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THE PURPOSE OF THE CLIENT WORKBOOK
The purpose of this workbook is to guide your business through the key
stages of exporting your products or services to new markets — from initial
research, to preparing for your first sale, and to continuous growth through
exporting. The Workbook will walk you through the Export Pathway and its
four stages: Awareness, Planning & Validation, Initial Market Entry, and
Market Development and Growth.
Your Export Navigator workbook is just that — a work-book! It is designed to be interactive and to encourage you to write down
your findings, your ideas, and keep track of your progress. Take it to all your meetings with your Export Advisor, to networking
events and keep it handy as you never know when you’ll discover something about exporting!
Keep in mind that your next market doesn’t have to be far away. If you’re currently selling in Northern B.C., consider looking east
to Edmonton or Fort McMurray. If your biggest market is in the Lower Mainland, look south to Washington state. If you’re already
selling to another market, look at expanding further within that country or region to strengthen your position.

CLIENT PROFILE
Business Name:

Date started:

Sector:			
Top Export Products or Services for Export:			
Notes: 			
				
			
My Export Advisor:			
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INTRODUCTION — EXPORT NAVIGATOR PILOT
In the fall of 2015 the Province undertook a series of discussions with the
business community to better understand why some B.C. companies experience
challenges that deter them from exporting, while others appear to sail past those
challenges and export with ease. The Province also wanted to understand how
current export services meet the needs of B.C.’s business community.
Over 600 businesses responded to the Province’s survey on
export barriers and services, and more than 40 businesses
were interviewed by the Province or participated in one of
three roundtable discussions. In addition, a further thirteen
service providers who are engaged in delivering export
services provided input. The feedback consistently identified
a limited awareness of the existing services available, and a
general lack of understanding on how to access those export
services. Most critically, the survey concluded that there is no
single resource that connects businesses to available export
programs and services, and they want one. It is from this
market research that the concept of the Export Navigator
pilot began. A report on the Province’s outreach and its
findings can be found here: http://www.britishcolumbia.ca/
TradeBCPortal/media/Marketing/insights-into-exportingbusiness-perspectives-in-bc.pdf
Following the report, a stakeholder workshop was held
to look at the key areas where businesses had asked for
support. The aim was to identify collaborative solutions to
align existing services and to develop solutions that better
meet business’ export needs. During the workshop, the four
stages of the Export Pathway were identified and expanded
to include key components, and a new service tool was
developed — the Export Navigator — based on the concept
of providing export advisors within B.C. communities. In
addition, the Export Navigator Advisory Council was created
to ensure that the export-related information and services
presented to clients in the program remain current and
relevant to the needs of B.C.’s business community.

WHAT TO EXPECT FROM EXPORTING?
•	It’s a long term commitment — while exporting can hold great
economic and business stability benefits, it can take months or
even years before you see a significant return on your investment.
It takes time, effort, resources, and dedication to establish and
maintain a position in new markets.
•	Increased costs — you may have to modify packaging, purchase
new machinery, or adapt your products or services to compete in
new markets. In addition, you can expect to incur costs for things
like travel, new marketing materials and additional staff time for
research, administration and sales.
•	Language and cultural differences — be open to new ways of
doing things.
•	Paperwork — before your goods leave the Canadian border, and
before they enter foreign markets, governments require a lot of
documentation.
•	Competition — you’re going to face established competitors
who may try and squeeze you out. Familiarize yourself with the
competition in your target market and build on your competitive
advantages to give you an edge.
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YOUR EXPORT PATHWAY
The Export Pathway identifies four key stages: Awareness,
Planning and Validation, Initial Market Entry, and Market
Development and Growth. With the assistance and support of
your regional Export Advisor, specialized service providers, and
provincial and federal government trade officers, you will be
able to efficiently and effectively navigate the export process
and grow your sales outside of B.C.

new customers. Equally important, your Export Advisor will
utilize the guided referral system to match you with, and ensure
a smooth transition to, the right service providers at the right
time. Your Export Advisor will also work with you to ensure that
you are prepared and equipped to meet the referral criteria that
may be required by service providers. For example, to receive
Accounts Receivables insurance, Export Development Canada
(EDC) requires a company to be incorporated. However, Small
Business BC currently has no thresholds for participants to
enroll in their exporting seminar.

A well-developed export strategy, in combination with your
commitment to the process, will help you define your export
goals and focus your resources most effectively to serve your

STAGE 1: AWARENESS
Awareness
of exporting
as a growth
strategy

Assessment —
Are you ready
to export?

Build your
international
network

Business plan
or business
expansion plan

STAGE 2: PLANNING & VALIDATION
Market entry
knowledge

Develop
export plan

Financial
planning

Opportunity
validation

Operational
planning

Distribution
& supply
chain

Build your export
focused network

Export market
identification

Ask for
financing
(external &
internal)

STAGE 3: INITIAL MARKET ENTRY
Implement
and validate
export plan

Initial
market
visit

B2B / B2G
meetings

Product
readiness

Logistics

Contracts
(sales &
legal)

STAGE 4: MARKET DEVELOPMENT AND GROWTH
Revise
export plan

Sustained market presence

Troubleshooting
assistance

Enter new
markets

These items are strongly recommended
as necessary steps before moving
further along the Export Pathway

*Company due diligence is necessary throughout the continuum
5
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Exporting builds
sustainable businesses
and sustainable
communities

STAGE 1: AWARENESS
Awareness
of exporting
as a growth
strategy

Assessment —
Are you ready
to export?

Build your
international
network

Business plan
or business
expansion plan

Objective: Understand why exporting outside of B.C. is one way to increase your sales and build a more sustainable business
Why it’s Important: Exporting is neither a quick fix nor a short term strategy;
you need to understand the benefits and the risks to fully commit yourself to the process

How to Accomplish: Talk with your Export Advisor, read about exporting and start your market research

A. WHAT IS EXPORTING?
A strong economy with sustainable job growth requires
companies to be selling to diverse and growing markets.
We know that it is not enough for businesses to rely on their
local market to sustain profits; at some point, a local business
will be faced with new competition that disrupts its traditional
sales base. Or a major purchaser will move out of the region,
leaving local businesses without an alternative customer
to fill the void. Without buyers from a variety of markets to
supplement local demand, a company is at risk of eventual
closure. If the majority of companies in a community are
relying on this model rather than diversifying through exports,
the entire community becomes vulnerable to the shifting
fortunes of a single company or sector.
Source: http://www.britishcolumbia.ca/TradeBCPortal/media/
Marketing/insights-into-exporting-business-perspectives-inbc.pdf

Why expanding your sales outside of B.C. is
a great thing! (once you’re ready)
Expanding sales outside of your home market is an excellent
way to make your business sustainable in the long-run. There
are many benefits, with three stand-outs:
1. Diversify your markets — If your primary market starts
to slow down, or suddenly drops, you’ll have other sources of
revenue. Just like you wouldn’t want to be dependent on only
one customer, one market is also risky. Market diversification
can help with seasonal fluctuations — you can sell winter
clothing to Australia in June!
2. Increased production can lead to decreased costs — This
won’t happen overnight, but in the long-term (and that’s what
exporting is all about), the more products you produce, the more
your overhead and cost per unit will decrease.
3. Innovation — Innovation in product flavour, packaging, size
or delivery may be required to enter a new market. These new
innovations may also be used in your domestic market to further
grow your sales.
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As you start to learn about exporting, here is a very
basic, high-level overview of the exporting process.
1. Register your business with the Canada Revenue Agency to obtain a Business Number (BN) and a free import/
export account.
2. C
 onfirm the goods you want to export are allowed to be exported and if any special licenses, permits or
certificates are required before you export.
3. C
 onfirm your goods are considered Canadian (are any of the inputs imported?)
4. E nsure that your goods are allowed into the country of export.
5. Prepare paperwork to leave Canada, and paperwork needed to enter the receiving country and classify your
goods using the international “Harmonized System” codes.
6. A
 rrange transportation and logistics including customs brokerage.
7. Keep all your documents for six years.
Source: Adapted from Canada Border Services Agency http://www.cbsa-asfc.gc.ca/export/guide-eng.html

7
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FLOW OF GOODS

Exporter
(Supplier)

Canadian Government
Agencies

Freight Forwarder
Custom Broker
Foreign Border
Services
Importer
Agent/Distributer/Buyer
Source: Small Business BC (SBBC)

B. ASSESSMENTS — ARE YOU READY TO EXPORT?
The following assessments are provided to determine your export knowledge, your business’ and products’ readiness and your
commitment to the export process. It will help your Export Advisor determine your starting point along the Export Pathway,
and match your company with the appropriate service providers at the right time.

i. Personal Self-Assessment

ii. Business Assessment — Export Readiness

1. Why do you personally want to sell outside of
British Columbia?

1. Is exporting part of your business plan?

Yes

No

a. If yes, does your business plan include an
international marketing plan with goals and target
markets?
Yes No
2. Do you currently have a process to manage international
enquiries?
Yes No

2. Are you, or key personnel, willing to spend one week or
more outside of B.C. at trade shows or meetings? The trip
will cost a minimum of $2,000 per person within Canada
and up to $10,000 internationally. Government assistance
may or may not be available.
1 not willing – 5 very willing
3. Are you, or key personnel, willing to conduct business in a
foreign language using a translator and willing to adjust to
a potentially unfamiliar business culture?

a. If yes, please elaborate
		

3. H
 ave you sold any of your products or services outside of
B.C.? In person, at a trade show, over the phone or online?
Yes No

a. If yes, please elaborate
		

1 not willing – 5 very willing
4. Can you gain consensus from the majority of your team,
Board of Directors, and other stakeholders to dedicate
significant resources to a market outside of B.C.? It will
require a long-term commitment of management and
administrative time, production capacity and cash-flow.

b. If yes, have you visited that market(s) on a business trip?
Yes No
If yes, what was the outcome?
		

1 unlikely – 5 very likely to gain full support
THE EXPORT NAVIGATOR PILOT CLIENT WORKBOOK
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4. Have you visited any potential new market(s) on a
business trip?
Yes

10. What is your knowledge and comfort level with the
No
following export service providers and requirements?
a.
Logistics and Transportation
	If yes, which ones, why and what was the result?
1 low knowledge – 5 very comfortable
		
b.
Customs Providers and Customs Regulations
		
1 low knowledge – 5 very comfortable
c. B.C. and Canadian Government offices to help exporters
5. Have you spoken with any agents, buyers or sales contacts
1 low knowledge – 5 very comfortable
in markets outside of B.C.?
Yes No
d. Export financing and foreign payment options
(e.g. letters of credit)
	If yes, which markets, and did you make a sale?
1 low knowledge – 5 very comfortable
		
11. What is your knowledge and comfort level with the
following export requirements?
6. Are your domestic competitors selling overseas?
Yes

No

If yes, where?
7. Do you have export pricing? Example, FOB (Free On Board)
prices?
Yes No
8. Do you have an idea of any markets outside of B.C. that
would be a good market for your product or service?
Yes No

a. Paperwork needed to move your product outside of
Canada and into another country?
1 low knowledge – 5 very comfortable
b. International standards for your product or service?
1 low knowledge – 5 very comfortable
12. D
 o any of your senior management team have
international experience?
Yes

No

	a. If yes, which markets?		

If yes, which markets and why:

13. If a buyer comes to you with a medium to large order,
do you have the capacity to meet it within a reasonable
	
a.
timeframe?
Yes No
		
		
14. D
 o you have the capacity to provide after-sales service to
a new market?
Yes No
15. If your export or domestic market grows, can you
	
b.
effectively service both?
Yes
		
iii. Business Assessment — Sales Within B.C.
		

No

1.	Are your sales in B.C. declining, staying steady, growing
steadily, or growing very rapidly?
	
c.
2.	How diversified, by channel, are your sales in B.C.?
		
1 focused on one channel (e.g. retail) - 5 very diversified,
		
selling into multiple channels (e.g. retail, e-commerce, craft
fairs)
9. What are your expected benefits of expanding into new
3. Are your products available online?
Yes No
markets?
4.	What percentage of your revenue are you spending on
		
marketing?
		
	a. Where would money for international marketing come
		
from — existing marketing budget or new funds?
		

9
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iv. Product Assessment
1. Does your product require any type of certification?
(e.g. CSA standards)
Yes No
a. Is this certification recognized internationally?
Yes

No

2.	Are there international packaging standards or
requirements for your products? (e.g. wine typically comes
in a 750 ml bottle around the world)
Yes No
3.	Are you willing to modify your product (e.g. packaging size,
ingredients) to sell in another market?
Yes No
a. If you need to modify your product or packaging — do
you have access to someone who could help you? (e.g.
a food scientist for product formulation, a bottle supplier
if you need a smaller bottle than you sell in B.C.)
Yes No
4.	Does your product have a limited shelf life or require
special handling in transport?
Yes No
	a. If yes, is it possible to ship overseas? 		

5.	Can your service be effectively utilized in another market
with a different language, culture or business style, and can
it be provided in another manner than in-person?
Yes No
6.	Does your product have any security or sensitive
components that may face export restrictions?
Yes

No

7.	Do you have any proprietary information or Intellectual
Property or trademarks to protect?
Yes No
	a. If yes, have you ever looked into protecting it outside of
Meet with your Export
B.C. or Canada? What did you learn from your research?		
Advisor to analyze your
		
		
assessment, determine your

8.	Are you able to provide after-sales service in another region
or country - do you have the staff and the capacity?
Yes No
	 a. If No, are you able to find more qualified staff to
provide it?

starting point along the
Export Pathway, discuss the next steps
towards building your international
network, writing or updating your
business plan, and the timeline to
graduate to Stage 2.
THE EXPORT NAVIGATOR PILOT CLIENT WORKBOOK
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C. HOW TO BUILD YOUR INTERNATIONAL
NETWORK

E. STAGE 1 RESOURCES

Building your international network is crucial to exporting,
and it usually makes the process more enjoyable too! This
doesn’t mean you’re buying a plane ticket right away — you
can build your international network from your hometown.
Consider the following:

1. BC Ministry of International Trade — Determine Your
Export Readiness http://www.britishcolumbia.ca/export/
exporting-your-products/determine-your-exportreadiness/

Export-Readiness Assessment Tools

• Do you or your staff speak languages other than English,
or have cultural ties to another market?

2. Forum for International Trade Training (FITT) Integrative
Trade Competency Diagnostic Tool http://fittfortrade.com/
integrative-trade-competency-diagnostic-tool

• Is there a cultural organization in your community
associated with an export market you might consider?

Business Plan Resources

• Do you have friends, family or LinkedIn contacts outside
of B.C.?
To find like-minded businesses or experienced exporters that
you can learn from, go to seminars, business breakfasts and
join relevant webinars. Perhaps you can even form a united
front and head to tradeshows together as part of a larger B.C.
or Canadian industry or geographical group.

D. THE BUSINESS PLAN
Your business plan is an essential tool in guiding your
business forward; it is also a necessity to get financing
and credit. Your Export Advisor can refer you to online and
in-person resources to assist with writing or updating your
business plan.

1. Community Futures
http://www.communityfutures.ca/small-business-toolkit
2. Small Business BC
http://smallbusinessbc.ca/services/business-plan-services/
3. Futurpreneur
4. ScotiaBank
5. Canada Business Network
These suggestions are to get you started; your Export Advisor
can connect you with more resources tailored to the specific
needs of your business.

Standard Business Plan Components
1. Executive Summary — capture the highlights of the
business plan
2. Business and Company Description — how you and your
product or service are unique in the market
3. External Environment: Industry and Market — analysis
of the marketplace, the competitive landscape and your
position
4. Marketing and Sales Strategies — define your market, who
your target customers are and how you will penetrate the
market
5. Management and Human Resources Strategies — key
people, how they work together and how you will retain
them
6. Operations Strategy — day-to-day operations and how
your business will operate
7. Financials — sales, cash-flow statement, revenue
projections
8. Appendix — additional documents that are relevant to
sections above

Write or update your
company’s business plan

11
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STAGE 2: PLANNING & VALIDATION
Market entry
knowledge

Develop
export plan

Financial
planning

Opportunity
validation

Operational
planning

Distribution
& supply
chain

Export market
identification

Build your export
focused network
Ask for
financing
(external &
internal)

Objective: Assess the opportunity, build the plan, develop your resources and obtain financing
Why it’s Important: Confirm you’re targeting the right markets and focus your resources appropriately
How to Accomplish: Research the markets and develop your export plan

A. EXPORT MARKET IDENTIFICATION
Objective: Identify 3 to 5 markets where your products or
services have the potential to succeed
Why it’s Important: Make an informed decision about which
market(s) to approach, and therefore prevent wasting time and
resources
How to Accomplish: Research and evaluate your options

4. Do you have contacts, family, friends, former colleagues or
the like living in other markets?
Yes No
a. If yes, which ones?
5. Are your domestic competitors exporting?

Yes

No

a. If yes, to where?

NOTE You can identify two different markets within the same
country! (e.g. New York City and San Francisco)

Refer to the customer profile developed in your business
plan, list five markets outside of B.C. that are likely to have
similar customers and customer needs.

1. From a potential new market, have you been contacted
by any:

1.
2.

a. Consumers

Yes

No

b. Wholesalers

Yes

No

3.

c. Agents

Yes

No

4.

d. Other

Yes

No

	If yes, from which countries, and what was the outcome?

5.

		
2. Have you traveled to a potential market on a business trip?
Yes No
a. If yes, which markets and why?
		

3. Does someone in your company speak another language?
Yes No
a. If yes, which one(s)?
		

THE EXPORT NAVIGATOR PILOT CLIENT WORKBOOK
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Write down the top 1 - 3 new markets you’ve identified, and the
reasons you chose them.
MARKET #1:

RANK:

Reasons:

Travel to new markets is a key to success in exporting — what is your or your team’s personal level of interest to travel to this
market? Scale: 1–5

MARKET #2:

RANK:

Reasons:

Travel to new markets is a key to success in exporting — what is your or your team’s personal level of interest to travel to this
market? Scale: 1–5

MARKET #3:

RANK:

Reasons:

Travel to new markets is a key to success in exporting — what is your or your team’s personal level of interest to travel to this
market? Scale: 1–5

13
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MARKET #1:
B. MARKET ENTRY KNOWLEDGE
Objective: Compare and contrast each market to identify
where your products are most likely to be successful
Why it’s Important: Allows you to gauge the potential for
business within a particular country, and prevent wasting time
and money on the wrong market
How to Accomplish: Research and assess the following topics
in depth, then return to the workbook to write down your key
findings

1. Market research — key observations that relate to your
exporting success
	
a. Culture
		
	
b. Language
		
	
c. Legal environment
		
	
d. Economic conditions
		
	
e. Political stability
		
f. Is your product or service relevant, is it needed?
	g. Attitudes towards Canada and Canadians
		
	h. Existing B.C. and/or Canadian government support
		
	i. Other B.C. companies in any industry selling in that market
		
		
		

2. Government regulations
a. Canadian
		 i. A
 re licenses, permits or certificates needed to export
your product or service?
Yes No
		
		
	
FACT — As of March 2017, Canada has sanctions and
related measures in place against 21 countries.
	
Source: http://www.international.gc.ca/sanctions/countriespays/index.aspx?lang=eng

RANK:
b. Foreign market entry requirements
		
i. Relevant product or sector regulations
		
ii. Packaging and labeling
		iii. International standards (e.g. the CE Mark for Europe)

		
iv. Import licenses
c. Does Canada have any trade agreements or preferential
tariffs with this market?
Yes No
		Canada has trade agreements with many countries, and
over 15 Free Trade Agreements (FTAs), such as NAFTA
with the USA and Mexico.
		“An FTA enables you to compete on a more even
playing field with local firms in the FTA partner country.
Under an FTA, a range of Canadian goods and services
benefit from the reduction or elimination of tariff and
non-tariff barriers to trade, such as quotas or technical
barriers.”
Source http://www.international.gc.ca/trade-agreements-accordscommerciaux/agr-acc/fta-ale.aspx?lang=eng Once you’re prepared,
your Export Advisor can introduce you to provincial and federal trade
commissioners that specialize in your sector and/or target market.
		For full details on Canada’s trade negotiations and agreements,
visit: http://www.international.gc.ca/trade-agreements-accordscommerciaux/index.aspx?lang=eng

3. Market details — what to consider
	
a. Size of market
		
	
b. Customer needs
		
	
c. Costs of servicing that market from B.C.?
		

Exporting Tip
Some foreign governments require specific
certificates from Canadian government agencies
for the products to be allowed into the country,
for example, the Canadian Food Inspection
Agency (CFIA) has a list of common food
products to require certificates for export

THE EXPORT NAVIGATOR PILOT CLIENT WORKBOOK
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4. M
 arket entry model — How will you sell into the new
market?
a. Direct exports — selling to the consumer

Yes

No

b. Indirect exports — selling through an agent,
distributor, or a 3rd party e-commerce platform
(e.g. Amazon, eBay)
Yes

No

c. Private label products — “White” label
your goods under a new, local brand

Yes

No

d. License your technology or brand

Yes

No

e. Partnerships and Joint Ventures

Yes

No

	
g. Packaging — is it specialized for that market? (e.g. metric
vs. imperial system or gift packaging for every product)

7. Can you trademark your name/patent/Intellectual
Property (IP) in your desired country?
	
a. Will you enter the market without a trademark?
	
b. How enforceable is your IP in your desired country?

5.	Potential customers — Can you name 3 to 5 potential
customers in this market?

8. The level of difficulty of logistics
	
a. Freight considerations

6. Existing competitors — both in-market domestic and

	
b. Insurance costs

other imports
	
a. How competitive is your product or service category?
	
c. Warehousing

	
b. What are your advantages?

	
c. What are your competitors’ advantages?

	
d. What is your product or services’ positioning (e.g. is your
product considered a luxury item in the new market?)

	
d. In-country storage and transportation

9. Paperwork — what documents are required?
a. Packing slip

Yes

No

b. Invoice

Yes

No

c. Sanitary or Health certificate

Yes

No

d. Manufacturer’s declaration

Yes

No

e. Certificate of Origin

Yes

No

f. 		
g. 		
h. 		
	
e. How does your product or service compare in terms of
pricing?

	
f. How are they being offered? (e.g. online, retail, big box
stores, licensing)

i. 		

10. Ease of payment and transferring funds
a. Is Canadian currency widely accepted?
b. Will you have to convert into USD first?
c. Can your financial institution
assist with international payments?

Yes
Yes

No
No

Yes

No

15
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MARKET #2:
B. MARKET ENTRY KNOWLEDGE
Objective: Compare and contrast each market to identify
where your products are most likely to be successful
Why it’s Important: Allows you to gauge the potential for
business within a particular country, and prevent wasting time
and money on the wrong market
How to Accomplish: Research and assess the following topics
in depth, then return to the workbook to write down your key
findings

1. Market research — key observations that relate to your
exporting success
	
a. Culture
		
	
b. Language
		
	
c. Legal environment
		
	
d. Economic conditions
		
	
e. Political stability
		
f. Is your product or service relevant, is it needed?
	g. Attitudes towards Canada and Canadians
		
	h. Existing B.C. and/or Canadian government support
		
	i. Other B.C. companies in any industry selling in that market:
		
		
		

2. Government regulations

RANK:
b. Foreign market entry requirements
		
i. Relevant product or sector regulations
		
ii. Packaging and labeling
		iii. International standards (e.g. the CE Mark for Europe)

		
iv. Import licenses
c. Does Canada have any trade agreements or preferential
tariffs with this market?
Yes No
		Canada has trade agreements with many countries, and
over 15 Free Trade Agreements (FTAs), such as NAFTA
with the USA and Mexico.
		“An FTA enables you to compete on a more even
playing field with local firms in the FTA partner country.
Under an FTA, a range of Canadian goods and services
benefit from the reduction or elimination of tariff and
non-tariff barriers to trade, such as quotas or technical
barriers.”
Source http://www.international.gc.ca/trade-agreements-accordscommerciaux/agr-acc/fta-ale.aspx?lang=eng Once you’re prepared,
your Export Advisor can introduce you to provincial and federal trade
commissioners that specialize in your sector and/or target market.
		For full details on Canada’s trade negotiations and agreements,
visit: http://www.international.gc.ca/trade-agreements-accordscommerciaux/index.aspx?lang=eng

3. Market details — what to consider
	
a. Size of market
		
	
b. Customer needs
		
	
c. Costs of servicing that market from B.C.?
		

a. Canadian
		 i. A
 re licenses, permits or certificates needed to export
your product or service?
Yes No
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4. M
 arket entry model — How will you sell into the new
market?
a. Direct exports — selling to the consumer

Yes

No

b. Indirect exports — selling through an agent,
distributor, or a 3rd party e-commerce platform
(e.g. Amazon, eBay)
Yes

No

c. Private label products — “White” label
your goods under a new, local brand

Yes

No

d. License your technology or brand

Yes

No

e. Partnerships and Joint Ventures

Yes

No

	
g. Packaging — is it specialized for that market? (e.g. metric
vs. imperial system or gift packaging for every product)

7. Can you trademark your name/patent/Intellectual
Property (IP) in your desired country?
	
a. Will you enter the market without a trademark?
	
b. How enforceable is your IP in your desired country?

5.	Potential customers — Can you name 3 to 5 potential
customers in this market?

8. The level of difficulty of logistics
	
a. Freight considerations

6. Existing competitors — both in-market domestic and

	
b. Insurance costs

other imports
	
a. How competitive is your product or service category?
	
c. Warehousing

	
b. What are your advantages?

	
c. What are your competitors’ advantages?

	
d. What is your product or services’ positioning (e.g. is your
product considered a luxury item in the new market?)

	
d. In-country storage and transportation

9. Paperwork — what documents are required?
a. Packing slip

Yes

No

b. Invoice

Yes

No

c. Sanitary or Health certificate

Yes

No

d. Manufacturer’s declaration

Yes

No

e. Certificate of Origin

Yes

No

f. 		
g. 		
h. 		
	
e. How does your product or service compare in terms of
pricing?

	
f. How are they being offered? (e.g. online, retail, big box
stores, licensing)

i. 		

10. Ease of payment and transferring funds
a. Is Canadian currency widely accepted?
b. Will you have to convert into USD first?
c. Can your financial institution
assist with international payments?

Yes
Yes

No
No

Yes

No
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MARKET #3:
B. MARKET ENTRY KNOWLEDGE
Objective: Compare and contrast each market to identify
where your products are most likely to be successful
Why it’s Important: Allows you to gauge the potential for
business within a particular country, and prevent wasting time
and money on the wrong market
How to Accomplish: Research and assess the following topics
in depth, then return to the workbook to write down your key
findings

1. Market research — key observations that relate to your
exporting success
	
a. Culture
		
	
b. Language
		
	
c. Legal environment
		
	
d. Economic conditions
		
	
e. Political stability
		
f. Is your product or service relevant, is it needed?
	g. Attitudes towards Canada and Canadians
		
	h. Existing B.C. and/or Canadian government support
		
	i. Other B.C. companies in any industry selling in that market:
		
		
		

2. Government regulations

RANK:
b. Foreign market entry requirements
		
i. Relevant product or sector regulations
		
ii. Packaging and labeling
		iii. International standards (e.g. the CE Mark for Europe)

		
iv. Import licenses
c. Does Canada have any trade agreements or preferential
tariffs with this market?
Yes No
		Canada has trade agreements with many countries, and
over 15 Free Trade Agreements (FTAs), such as NAFTA
with the USA and Mexico.
		“An FTA enables you to compete on a more even
playing field with local firms in the FTA partner country.
Under an FTA, a range of Canadian goods and services
benefit from the reduction or elimination of tariff and
non-tariff barriers to trade, such as quotas or technical
barriers.”
Source http://www.international.gc.ca/trade-agreements-accordscommerciaux/agr-acc/fta-ale.aspx?lang=eng Once you’re prepared,
your Export Advisor can introduce you to provincial and federal trade
commissioners that specialize in your sector and/or target market.
		For full details on Canada’s trade negotiations and agreements,
visit: http://www.international.gc.ca/trade-agreements-accordscommerciaux/index.aspx?lang=eng

3. Market details — what to consider
	
a. Size of market
		
	
b. Customer needs
		
	
c. Costs of servicing that market from B.C.?
		

a. Canadian
		 i. A
 re licenses, permits or certificates needed to export
your product or service?
Yes No
		
		

Once you’re ready, B.C. and Canadian offices abroad can help you find trusted
local firms like accountants and lawyers to help you through these agreements
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4. M
 arket entry model — How will you sell into the new
market?
a. Direct exports — selling to the consumer

Yes

No

b. Indirect exports — selling through an agent,
distributor, or a 3rd party e-commerce platform
(e.g. Amazon, eBay)
Yes

No

c. Private label products — “White” label
your goods under a new, local brand

Yes

No

d. License your technology or brand

Yes

No

e. Partnerships and Joint Ventures

Yes

No

	
g. Packaging — is it specialized for that market? (e.g. metric
vs. imperial system or gift packaging for every product)

7. Can you trademark your name/patent/Intellectual
Property (IP) in your desired country?
	
a. Will you enter the market without a trademark?
	
b. How enforceable is your IP in your desired country?

5.	Potential customers — Can you name 3 to 5 potential
customers in this market?

8. The level of difficulty of logistics
	
a. Freight considerations

6. Existing competitors — both in-market domestic and

	
b. Insurance costs

other imports
	
a. How competitive is your product or service category?
	
c. Warehousing

	
b. What are your product’s advantages?

	
c. What are your competitors’ advantages?

	
d. What is your product or services’ positioning (e.g. is your
product considered a luxury item in the new market?)

	
d. In-country storage and transportation

9. Paperwork — what documents are required?
a. Packing slip

Yes

No

b. Invoice

Yes

No

c. Sanitary or Health certificate

Yes

No

d. Manufacturer’s declaration

Yes

No

e. Certificate of Origin

Yes

No

f. 		
g. 		
h. 		
	
e. How does your product or service compare in terms of
pricing?

	
f. How are they being offered? (e.g. online, retail, big box
stores, licensing)

i. 		

10. Ease of payment and transferring funds
a. Is Canadian currency widely accepted?
b. Will you have to convert into USD first?
c. Can your financial institution
assist with international payments?

Yes
Yes

No
No

Yes

No
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Reflecting on your 3 identified markets and the 10 factors listed on
the worksheets, rank the top 3 markets in order of ease to enter and
likelihood to succeed. It is recommended to focus on one new market
initially, gain experience, and then move to your second market
(which could still be in the same country!)

UNDERSTAND THE DIFFERENCE BETWEEN TYPES OF
INTERMEDIARIES — FOR EXAMPLE AGENTS AND DISTRIBUTORS:
AGENT

DISTRIBUTOR

• A representative of the exporter

• A customer of the exporter

• Does not purchase the product from the exporter

• Purchases the product from the exporter and then sells to
customers

• Involved in import process if required

• Imports the product

• Works for the exporter and is paid by him in an agreed way –
sales commission

• Marks up supply price to cover additional in-market costs of
ownership, distribution

• Isn’t responsible for the distribution costs

• Is responsible for distribution, has a strong relationship
with customers

• No control of resale price

• Controls selling price

• Not normally responsible for after sales service

• Responsible for after sales service and in some cases warranty
and guarantee issues

Exporter sells THROUGH an agent

Exporter sells TO a distributer
Source: Small Business BC (SBBC)

C. OPPORTUNITY VALIDATION
Objective: Confirm your chosen market
Why it’s Important: Triple check the facts and your instincts before you spend more money
How to Accomplish: Using information gained in B. Market Entry Knowledge to decide if you should move forward with this
market, or not

Evaluate:
1. Your product or service — will you need to spend money to modify your service, qualifications, product or packaging?

PRODUCT STANDARDS

CERTIFICATIONS NEEDED

PRODUCT MODIFICATIONS

Product #1

Product #2

Product #3
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Exporting Bonus — Can you use this adaptation or innovation in the B.C. market?

2. Pricing structure — with your wholesale pricing plus any product modifications, labeling, logistics, duties and profit margin by
agents, distributors and/or retailers — will your price be competitive?

PRODUCT #1

CAD

Base wholesale price

+

Modifications cost, including labelling

+

Logistics estimate (door to door), including insurance and brokerage fees

+

Duties and Taxes

+

Seller’s profit margin (could be more than 1 intermediary)

+

Predicted retail price
Current retail price of competitors
PRODUCT #2

CAD

Base wholesale price

+

Modifications cost, including labelling

+

Logistics estimate (door to door), including insurance and brokerage fees

+

Duties and Taxes

+

Seller’s profit margin (could be more than 1 intermediary)

+

Predicted retail price
Current retail price of competitors
3. Is competition purely based on price and can you compete?		 Yes

No

4. Can you make enough money to justify your investment and your effort?		 Yes

No

5. Can you successfully protect your Intellectual Property?		 Yes

No
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D. DEVELOP YOUR EXPORT PLAN
Objective: Write an extension of your business plan that is
focused solely on planning and executing an export strategy
Why it’s Important: Helps you predict trouble spots, know
the costs and be prepared
How to Accomplish: Work through an export planning guide
Your Export Advisor will work with you to explain the
importance of an Export Plan, and provide guidance on how
you can build a solid plan for your company. Key information
to consider and include while writing your Export Plan:

1. Financial
a. Exporting budget and financing needs
b. Methods of payment - understanding your options will
help reduce the risk of non-payment. A few options:
		 i. Cash in advance, before shipping the goods is the
safest. If you can’t get 100% pre-payment, try to get a
deposit upfront and the remainder within a specified
timeline.
		 ii. Documentary letters of credit offer a high degree of
security, especially with newer customers. An “LC” is
an internationally recognized guarantee from your
customer’s bank that it will pay you (as long as terms
are met).
		 iii. D
 ocumentary collection is when your customer
agrees to pay you an exact amount at a time
specified in your contract
		 iv. Normal credit terms or using an ‘open account’
c. How will your cash flow change by exporting?
d. How can you minimize financial risk?
		 i. Credit checks
		 ii. Accounts Receivable insurance
		 iii. Insurance during the transportation of goods
		 iv. Protection against currency fluctuations
We recommend that you discuss these options with your
financial institution.

2. Finding buyers or partners
a. How will you:
i. Find buyers?
		 ii. Communicate with them?
		 iii. Vet them to ensure they are legitimate
and can pay their bills?
3. Transportation and logistics
a. Understand the Terminology – for example, “Incoterms”
from the International Chamber of Commerce, confirms
where the cost and risk of the goods transfers from
sellers to buyers and how the goods are insured.

	Example: Free on Board — FOB (Port name)
	Buyer arranges freight and insurance, so the buyer is
responsible for the costs, risks and insurance from port of
export (the seller will move it from the factory to the port
of export). Therefore, it is common for the buyer to choose
the transportation company.
b. Transportation from your factory to your buyer, consider:
		 i. Temperature controlled?
		 ii. Perishable items?
		iii. How fast does your buyer need it there?
iii.
iv.
c. Warehousing, consider:
		 i. Temperature controlled?
		ii. Security?
iii.
iv.

4. Timeline — what do you want to accomplish and when?
a. How long will product or packaging modifications take?
b. How long will it take to get required documents?

5. Export Marketing Plan - Your export marketing plan
is a work in progress that needs to be kept current, and
should, at a minimum, include the following:
		 i. Product or service analysis — a clear description of
your export product or service and its unique selling
points
		 ii. Market analysis — your target market’s key
economic, social and cultural characteristics, a profile
of your target customer, buying patterns and factors
influencing purchasing decisions
		 iii. Competitive analysis — used to decide pricing and
marketing strategies
		 iv. Goals — how you will achieve your objectives in
terms of market share, position, revenue and profit
expectations
		 v. Marketing strategy — marketing plan, including
pricing recommendations, mode of delivery and
proposed promotional methods
		 vi. Implementation — activities and timeline for how
you will implement your marketing plan - include a
detailed budget
		 vii. Does your export marketing material accurately
convey the quality and value of your products or
services to the new market? Is it suited to the new
market in its style, images and mode of delivery?
Does it take cultural differences into consideration?

THE EXPORT NAVIGATOR PILOT CLIENT WORKBOOK

BC-MIT-2017ExportWorkbook.indd 22

| 22

2017-03-27 12:53 PM

Exporting Tip — Don’t forget to consider how wide-spread internet use is for your

target market, the connectivity or bandwidth of their internet service and if your chosen
medium is allowed. For example, YouTube, Facebook and Twitter may not be easily accessible
in certain countries

MARKETING GOODS VERSUS MARKETING SERVICES
Factor

For Goods

For Services

Demonstrations

Sample product

Presentation of capabilities

Initial marketing by...

Sales representatives

Firm’s principals

Stages of marketing

Marketing your product

Marketing your firm and your services

Local market presence

Sales / distribution facility

Office or virtual office in target market

Cultural factors

Product design and packaging

Interpersonal dynamics

Local associations

Distributors, marketers

Service industry

Local events

Trade shows

Conferences (as speaker)

Media

Product advertising

Press coverage

Local partners

Production / distribution firms

Other service firms

Government procurement

Goods acquisition

Services contracts

Informational Needs

Source: Global Affairs Canada Trade Commissioner Service — Guide to Exporting

Tailor promotions to the market and determine the most effective medium
— are printed materials like brochures, business cards and catalogues
effective? Or does your target market prefer online promos such as
online advertising, videos or testimonials on your website?

Write an Export Plan for your
business focusing on 1 to 3
products or services and
1 or 2 markets
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Talk to your financial institution
about their services for
expanding your sales
outside of B.C.

E. B
 UILD YOUR EXPORT
FOCUSED NETWORK
Objective: Create relationships within, or with ties to your
new market(s)
Why it’s Important: More contacts in the market, combined
with a deeper understanding of the business market and
culture, will increase your likelihood of success
How to Accomplish: Research and networking
Now that you have 1 to 2 new target markets, you need
to start building a specific business network to help you
continue to learn about the market, the culture and the
business organizations that are available to support you.
From your initial market research, what organizations in your
region, in B.C., in Canada and in your sector may have links to
your top market(s)?

F. ASK FOR FINANCING
Objective: Have your financing options ready to go before
you need them
Why it’s Important: Obtaining financing can be a time
consuming process, and export orders may happen quickly
— be ready

How to Accomplish: Meet with financial institutions and
service providers, understand what they can offer and start
the process
1. 		
From your export plan, you’ll have an idea of your potential
2. 		financing needs, which could include:
3. 		1.
2.
4. 		
3.
5. 		4.

The ability to offer favorable credit terms
How to manage a cash-flow slow-down
The need to expand operations to meet long-term demand
Insuring your accounts receivable

Mentoring Networks can be a great way of learning about exporting!
Talk with your Export Advisor about mentors in your region or in your sector,
and check out www.mentorshipbc.ca to find a mentoring program in B.C.
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G. STAGE 2 RESOURCES
Potential Market Identification:
1. Export Development Canada Country Reports www.edc.ca/en/country-info/pages/default.aspx
2. Global Affairs Canada country and sector reports
3. GlobalEdge http://globaledge.msu.edu/global-insights
4. LinkedIn groups
5. Asia Pacific Business Foundation www.asiapacific.ca

Learning about Exporting Opportunities
1. CanadExport magazine http://tradecommissioner.gc.ca/canadexport/index.aspx?lang=eng
2. EDC http://www.edc.ca/EN/About-Exporting/Trade-Links/Pages/find-export-opportunities.aspx

Writing an Export Plan
1. EDC list of resources http://www.edc.ca/EN/About-Exporting/Trade-Links/Pages/export-and-business-plans.aspx
2. Export Plan outline from Austrade https://www.austrade.gov.au/Australian/Export/Guide-to-exporting/Export-strategy

Building your International Network
1. Business Development Bank of Canada https://www.bdc.ca/en/articles-tools/entrepreneurial-skills/improve-networking/pages/
default.aspx
2. Join the Global Affairs Trade Commissioner Service LinkedIn Groups (by sector and target market)

Financing and Funding
1. Export Development Canada options http://www.edc.ca/EN/Our-Solutions/Financing/Pages/default.aspx
2. Agriculture and Agrifood sectors
http://www2.gov.bc.ca/gov/content/industry/agriculture-seafood/programs/growing-forward-2
3. Global Affairs Canada CanExport http://international.gc.ca/canexport/index.aspx?lang=eng
These suggestions are to get you started; your Export Advisor can connect you with more resources tailored to your industry.
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STAGE 3: INITIAL MARKET ENTRY
Implement
and validate
export plan

Initial
market
visit

B2B / B2G
meetings

Product
readiness

Logistics

Contracts
(sales &
legal)

Objective: Start to build your export team and follow the step-by-step process towards making your first sale in your new market
Why it’s Important: Actions speak louder than words — be prepared when you get on the plane!
How to Accomplish: Follow your export plan, continue to learn about the new market and ask a lot of questions

A. IMPLEMENT & VALIDATE EXPORT PLAN
Objective: Start the process of exporting
Why it’s Important: Put your plan into action and start to test
your research
How to Accomplish: Implement the action items from your
export plan according to the timeline
Expect a lot of tasks to happen concurrently. For example, you’ll
need to confirm product standards and packaging from your
target market and then get quotes for any specialized labelling,
customs paperwork and transportation needs. At the same
time you’ll be looking for buyers, preparing for trade shows,
and finalizing how you’ll vet buyers and planning your trip!
Remember to prioritize these tasks and delegate if you can.
Your Export Advisor can refer you to companies that can assist
with detailed research and specialized services.

Meet with your Export Advisor
to go over your export plan
and start planning your next
steps and referrals.

B. B2B (BUSINESS TO BUSINESS) &
B2G (BUSINESS TO GOVERNMENT)
MEETINGS
Objective: To gain a better understanding of the market,
your customers, and the business climate and to start making
export sales!
Why it’s Important: To get into the market!
How to Accomplish: Ask your newly expanded network for
contacts and ask your Export Advisor for referrals
Meetings and communications should take place before your
initial visit, they will definitely take place while you are visiting
the new market and must continue once you return to B.C.
Make a list of the top five types of contacts you’d like to meet
with and why: (e.g. Potential buyers for market research,
customs brokers for specific import requirements or Canadian
officials to learn about required customs documentation)
1. 		
2. 		
3. 		
4. 		
5. 		

Meeting preparation
Review your unique selling proposition that sets your product
apart from its competitors — focus on what you have
identified as very important to this market.
Start planning your meetings in advance and keep asking who
you should meet in each market. For example, government
contacts in B.C. can introduce you to their counterparts in
foreign markets as well as to customs brokers, buyers and
industry experts.
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Meeting goals — B2B (Business to Business) — What do
you want to have learned by the time the meeting ends?
For example:
a. What type of products are they looking for?

2. Write down on paper exactly what you want to achieve
from this visit.
a. 

b. What similar products do they currently sell?
c. Which countries and companies do they currently buy from?
d. Is the market growing?
e. How big is their team?

b. 

f. How do they market your type of product?

TIP — Remember that whether the meeting is for market
research, networking or potential partnerships – you are
always selling your service, your product, your company
and yourself!
Meeting goals — B2G (Business to Government) —
These government and government agency officials, that
your Export Advisor can introduce you to, live and breathe
exporting. They may be specialized in your sector or in your
target market, or both — learn from them. Have a list of how
they may be able to help you:
1. Identify potential partners, suppliers or buyers
2. Learn about trade shows, upcoming government missions,
and financial support.
3. Utilize in-market services offered (e.g. vet potential buyers)
4. Gain up-to-date market information on trends, government
policies and your competition

3. For each type of meeting you’ll have, what is the
information you want to leave with?
For example, when you meet a potential buyer for a
consumer product, you will want to know:
a. W
 hat other similar products they have in their portfolio,
and at what prices?
b. Do they require product modifications?
c. Do they require a marketing budget or samples?
d. D
 o they have warehousing? Is it secure, temperature
controlled?
e. W
 hat are their typical order sizes and how often will
they order?
f. How will they market and sell your product/service?

C. INITIAL MARKET VISITS

g. What do they require for after sales service?

Objective: Actively learn about your potential market

h. Terms of payment?

Why it’s Important: Test your theories and gain first-hand
knowledge on the market

i. D
 o they have a customs broker and logistics agent that
specializes in your products, and specific requirements
for importing?

How to Accomplish: Get on a plane

Planning

TIP — Don’t plan too many meetings per day, some cities
are like small countries — Shanghai has over 20 million
residents and travel between meetings could take 3 hours!
1. Business travel has many of the same aspects as
planning travel for a holiday. You’ll need transportation,
accommodation, perhaps a visa, you’ll want to check out
the weather and if you’re going to visit during any major
holidays or festivals. You should research the culture and
business style and etiquette including greetings and forms
of address, attitudes toward Canadians, acceptable ways to
dress and what to expect from meetings.
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Trade show Tips
• If you’re going to a trade show — research the rules on importing samples, business visas
and learn if you’re eligible for an ATA Carnet.
• If you want to have “giveaways” for the trade show, it is recommended to order them from
a promotional supplier in that market. You’ll have enough to worry about importing your
commercial samples that you don’t want to worry about meeting more regulations. For
example, if you want to give away branded bottles of water in the USA, the water would
have to meet USA guidelines for food safety.

ATA Carnet is an internationally-recognized customs document for the
temporary importation of goods.
Learn the details and register at: http://www.chamber.ca/carnet/
D. PRODUCT READINESS
Objective: Understand how to adapt your product to legally
and successfully sell in the market
Why it’s Important: Finalize the cost of any product or service
modifications – this will also help with determining the final
costing of your product

PRODUCT #1
Changes needed:

Research:

How to Accomplish: Research and talk to potential buyers
In researching potential markets you will have started to learn
the specifics of what may be needed to get your product or
service ready for its new market. These may be led by customer
demand, marketing ideas or the need to meet local government
regulations. Now you need to confirm these modifications and
learn the specifics of the costs and timelines.

Estimated cost:

PRODUCT #2
Changes needed:

Example: Wines in Canada can be sold in 200ml bottles,
however, in the USA, that size is not allowed.
Therefore, to sell in the USA, you’ll need to use
750ml, 375ml, 187ml or other legal bottle sizes

Research:

Research: Where can you buy these bottles, how much will they
cost, and will they work on your existing bottling line?

Estimated cost:

PRODUCT #3
Changes needed:

Research:

Estimated cost:
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E. LOGISTICS & CUSTOMS
Objective: Be confident in how your products will move to
the new market or how your services will be delivered, and
that all regulations, Canadian and foreign, are met
Why it’s Important: A mistake in logistics or customs can be
extremely costly
How to Accomplish: Research the specifics of moving your
product or delivering your service in another market. Start to
learn and understand!

Exporting Info
What’s the difference between a freight forwarder and a
customs broker?
A freight forwarder will help manage your delivery mode
and costs — they will source transportation, customs
brokerage and insurance quotes on your behalf. They can
also be called logistics providers as they can also manage
complete shipping details from door-to-door. Customs
brokers get your goods through Canadian and foreign
customs by preparing paperwork and paying duties. They are
also good sources of information on ever-changing foreign
border requirements.
1. How your product will move from your factory to your
newest customers?
a. Truck?
Air?
Ocean?
Rail?
2. What is the cost? (Ask for a detailed breakdown for easier
comparison)

Exporting Tip — research your new

market’s import requirements carefully,
for example, there are over 40 U.S.
agencies with their own regulations
and requirements, including:

Food & Drug Administration (FDA)
• Foods, cosmetics, radiation emitting equipment,
drugs, hair brushes
Federal Communications Commission (FCC)
• Radios, TVs, stereos, computers
U.S. Department of Agriculture (USDA)
• Meat, dairy products, plants and animals
• Lacey act (APHIS) for wood and wood products
Environmental Protection Agency (EPA)
• Radios, TVs, stereos, computers, parts

3. Does your product have special requirements? Yes
If yes — tell the freight company now!

No

4. What type of insurance do you need?
5. How will you pack and palletize your product?
6. Understand INCOTERMS — The Incoterms® rules are
an internationally recognized standard and are used
worldwide in international and domestic contracts
for the sale of goods. They help traders avoid costly
misunderstandings by clarifying the tasks, costs and risks
involved in the delivery of goods from sellers to buyers.
Source: http://www.iccwbo.org/products-and-services/
trade-facilitation/incoterms-2010/
Export Packing Example
Table wine is packed 12 x 750 ml bottles/case with cardboard
dividers between each bottle and the top of the box is taped
shut. Cases are packed 14 cases per layer, up to 6 layers high
(84 cases) on a certified HTKD (Heat Treated Kiln Dried) pallet.
Vertical cardboard corners are secured on all four corners,
pallet is shrink wrapped tightly, with shipping labels taped
on all four sides, a “Do Not Top Load” label on the top and
the packing list in a see-through packing envelope on one
side. Photos are taken of the wrapped pallet in the winery
warehouse and again once packed on the delivery truck.
Extra Note! Each wine bottle may need a specialized import
label — who will translate? Who will print? Where will it be
applied?
7. Three companies you will contact to get shipping cost
estimates:
a.
b.
c.
8. Paperwork — what documents do you need:
a. To leave Canada?
b. To confirm product was manufactured in a specific
manner, or processed in an approved factory?
c. T o state the value for insurance, import duties
and taxes?
d. To verify the product can benefit from preferential tariff
rates when imported into a foreign market?
(e.g. to utilize 0% duty rates under NAFTA)
e. To enter the next market?
f. To verify the product is Canadian?
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F. CONTRACTS
Objective: Clarify and understand your and your buyer/
agent/partner’s roles and responsibilities pre and post sales
transaction
Why it’s Important: Be protected if something goes wrong
How to Accomplish: Get legal advice that is specialized in
your new market and preferably also in your industry
Contracts have many aspects and will be unique to your
sector and your chosen market, some points to consider and
include in the agreement are:
• Products
• Territory
• Timeframe (e.g. 3 years with right of renewal)
• Performance targets - sales, customers
• Solution if delay or problem?
• Payment Terms
• Incoterms?
• “Force Majeure” clause
(Commonly known as an “Act of God”)
• Termination clauses

G. STAGE 3 RESOURCES
Business Travel
Getting Ready to visit global markets
https://www.linkedin.com/pulse/global-travel-6-steps-stay-allison-boulton
http://www.inc.com/guides/201103/7-tips-for-foreign-business-travel.html

Trade shows
Agriculture and Food — Upcoming International trade shows with a Canada Pavilion
http://www.agr.gc.ca/eng/industry-markets-and-trade/agriculture-and-food-trade-show-service/?id=1410072148325
These suggestions are to get you started; your Export Advisor can connect you with more detailed resources for your chosen market.
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STAGE 4: MARKET DEVELOPMENT AND GROWTH

Revise
export plan

Sustained market presence

Troubleshooting
assistance

Enter new
markets

Objective: Congrats, you’re an exporter! Now keep growing
Why it’s Important: Your competitors will keep innovating and expanding — you need to lead the way
How to Accomplish: Keep learning through research, working your network and continued travel to existing and new markets

A. REVISE YOUR EXPORT PLAN

B. STRENGTHEN YOUR EXPORT POSITION

Objective: Keep your personalized guide to exporting up to date

Objective: Keep growing your sales outside of B.C. – new
markets, new products and a growing customer base

Why it’s Important: Be aware of new trends, opportunities and
resources; revise based on what you’ve learned
How to Accomplish: Take time to revise your original export plan
For example: To expand your marketing and promotional efforts
— you can use what you’ve learned in the market to become
more targeted in promoting your product’s unique features
and focus on the marketing channels that you’ve had the most
success with.
1. Financial
a. How have your needs changed? Do you need financing to
expand?
b. Protection against currency fluctuations. Should you open
a foreign currency account?
2. Finding buyers or partners
a. Perhaps buyers are coming to you — how do you vet them?
3. Transportation & Logistics
a. Can you start warehousing in the new market and shipping
direct to consumers?
4. Timeline
a. What is your updated timeline for expansion into new
markets?
5. Export Marketing Plan — update this to reflect new products,
new consumers, new promotions and pricing strategies.
Ensure your product or service, market and competitive
landscape analysis is up to date.
6. Goals — how have these changed since you first entered
the market?

Why it’s Important: Continue to solidify your sales – as new
markets grow, others will slow
How to Accomplish: Innovate, build capacity and keep
getting on a plane
This is where you start to create new products for your
markets, investigate growth strategies to further penetrate
this market or new ones. Your continued presence in this
market becomes a source of strength and learning.

Growth Strategies
• Evaluate your market entry strategy — do you want to
expand or begin licensing, franchising? Perhaps you can
consider opening a branch office, manufacturing some
of your components in-market or expanding your online
presence as you grow more comfortable with logistics
and warehousing and sales strategies in-market.
• Enter New Markets — Can you expand in the same market?
If you’re selling into Washington State can you grow into
neighboring Oregon?
• Use the network you’ve built to investigate new
opportunities!
• What about selling to Foreign Governments? Learn about
the Canadian Commercial Corporation (CCC), a Crown
Corporation that acts as Canada’s international contracting
and procurement agency www.ccc.ca and learn more
about selling to foreign governments in general here
http://www.canadabusiness.ca/eng/page/2807/

7. Marketing strategy — are you keeping up with the latest
marketing trends?
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Capacity building through government assisted expansion
funding — there are programs to grow your business
through exports.
• The CanExport program is designed to increase the
competitiveness of Canadian companies, and will provide
up to $50 million over five years in direct financial support
to small and medium-sized enterprises seeking to develop
new export opportunities, particularly in high-growth
priority markets and sectors.
http://www.international.gc.ca/canexport/index.
aspx?lang=eng
• The BDC Xpansion Loan is designed to help you realize
projects that are key to your growth and success, without
putting your cash flow at risk, including expanding your
market (domestically or abroad) https://www.bdc.ca/en/
financing/business-loans/pages/expansion-loan.aspx

C. TROUBLESHOOTING ASSISTANCE
Objective: Be aware of government resources to help you
through difficult situations
Why it’s Important: Know you have assistance in new
markets
How to Accomplish: Stay connected with the provincial
and federal government representatives in your sector and
new market

G2G Advocacy (Government to Government)
• This is where provincial or federal government officers
can work on your behalf at a government level. For
example, agreeing that a specific document will be
used to guarantee that a product is considered a
Product of Canada.
• Problem solving if you have in-market issues such as
Intellectual Property infringement, counterfeit products,
or delays at customs.

Export Tips
• Don’t repeat the same mistake twice!
Remember to analyze your mistakes,
and change processes and procedures
to ensure they don’t happen again.
• Consider mentoring a business that
is looking to expand into the same
market that was once “new” to you!

Government advocacy can also include assistance in the
private sector. They cannot be involved in private disputes or
act on your behalf, however, they can advise on market access
problems and other challenges, such as:
• customs clearance and shipping
• unfair business treatment
• contract bidding
• storage and warehousing
• insurance coverage and claims
• overdue accounts receivable
Source: http://tradecommissioner.gc.ca/resolve-problemsresoudre-des-problemes.aspx?lang=eng
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D. STAGE 4 RESOURCES
Troubleshooting Assistance
1. Arbitration to resolve conflicts
a. ADR Institute of Canada www.amic.org
b. American Arbitration Association www.adr.org
2. Dispute settlement on free trade agreements
http://www.international.gc.ca/trade-agreements-accords-commerciaux/topics-domaines/disp-diff/index.aspx?lang=eng

Strengthen Your Export Position
1. Bring your customers to B.C. for a market visit!
http://tradecommissioner.gc.ca/exporters-exportateurs/inviting-foreign-inviter-etranger.aspx?lang=eng
2. Sell to the USA government http://tradecommissioner.gc.ca/sell2usgov-vendreaugouvusa/index.aspx?lang=eng
3. Break into the Global Supply Chain
https://www.bdc.ca/en/articles-tools/marketing-sales-export/exportation/pages/global-supply-chains-how-become-player.aspx
These suggestions are to get you started; your Export Advisor can connect you with more resources tailored to your industry.

It’s a job well done to reach this point in the workbook! Even if you just read ahead — you’re getting a feel for the many aspects
of selling outside of B.C. and building your business by entering new markets.
The lessons you’ve learned, the people you’ve met, and the experience you’ve gained will be invaluable as you continue to grow
your business.

Give yourself a pat on the back, and take a look at the world map …
where will you go next?
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NOTES

Disclaimer
A. Warranty Disclaimer
The information in this Workbook is presented for informational purposes only and provided without warranty of any kind,
whether express or implied. All implied warranties, including, without limitation, implied warranties of merchantability, fitness
for a particular purpose, and non-infringement, are hereby expressly disclaimed. The Government of British Columbia does not
guarantee or endorse the services of any of the service providers referred to in these materials or in the pilot program.
B. Limitation of Liabilities
Under no circumstances will the Government of British Columbia be liable to any person or business entity for any direct, indirect,
special, incidental, consequential, or other damages based on any use of this pilot program and materials, including, without
limitation, any lost profits, business interruption, or loss of programs or information, even if the Government of British Columbia
has been specifically advised of the possibility of such damages.
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