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YOUR product’s Export Marketing Plan is a 

roadmap to your export journey into your 

chosen foreign markets. Like many road-

maps there is often more than one route, and in time 

new routes may evolve. Explore and immerse your 

energies into both research and the logistics of such 

a plan, knowing that time well spent from the outset 

will pay off as your products find new markets and 

your business grows accordingly. Once upon a time 

marketing had four P’s but as this module outlines 

there are many more. Some may apply to your 

product, some may not, and some may be waiting to 

be revealed. Gathering as much information about 

marketing your products abroad will align your own 

business goals, both in the short and long term. 

Taking the time to plan your exporting journey 

may see the discovery of new aspects you’d never 

considered for your products, leading you to unreal-

ized potential, opportunity and success. 

HOW TO USE THIS MODULE:  
ELEMENTS OF AN EXPORT MARKETING PLAN
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UNDERSTANDING the process of putting 

your company on the international stage 

as well as knowing when your business is 

export-ready may be quite foreign to those who are 

new to exporting. Even if you’re an experienced 

exporter, there still may be steps that you’ve 

overlooked or resources that you didn’t know were 

available. Those resources may be very useful to 

your international operations so it is good to know 

who they are and where to find them. To help you 

understand what makes an export-ready business, 

these four modules have been designed specifically 

for small and medium-sized Canadian businesses 

that are considering their first venture into the 

export market. 

An export-ready business has a marketable product 

as well as the capacity, resources and management 

commitment to compete on a global scale. The trick 

is to figure out whether this is true of your com-

pany—and if it isn’t, how to make it happen.

INTRODUCTION

EXPORTER RESOURCE

There is an online diagnostic tool that will help you access your export readiness. Answering the 

questions in this diagnostic tool will give you an opportunity to test your export readiness and identify 

priorities as you prepare for a foreign market. If you have already started exporting, or want to expand 

your efforts, you may learn some tips from the questions that will help improve your profitability. You can 

access this tool by going to www.tradecommissioner.gc.ca and enter Export Quiz in the search box.

http://www.tradecommissioner.gc.ca
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 » Product: what is your product and how must it 

be adapted to the market? 

 » Price: what pricing strategy will you use? 

 » Promotion: how will you make your customers 

aware of your product?

 » Place: how and where will you deliver/distribute 

your product?

 » Payment: how complex are international 

transactions? 

 » Personnel: do you, or your staff, have the 

necessary skills? 

 » Planning: have you planned your business, 

market, account, and sales calls? 

 » Paperwork: have you completed all the required 

documentation? (For information regarding 

what documentation is required, please refer to 

Module 4, Step 8: Delivering the Goods, “Export 

Documentation.”)

 » Practices: have you considered differences 

in cultural and business practices? (For more 

information regarding cultural and business dif-

ferences that you should be aware of, please refer 

to the section in Module 4, Step 8: Customer 

Care “Business Etiquette.”)

 » Partnerships: have you selected a partner (in-

market or associated with your chosen market) to 

create a stronger market presence? 

 » Policies: what are your current and planned 

policies around product development and 

exporting? 

 » Positioning: how will your products be per-

ceived in your chosen market(s)? 

 » Protection: have you assessed the risks and 

taken steps to protect your company and its 

intellectual property? (You’ll find more informa-

tion on intellectual property in Module 4, Step 

9: Understanding the Legal Side of Exporting, 

“Protecting your Intellectual Property Rights.”)

STEP 4: ELEMENTS OF AN EXPORT MARKETING PLAN

DEVELOPING FOREIGN 

MARKETS TAKES TIME, 

EFFORT AND MONEY. 

BE PREPARED FOR THE 

LONG HAUL AND MAKE 

PERSEVERANCE YOUR 

MOST CRITICAL SUC-

CESS FACTOR.

A. The 13 P’s of International Marketing
There are 13 variables (P’s) of international marketing that marketing managers can control in order to best 

satisfy customers in the target market. To successfully create your export marketing plan, each must be 

carefully analyzed as well as understood.
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STEP 4: ELEMENTS OF AN EXPORT MARKETING PLAN CONTINUED

1. Executive summary: state the purpose of your 

marketing plan. This provides an overview of 

your objectives and how the plan will be used in 

your exporting strategy. 

2. Product analysis: give a clear description of 

your export product(s), their unique features and 

marketability internationally. 

3. Market analysis: describe your target market 

in as much detail as possible, in terms of size, 

demographic (age, income, education) and trends. 

Including key economic, social, political and 

cultural characteristics, as well as a profile of 

your target customer, their buying patterns and 

factors influencing their purchasing decisions. 

4. Competitive Analysis: analyze the competi-

tiveness of your product. This will help you to 

position your target market, and to decide pricing 

and marketing strategies. 

5. Goals: state your objectives in terms of market 

share, revenue and profit expectations. Indicate 

the position you would like to occupy in the 

target market over time, and explain how you 

will go about achieving it. 

BUILDING BUSINESS 

RELATIONSHIPS IN 

FOREIGN MARKETS IS 

BEST DONE FACE TO 

FACE. FAXES, PHONE 

CALLS AND E-MAIL ARE 

GREAT FOR FOLLOW-UP, 

BUT NOTHING BEATS 

MEETING IN PERSON.

B. Building your export marketing plan
Because marketing is an ongoing activity, your marketing plan is a work in progress that you may either 

expand and, or modify over time. A marketing plan is part of your overall Export Business Plan (see Module 

3, “Developing Your Export Business Plan”) and should contain the following:

6. Marketing strategy: describe your marketing 

strategy, including information on specific prod-

uct pricing recommendations, mode of delivery, 

and proposed promotional methods. 

7. Implementation: list the activities you’ll under-

take to carry out your marketing plan, indicating 

target dates and who will perform those key 

activities, and include a marketing budget. Click 

the hyperlink to learn more about preparing a 

marketing budget. 

8. Evaluation: design a method of evaluating your 

marketing plan at various stages to determine if 

your goals are being achieved and what, if any, 

modifications may be needed. Don’t use profit 

as your only measure of success (or failure) as 

exporting takes time to develop and while it may 

reward your company exponentially over time, 

you must allow a few years for it to build.

9. Summary: include a half-page summary of your 

marketing plan goals, describing how they fit 

into your overall export plan. 

https://vtldesign.com/digital-marketing/digital-marketing-strategy/marketing-budget-template-example/
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STEP 5: IDENTIFYING YOUR TARGET MARKET

A. Screen potential markets
 » Collect statistics related to your sector that show 

product exports to various countries. 

 » Identify large and fast-growing markets for your 

product. Look at them over the past three to five 

years. Has market growth been consistent year 

to year? Did import growth occur even during 

periods of economic recession? If not, did growth 

resume with economic recovery? 

 » Select some smaller emerging markets that may 

hold ground-floor opportunities for you. If the 

market is just beginning to open up, you may 

not have as many competitors as you would in 

an established market. Target three to five of the 

most promising markets for further study. 

B. Assess target markets
 » Examine trends that could influence demand for 

your product. Calculate the overall consumption 

of products like yours and identify the amount 

imported. 

 » Study the competition, both domestic and non-

domestic. Look at each competitor’s Canadian 

market share. 

 » Identify what affects the marketing and use of 

the product in each market, such as channels of 

distribution, cultural differences and business 

practices. 

 » Identify any foreign barriers (tariff or non-tariff) 

for the product being imported into the country, 

as well as any Canadian barriers (such as export 

controls) affecting exports to the country. (For 

more information on tariffs see Module 4, Step 

8: “The Logistics of Exporting”)

 » Search for Canadian or foreign government 

incentives to promote the export of your product. 

SUCCESSFUL COMPA-

NIES CONCENTRATE ON 

ONE FOREIGN MARKET 

AT A TIME, MOVING 

ON TO THE NEXT ONLY 

AFTER SUCCEEDING IN 

THE PREVIOUS ONE.

 It’s important for new exporters to go to a tar-

get market and get a feel for local conditions. 

It’s also important to partner with someone 

who’s familiar with the local business culture, 

an industry sector association membership is 

worth its weight — Craft Alliance may be able 

to assist.

AFTER the export plan, market research can be the most important contributor to international 

success. To do this, you need information that will provide a clear picture of the political, economic 

and cultural factors affecting your operations in a given market. 

Although there is usually a lot of detail involved, the three basic steps of international market research aren’t 

particularly complex. They are:
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STEP 5: IDENTIFYING YOUR TARGET MARKET CONTINUED

C. Draw Conclusions 
After analyzing the data, you may decide that you 

should restrict your marketing efforts to a few coun-

tries. And in general, new-to-exporting companies 

should concentrate on a few markets initially. One or 

two countries are usually enough to start with. With 

these conclusions in hand, you’re on your way to 

developing your export marketing plan. 

D. Identifying Your Niche Market
Identifying a niche is about finding a distinct seg-

ment of consumer interest, then turning it towards 

one’s advantage. It means finding that particular 

spot in the business world where you can stand out 

amongst others. 

Smaller companies often have a much more focused 

strategy, aim for a specific group of customers and 

operate in a very small part of a market with great 

success. As a result, they are able to compete with 

larger organizations and achieve a level of protec-

tion against competition.

The big advantage of operating in a niche is that 

it gives you the opportunity to become a strong 

supplier in a small market. This can be particularly 

important for organizations that are not in a good 

competitive position or operate in an uncertain 

market. However, important decisions need to be 

made when deciding your niche:

 » Analyze other companies operating in your 

market and the products they offer. Decide if 

they have a high or low degree of specialization. 

Decide if their products attract a wide range of 

customers or just a few targeted ones. 

 » Use the analysis of competitors and decide what 

degree of specialization your product calls for. 

Will operating in a niche mean a few alterations 

to your product or will you need to go back 

to the drawing board? Can you offer flexible 

solutions?

 » Identify areas where your competitors aren’t 

meeting customers’ needs. Consider if you could 

gain a competitive edge by adding features 

or offering a value-added product that your 

competitors currently don’t provide.

 » Conduct Niche Market Research to learn ways to 

find a profitable niche group of customers that 

your competitors aren’t reaching. Then consider 

how your product could be updated to attract 

them. Go to trade shows, collect competitors’ 

catalogues and look online and in trade maga-

zines to find out what’s already on the market.

The Canadian Trade Commissioner’s website 

outlines offices throughout the United States, 

and is another resource that you may find help-

ful. They provide services that can help you 

assess your market potential and give advice 

on doing business in the United States. To 

access information click Market Reports USA.

http://lornali.com/how-to-research-profitable-niche-market/
http://tradecommissioner.gc.ca/united-states-of-america-etats-unis-amerique/market-reports-etudes-de-marches/index.aspx?lang=eng
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STEP 5: IDENTIFYING YOUR TARGET MARKET CONTINUED

 » Talk to potential customers to find out if any 

of their needs are not currently being met. List 

those needs, adding as well, what meeting them 

means. From that list, look for needs that call for 

a high degree of specialization and consider if 

you could meet them. 

 » Explore how your customers buy from your com-

petitors. Consider if you can sell your product in 

a different way.

 » Visit government websites that pertain to selling 

abroad to scope out potential markets, such as: 

Looking to Sell Overseas? 

Once you’ve completed a thorough analysis, use 

the information to identify a group of customers 

that have a lot in common but have attributes that 

make them different from most people buying in 

the market. Then create a profile of these customers 

including things such as age, income group, where 

they live and entertainment preferences. Use this as 

the basis of market research to ensure the niche is 

viable, and then develop a marketing plan to attract 

the new group of customers.

 » Know that you will need to understand the 

customers in that niche. Their common char-

acteristics and what differentiates them from 

customers who don’t buy your product.

 » Research age, sex, ethnicity, education level, 

buying habits, occupation or any other traits that 

you think are important to the buying decision.

 » Now compare — what characteristics do your 

present customers share?

 After you identify your niche market, do a 

little research to calculate the potential size of 

your niche market. Reference material for this 

research has been compiled as census data 

by federal government. You can check out the 

research data available from the U.S. govern-

ment online at United States Census Bureau.

GIVE YOURSELF 

ENOUGH TIME TO LEARN 

YOUR NICHE MARKET 

BEFORE SPENDING 

A LOT OF MONEY ON 

NATIONAL RETAIL AND 

WHOLESALE SHOWS 

OR ONLINE ADVERTIS-

ING. LOCAL CRAFT 

SHOWS AND SELLING 

TO FRIENDS AND FAMILY 

AT HOME SHOWS ARE 

GREAT WAYS TO GET 

STARTED IN THE CRAFTS 

INDUSTRY.

https://www.currenciesdirect.com/en/news/online-seller/looking-to-sell-overseas-check-out-exportingisgre
https://www.census.gov/
https://www.thoughtco.com/local-arts-and-crafts-shows-192968
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STEP 6: ENTERING YOUR TARGET MARKET

 To evaluate a prospective intermediary in 

detail, please visit the Trade Commissioners 

site and click: Choosing an Intermediary you 

may have to sign in under your account, or ac-

cess the information by previewing the guide. 

Look for the information in Module 4, Step 8: 

Delivering the Goods.

A. Methods of Market Entry
There are several different methods of market entry. You may decide to export directly to your client such as 

through trade shows or via a buyer’s website, or you may decide to use an intermediary.

An intermediary is a resource that may help secure orders for you. Using the right one can often save you 

time and money. Intermediaries are categorized as follows:

 » Agent: An agent secures orders from foreign 

customers in exchange for a commission. 

 » Representative: A representative is a specialized 

agent who operates within a specific geographic 

area and who sells related lines of goods.

 » Trading houses: Trading houses are domestic 

intermediaries that market your goods abroad. 

A full-service trading house, such as the Trade 

Winds Agency in Boston, handles a great many 

aspects of exporting, such as market research, 

transportation, appointing distributors or agents, 

exhibiting at trade fairs and preparing advertis-

ing and documentation.

 » Foreign distributors: Distributors actually 

purchase your product and resell it to local 

customers. Often, they set the selling price, 

provide buyer financing, and look after warranty 

and service needs.

http://tradecommissioner.gc.ca/exporters-exportateurs/guide-exporting-guide-exportation.aspx?lang=eng
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LINKS IN THIS MODULE

Canadian Trade Commissioner

www.tradecommissioner.gc.ca

Marketing budget template

www.vtldesign.com/digital-marketing/digital-marketing-strategy/marketing-budget-template-example/

Canadian Trade Commissioner — Market Reports on the USA

www.tradecommissioner.gc.ca/united-states-of-america-etats-unis-amerique/market-reports-etudes-de-

marches/index.aspx?lang=eng

Niche Market Research

www.lornali.com/how-to-research-profitable-niche-market/

Looking to Sell Overseas?

www.currenciesdirect.com/en/news/online-seller/Looking-to-sell-overseas-Check-out-exportingisgre

United States Census Bureau

www.census.gov

Canadian Trade Commissioner — Choosing an intermediary

www.tradecommissioner.gc.ca/exporters-exportateurs/guide-exporting-guide-exportation.aspx?lang=eng

http://www.tradecommissioner.gc.ca
http://www.vtldesign.com/digital-marketing/digital-marketing-strategy/marketing-budget-template-example/
http://www.tradecommissioner.gc.ca/united-states-of-america-etats-unis-amerique/market-reports-etudes-de-marches/index.aspx?lang=eng
http://www.tradecommissioner.gc.ca/united-states-of-america-etats-unis-amerique/market-reports-etudes-de-marches/index.aspx?lang=eng
http://www.lornali.com/how-to-research-profitable-niche-market
http://www.currenciesdirect.com/en/news/online-seller/Looking-to-sell-overseas-Check-out-exportingisgre
http://www.census.gov
http://www.tradecommissioner.gc.ca/exporters-exportateurs/guide-exporting-guide-exportation.aspx?lang=eng

