,
if wages are five times higher in the
United States than they are in
Mexico to produce a widget, the
consensus is to rush to Mexico and
produce the widget there. The reality
is if each worker in the United States
produces 10 widgets an hour; and
each worker in Mexico produces two
widgets an hour, then the wages
aren’t cheaper. Drill deeper when
looking at these markets.
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