GLOBAL MARKET ENTRY PROGRAM

Modul 2.2 AMBITION

BUSINESS ENABLERS

“IF THEY ARE MISSING, EVEN A STRONG IDEA WILL STRUGGLE."

BUSINESS ENABLERS ARE THE
KEY FACTORS THAT MAKE SUCCESS POSSIBLE.

THE THINGS YOU NEED TO
HAVE IN PLACE TO MAKE
YOUR MARKET ENTRY WORK

PRODUCT
LOCALISATION

DISTRIBUTION
CHANNELS

SALES &
MARKETING

ORGANIZATIONAL
STRUCTURE

FINANCIAL
RESOURCES

WHAT IS URGENT NOW?

How will you adapt your
product or service to
meet local preferences?

What are the most
effective ways to reach
your target audience?

How will you promote
your offering and build
brand awareness?

Do you need local
teams or partners to
support your expansion?

What are the budget
requirements for market
entry and growth?
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WHAT CAN COME LATER?

WHAT IS ONE THING THAT MUST BE IN PLA

FOR YOU TO SUCCEED IN YOUR MARKET?

“SOME THINGS YOU NEED TO ENTER — OTHERS ONLY WHEN YOU GROW.”

TO ENTER?

IMPACT
ON
OBJECTIVES
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DEFINING MARKET ENTRY STRATEGIES

TO-DO
BEFORE
SCALING




7 P MARKET ENTRY APPROACH

REFERS TO THE GOODS OR SERVICES YOUR BUSINESS PROVIDES. /

@ * WHAT ADJUSTMENTS OR ENHANCEMENTS ARE NECESSARY TO MEET LOCAL NEEDS AND PREFERENCES?
ST @ DOES THE PRODUCT REQUIRE LOCALIZATION FOR THE NEW MARKET?
REFERS TO THE AMOUNT CUSTOMERS PAY FOR YOUR PRODUCT OR SERVICE AND THE PRICING STRATEGY YOU USE. /

® WHAT IS YOUR PRICING STRATEGY FOR THE TARGET MARKET?

PRICING L4

HOW DOES YOUR PRICING COMPARE TO COMPETITORS AND HOW DOES IT ALIGN WITH LOCAL PURCHASING POWER?

REFERS TO THE COMMUNICATION AND MARKETING ACTIVITIES USED TO CREATE AWARENESS, ATTRACT CUSTOMERS, AND BUILD /
TRUST IN YOUR BRAND.

@@e ¢ WHAT PROMOTIONAL ACTIVITIES ARE NEEDED TO RAISE BRAND AWARENESS IN THE NEW MARKET?
ooy ® HOW WILL YOU DIFFERENTIATE YOUR BRAND TO STAND OUT FROM COMPETITORS?

MARKETING
REFERS TO THE CHANNELS AND LOCATIONS WHERE CUSTOMERS ACCESS, PURCHASE, OR RECEIVE YOUR PRODUCT OR SERVICE. /

Q% o ® WHICH DISTRIBUTION AND SALES CHANNELS WILL YOU USE TO REACH YOUR CUSTOMERS?

S O ® HOW WILL YOUR PRODUCT / SERVICE BE AVAILABLE TO CUSTOMERS (E.G. ONLINE, PHYSICAL RETAIL, PARTNERSHIPS)?

PLACE

SALES & DISTRIBUTION CHANNELS ® WHAT IS YOUR STRATEGY FOR PROVIDING A SEAMLESS CUSTOMER EXPERIENCE?

ARE THE INDIVIDUALS WHO REPRESENT YOUR BUSINESS AND INTERACT WITH CUSTOMERS AT EVERY TOUCHPOINT. /

* WHO ARE THE KEY PARTNERS AND TEAM MEMBERS THAT WILL HELP YOU SUCCEED?

b * WHAT LOCAL EXPERTISE OR RELATIONSHIPS DO YOU NEED TO LEVERAGE YOUR IMPACT?

STAFF, CUSTOMERS & PARTNERS

REFERS TO THE SYSTEMS AND WORKFLOWS THAT GOVERN HOW YOUR PRODUCT OR SERVICE IS DELIVERED TO CUSTOMERS. /

® ® WHAT PROCESSES SHOULD BE IMPLEMENTED / ADJUSTED TO ENSURE EFFICIENT OPERATIONS AND SCALABILITY?

@

s ® ARE THERE OPERATIONAL (OR OTHER) CHANGES NEEDED FOR MARKET ENTRY?

PRODUCTION TO SALES

REFERS TO THE OVERALL FINANCIAL HEALTH OF OUR BUSINESS AND THE REVENUES IT GENERATES. /

R ® HOW WILL YOU MEASURE SUCCESS IN THE NEW MARKET?
A

e ® \WHAT IS YOUR PLAN FOR FINANCIAL SUSTAINABILITY AND GROWTH INVESTMENT / MARGIN DEVELOPMENT?

HEALTHY P&L & INVESTMENTS



OBIJECTIVES

1 2

STRATEGIES

OBJECTIVE

Build a strong market presence and become a
recognized player in the industry.

Lay the foundation for sustainable revenue growth
in the new market.

SMART GOAL

Achieve 50,000 targeted impressions via localized
digital campaigns within 3 months.

Generate €100,000 in revenue from the new
market within the first year.

D@ @

A STRATEGY DEFINES THE JOURNEY FROM “WHERE YOU ARE NOW" TO

“WHERE YOU WANT TO BE" (YOUR OBJECTIVES).

OUTLINING THE KEY FOCUS AREAS AND STEPS NEEDED TO REACH YOUR GOAL.

STRATEGY

By launching localized digital campaigns aimed at raising brand
awareness through tfargeted ads, social media presence and content
marketing.

By developing a sales strategy with diversified revenue models,
including targeted customer acquisition, retention plans and upselling
opportunities, to drive sustainable growth.
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