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Swpporting Egypt’s Processed Foods Export Industry

Agriculture-Led Export Businesses

raw material. Businesses can determine markst potential by gathering information in verious
ways, each of which have fime and cost implications.

information and apply & to their particular situation.

o Secondly, processing firms must assign their in-house markesting department t0
conduct survey work, over and above what is available in the public domein. The
quaity of the survey work depends on the abiilty of in-house staff to dedicate time
and effort to the aclivily. Some fims may ]
undertake proprietary work. This oplion is costly but ¥ efforts

determination of market potential, but in order to accurately interpret this informedion
they must make contact with buyers in the market.

has
shown that risks are minimized and chances of success ars higher when a processor has
developed a business plan that includes a clear strategy

This toolbox outiines steps needed to compilete a markst survey, develop a market sirslegy,
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Following is the explanation for sach line item on the survey:

Section 1: Outline Steps to Take on Introduction and
This format lsts the steps that one should follow in order to develop the proper methods to
obtain a new customer for export.

Section 2: Export & Marketing Strategies
Strategies that can be used in order to obtain new customers, to develop your Export Markat
Pian and to increase your exports are included in this section.

Section 3: Outiine for Marketing Plan

This outiine will assist a manager and staff with writing an Export Markst Plan (ENMP) that will
defineate the future of the company for exporting to an intemnational maricst. This is a lving
document and is one that can be updated. This is & roadmap for the marksting department
on the gosls, objectives, strategies and methods that the marketing team s going to
implement, be held accountable to and contribule to the company vision.

Section 4: Websites for Research Information

The websites enable an individual to keep abreast of many facels of marketing, i.e. wealher,
competition supplies, prices on the intermnational markets, statistics for the target markels,
and other pertinent information for the marketing department so that sound and good
business decisions can be made.

Section §: Introductory Letter Outline

This is an outiine for the information that is needed to be writhen in 8 professional
introductory letter t0 a potential customer. Since this is the first contact that the compeny
has with the potential customer, first impressions are of the utmost importance. If a lether is
written poorly - speling, grammar, information - the potential customer is likely to discard the
introductory letter. You never get a second chance to make a first impression.

Section 6: Sampie Introductory Letter

This is a sample letier for you 1o review to assist you In wriling your own lstier 0 a polential
customer. One must be very careful with the content and style of the letter so that the
potential customer is impressed with your company and not dissnchantad with your lether
and therefore your company.



Section 7: Outline For Cold Call To Potential Customer

Once the infroductory leiter is sent, and then it is up to the individual to follow up with the
phone call to the customer. The outline delineates the importance of following certain
techniques to enhance the possibilily of gaining the new customer. Remember, couriesy
and diplomacy is of the utmost importance for you. You are now making the second
impression with the potential customer, and the

Section 9: Buyer Profile

A buyer profile is something will enable the rapport between the company and the buyer o
be business oriented, yst personal. It is important that the buyer respecis you as a
company, yet a peronal relationship is established.

Section 10: Letter of Credits and/or Payment Terms

A letter of credit is the quickest and the surest method of recelving your money. This area
will review the important aspects of the Letter of Credit and how to obtain and wiille one with
your bank and the customer.

Additionsl Resources and information




Section 1: Outline Steps to Take on Introduction and Follow-Up

A. Export Marketing Plan

B. Market Research and establishing of the websites that are available for ongoing resserch
of markets, supply, prices, and customer base.

C. Introductory letter or fax
1. Introductory letter from the company
2 qummmmmmmm
and usage of the products that are being proposed, eic.

D. Follow up “Coid Call” in 8 1012 days to the customer
1. Contact the responsible person for the products that you are seliing 1o the customer
2. See if can fax or call the respective buyer
3. Get his/her parmission to send a sample of the products to him/her
4. Get email address if the customer has one
5. Discuss knowledge of the customer with the buyer

8. Tell the buyer that you are willing to pack to his/her specifications

E. Send sample, brochure and information, and price list of the products thet are of interest
to the buyer.
1. Price list is based on the conversation with the customer on the products that he/she
is interestad in buying
2. Send questionnaire with the samples that is t0 include what the customer thinks of the

product, e.g.
Label

Printing

Colors
nformation

e. Product quallty

F. Follow up call or emall
1. Received the sample
2. Status of the sample and the prices
3. Customer specifications
4. Sales criteria
5. If customer is interested in buying, schedule a trip to visit the cusiomer

H. Customer profile

I. Buyer profie
J. Letter of Credit

apoe
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Section 2: Export & Marketing Strategies

A. If long-term export success is to be achieved the firm needs a definike plan for
their export policy.

This means that the firms interested in exporting have to analyze, first of all, their reasons for
wmmmmumwummmnaﬁs

ilmam Quite apart from the fact that objectives, criteria and possibilities vary from firm
to firm, the foliowing general questions should be examined.

1. What is the intended purpose of exports?

. To find an outiet for occasional surpluses in production

To compensate for a short fall in domestic demand in a structurally namow
market

To expand operstions (increase in the volume of sale)

To provide jobs
To obtain foreign

exchange
To spread the risk (markat or product diversification)
To enawre steady growth
To provide impulses for faster growth eic.

2. What is the firm’s export strategy?
a. To increase exports of traditionsl products

b. To diversify axports by selling non-traditional products of supplying non-
traditional markets

¢. To open up individual test markets for certain products for the purpose of
better markst penetration

d. To develop all potential markets etc.

3. Which potential markets are to be developed?

Temeanp gw

4. V\Hcho;ﬂnmmwmqunpt*hrhm

a. To push sales of traditionsl products

b. To diversily through the sale of non-traditional products

¢. To develop the market by supplying direct importers

d. To work the target mariet directly

e. To concentrate on regional markets or individual customers

f. To establish a sales organization of one’s own (branch or subsidiary,
distribution network) eic.

After coming “to grips” with the four previous questions, the potential exporter must now face
thres basic questions. These are:

o Whether there is any chance of selling the product at all
o What the sales potential or market tendencies are and

+ What the competitive situation looks like (rival products, quantities, prices, competitions
and their behaviors)



B. it is important to remember that consumer goods usually have to be sold twice o the
trade and to the consumer.

Success on the market does not only depend on such factors as pricing, distribulion,
advertising, sales promotion etc. but also on finding the proper “siot” for the product. The
right or wrong slot is largely determined by consumer reaction.

C. PREPARING FOR EXPORT MARKETING

Adequate information on market conditions help to improve the chances of succees of all
export and marketing activities.

in the fisld of marketing, the exporter can apply two methods of acquainting him/herself with
the situation on the market and preparing the marksting activities and decisions:

o Non professional market research
¢ Professional market research

in both cases, primary and secondary statistical data can be used and desk research as well
as field research can be conducted. The advantage of secondary information which is
usually available in large quantities over primary data, which has to be obtained specifically
for the purpose envisaged is that it involves lower costs, can be obtained more quickly and
can aiso be analyzed by you, other than professionsi researchers.

D. NON PROFESSIONAL MARKET RESEARCH
This method, which in comparison to professional market research is much simpler.
MARKET RESEARCH

information on the market should include:

import statistics

import and other legal regulations

The prices of similar products

Competition (competitors, rival products)

The customary marketing channels

Competitors marketing methods, advertising and sales promotion efforts
Transportation

Consumption

Terms of sale

From this information, you would be able to develop & market analysis. Again, this can be
an extensive axercise. However, the objective is to provide basic data on the market as a
whole or the markst for a particular product and whether or not to enter this meriet.

A market analysis will provide:
Market structures

Market potential

;
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E. CHANNELS OF DISTRIBUTION

There are no hard and fast rules on selecting a distribution channel. However, before
choosing an adequate distribution channel, the exporter has to decide:

e Whether he wishes to reach the ultimate consumer directly (i.e. without miidiemen) or
indirectly (i.e. via middiemen)
s Which of several equal alternatives is the most suitable one for the sale of your

products

Thus, the choice of s distribution channel determines the length of the marketing chain
between producer and consumer and its functional efficiency. It is important 0 note that
success in the market does not depend on the iength of the marketing chain or on whether
the direct or indirect method is employed.

If for example, a marksting middieman has good connections, with certain types of retal
establishments, which are particularly suitable for consumer groups for whom the product in
question is intended, this indirect approach may be preferable 1o the direct one, in spile of
the fact that the marketing channel is longer.

The only decisive point is whether a particular channel of distribution is adequate from the
point of view of the product and the overall marketing strategy.

Costs have to ba taken into account, as well, because the costs occasioned by the individual
distribution channels differ apart from the costs connectad with transport and storage,
allowance also has to be made for middiemen’s mark-ups.

No clear ine can be drawn between “indirect” and “direct” channels. The types of
enterprises mentionad under indirect channels do not usually import to meet their own nesds
or to sell directly to the ultimate consumer; instead they import with a view to ressilling the
goods to wholesalers and/or retailers. The establishments mentioned under direct channels
usually buy goods for resale (directly to the ultimate consumer), however, indirect imporis
through other channeis and resale of directly imported goods to other middismen are quile
common. (Not so in the case of lasrge retall establishments, which import only to cover their
own neads and not for the purpose of resale to other middiemen.)

The exporter has {0 examine in sach case, which distibution chennel, regardiess of whether
it is direct or indirect, meets his particular requirements. The range of coverage offered and
glnmofﬂnemarprbemhwm An intermediary of small size using the

As a goneral rule, the best chances of selling a certain product exist if the nature and male-
up of the product and the suppliers capacily are compatible with the probable tumover and
the nature of the trading fim invoived as well as with the range of products caried.
However, the exporter must also take into account the degree of market pshetration he
wants to achieve.

Regardiess of the channel used, the introduction of a new product takes some time. The
exporters should therefore, avoid changing the distributor/distribution channel prematurely, ¥
his original expectations regarding sales are not quickly fulfilled.



F. DISTRIBUTION CHANNELS

a) indirect distribution channels

b) The traditional import trade (independent import wholesalers)

¢) The traditional wholesale trade (wholesalers other than importers)
d) Wholesale buying officers

e) Central purchasing offices of retailers, cooperative groups

f) Commercial agents/brokers

i) Central buying offices of large retall establishments - e.g. department stores, mall order
houses, electronic retailers multiples (chain stores)

1) Industrial fimns

k) The exporters own sailes office

The promation plan emanates from a systematic oversil marketing approach summarized
below, a process, which most marketers go through annually, and a process, which resulls
in a foomal marketing plan for the product or service. Guided by the markeling plan,
marketers develop sales promotion plans to deliver plan objectives.

MARKET AND
BRAND BUSINESS
ANALYSIS
—
MARKETING OBJECTIVES
AND STRATEGY
/ﬁmm
AND STRATEQY
I
SALES FORCE TRADE CONSUMER
OR STAFF PROMOTION PROMOTION
OBJECTIVES OBJECTIVESS OBJECTIVESS AND
AND STRATEGY AND STRATEGY STRATEGY




-Push” and "Pull’;

Basically there are two overall strategic approaches to use in developing the promotion and
advertising plan, and the allotment of funds.

(1) PUSH

A PUSH strategy is used to get the trade to order in and push a product through their retail
outiets. In this case, a marketer would assign the marketing budget almost exclusively to

2% of marketing support funds Push aliocafion
Advertising 10%
Sales

{Consumer & trade spending combined) 100%

A PULL strategy transiates into a spending allocation, which might look as follows:

2% of markeling supoort funds Push sllocaiion
55%

Sales promotion 45%

(Consumer & trade spending combined) 100%

Obviously competitive spending and allocation of funds must aiso be considered.

it shouki be noted that sales promotion has three target groups-consumer, trade and sales
force.



Section 3: Outline for Marketing Plan

.  Executive Summary: Short Statement summarizes the entire plan and what the
intentions of your market export objectives, strategies, and goals. In other words, what, who,
where, and when do want to export your product(s). This can be written prior to the plan
then revised after the plan is writien to be updated.

mmwammmmmummm

A. Where you are at the present time in export and knowledge of the intemational
market.

B. Market Potential: What is the size of the market thet you are targeting?

C. Customer Needs: Through research, determine what the needs of the customer in
the target markets are for your products.

D. Product What are the products that you wish o export.

E. Operation sirengths, weaknesses and risks: What are the strengths, weaknessss,
and risks of your operation in the export market.

F. Trends: What is happening and what changes in the markst do you see occurring
if any.

G. Competitors weaknesses and strengths. Both domestic and international

H. Polential Niches: Does your product have a niche that you can export to, i.e. as
an sthnic Arab markst, Kosher markst, and/or variety of product that is indigenous
to Egypt.

M. Objective: Should be clear and in simple terms. Be written 80 can be accurately
measured. There shouid be a time frame for achieving the objectives. This should
be consistent with the overall company objeclives.

A. Measurable Objectives
1. Increase Customers: What in five years on an annusl basis do you want 0
obtain in customers and in which target markels?
2. Increase in Sales Revenue/Production: What is the volume in five yoars on
an annualized basis that you want to increase’?

VIi. Sirategies
A. Strategy

1. Qualily: Is your qualily of the product and collateral material competitive with
the intemational market and competitors for that international market?

2. Adding Value: What can you do with your product to add value to &, to be
accepled to that market i.e. is &t healthy?

3. Product Development: Do you have an R&D program and ¥ 30 are you
dveloping any new products for axport markets?



4. Pricing: This should be determined with the upper management to determine

what the target margins of profit are to be when establishing a price basis.

a. How Prices Are Set What is the method that you are going to set your
prices with the potential customer or axisting customer?

b. Pricing is Competitive: Is your pricing competitive with the export market
and the international competition?

C. Based on Cost — Markup: What is your markup going to be?

d. Elasticity of Pricing: How flexible are you going to be with your customer
in terms and conditions?

e. Discounts: Are you going to offer to the customer any introductory
discounts or volume discounts?

f. Sales Tems and Credit What are your terms and conditions for the
customer? Let the customer know this up front.

5. Place Marketing Channels: Whom are you going to target in the markets thet
you are trying to export 107 This should be delermined in order to best place
your product in the market for success. Evaluale your market and product

8. Perceptions - Product Has Value

7. Promotion and Advertising
a. Trade Shows: Determine the best irade shows that are in the marist that
you have targeted and attand those shows.
b. Brochures: Is your brochure of quaiity that & will represent your company
with professionalism that you want. it must be well done; this will be the
first impression of your company that he potentisl buyer and cusiomer

808,
¢. Information to Customer: What information do you have available 1o give
to the customer?

8. Market Penetration: What is going to bs your methods o psneirale the
market. Are you going to penetrate with cheap prices? Are you going o
pehetrate with personal visils to the customers?

9. Raw Malerial Supply: What is the qualily of your raw malerial? s there any
control by your company on the raw material to insure the food safely of the

product?
10. Management: How commitied is the management fo the export market and
willingness 0 make the changes in order for success in the market.

Viii. Budget: Establish a budget that will include trade shows, advertising, penomdnuth.
and other costs that are going to be needed to market the product.

IX. Marksting ~ Summary
A. Product Mix — Products that will be exported
B. Place Mix - Target Markets and Channels of Distribution
C. Price Mix — Type of pricing that will be used per product
D. Promotions Mix — Promotions that will be used per the product (Discounts eic)

1"



Sample of Customer Questionnaire for Trade Show
Your Company Name

Stapie card to the top left or right comer of this paper

Name of Company:

Name of individual talked to:

If not listed on card:
Telephone extension:

email address:

What information was given to the company representative/buyer:

Brief notes of what was discussed with the representative and to include:
1) Products that the company purchases:

2) What products that are being shown to buyer, he/she had interest in, packaging, etc.:

3) Person(s) and tities to contact in the company for this:

4) Specifications on the product to determine what company needs to do 10 sall 10 the
potential customer:

5) Methods of transportation for the
produci(s):

8) Method of payment.

7) Times of purchase in the year; are they a seasonal buyer:

8) Any comments about the business environment of the buyer's compeny:

9) General comments on your impression of the individual in his/her sincerity in buying our

product

12



Section 4: Webslites for Research information

Foreign Agricultural Service, Agency within the United States Department of Agricullure —
FAS

Pmsmmmw - PSDP
Japan Export Trade Organization - JETRO

World Trade Center - WTC

th I d .
5. Ws»v«ehderl-lambnmaoruev Gamnty Dr. Klaus Hanebuth -
Www.waren-verien.de.
6. FRUCOM, European Community, Dr. Klaus Hanebuth — www.frucom.de.

13



1. NMFMHMW('FPA) - yww.nfpa-

food.org/member. htmi

12. Grocery Manufachues of America (GMA) — www.amabrands. com

13. American Spice Trade Association (ASTA) - www.astapics org

14. Foodiine - www.foodline.com

16. Egyptian Ministry of Economy and Foreign Trade - www tpegypt gov. eg
17. Korea, Japan, USA, and China - www.eckoreg net

G. m&ummmmumummmm
1. umusuu FDA - cmforFoodsmwApplodm
e n.fda.gov/ist htmk: Food and Nutrition information Cender -

14



Section 5: Introductory Letter Outiine

A. Introduction of who you are and the position thet you hoid in the company.

B. History and profile of the company.
1. When the company was started.
2. Mission Statement of the future
3. Sizs of the company, Wu\dmﬂunm
4. Where product is from in Egypt.
5. List of praducts that you have to sell the customer.
6. Service and quality oriented and describe briefly how.
7. Brief description of the operation; give examples of sanitation, HACCP or ISO
" certified or going towards this to meet the food safety requirements of the courtry thet
the prospective customer is in.
8. Willing to pack in any size of container (final consumer or bulkk) or private pack for the
customer.
9. Raw material testing for food safety. What is done ¥ doos not meet tests.
10. Ease of loading a container and have the

11. Presently exporting to Europs and other Europeen countries and where else.

C. Include in the letter your telephone number, fax number, smail, websle, and office
address.

15



| would ke to introduce myself and my company to your well-known company, _Name of
Sender and Name of Company. Our company is located in Cairo, Egypt and specializes
nspedalyhﬂjdoeprodueﬁon Wearapluemlymﬁmb

with you this project that is funded by the United States Government. Name of Company is
Mhmﬁnbmmhﬁﬂmm guava, pomegranate, and

Name of Company is one of the leaders in Egypt in the exportation of frukt juices 10 the
international market. We have been in business from Date of start.  We have the abillty to
mix the type of mixture that you would want in your juice. Our facillty is ultra modem and
can package in a Tetrapak, bottle or carton, and in bulk.

Ouwr raw material is grown mostly in the fertiie Nile Delta. The weether and the soll in this
region are very conducive to excellent products. With the coolness of the Mediterraneen
during the day, this enabies us o grow quality products and for us 0 produce an excellent
tasting juice product.

Growers under our supervision grow all of our raw material in order to ensure food safety
and proper cultural practices in the ulilization of pesticides. We utiize proper harvesting
and transportation techniques in order to ensure a proper coki chain for our raw malerial to
our production facility in Calro. Through our contractual relstions with our growers, we
procure in excess of 20,000 MT of raw material fruit annually and inspect and iot the entire
Mhmmmmbm Myfmlihddoamtmodour

Our faciiity is ISO cerlified and we are in the process of implementing a HACCP plan. Name
practices Good Manufacturing Practices (GMP). We believe in food sanitation

and praciice it in all of our operations.

iyt we are able to meet your neads on a very
shmttinetabb mmmumdmmdmmm
of the juices for the mixture that you require. Our mission statement is 0 give the customer
service and quality that is equaled by none.

Our facillly is near the ports of Alexandria and Port Said, therefore allowing us to ship in a
very brief period of time. Both porls are very modemn and have facilities to handle the
newest type of containers.

Name of Company is also a major producer of fresh jams and frozen vegetabies, ¥ your
compeny is interested in these ilems. We follow the same procedures with these as we do
with our juices. We are vertically integrated and have the same quallly and service for our
customers with these products that we have with our juices.

mruluhgnﬂnspeemmnfuwwun,mmmm_a
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Guava — 250 gram or one fiter botties. 12% pulp in our drink and 20% - 30% pulp in our
nectar. The ingredients are water, guava pulp (25%), sucroee, citric acid, food stabilizer
(CMC), necter is pasteurized

Mango — 250 gram or one iter botties. 12% pulp in our drink and 20% - 30% pulp in our
nectar. Nectar is pastewrized. The ingredisnts are water, mango puip not less than (30%),
sucrose, citric acid, food stabilizer (CMC), anato

Pomegranate — Concentrale which s freshly squeezed from the seeds and there are no
addictives. The brix are 12% and the total soluble solids are 11% - 13%. The components
are moisture-83%, TSS-11-13%, total sugars 13%, ash-0.28%, Fiber-traces, protein-1.28,
vitamin C-3.84mg/100ml|, total acidity-1.04, PH-3.6, pectin0.6%

‘The above fruit juices offer not only a pleasant taste to your custiomers, but a vitamin rich
drink that is growing quite quickly in Cailifomnia. The most recent stalistics that were
reviewed illustrated that the growth of imported juices of this nature was 70% per year.

We will private label pack. We will package in various size contsiners to mest your
requirements.

Our address, phone and fax number, and email address are as follows:
Address: |

Telephone:
Eaxi

| hope that we can do business in the future. | am very interested in fusthering a business
relationship with your excellent company.

Name of Sender

17



Section 7: Outiine For Cold Call To Potential Customer

A. Initial contact to the receptionist:
1. Pleasant greeting and identify yourself and the company you are with, Speak in
English and SPEAK very SLOWLY and pronounce each word carefully, ask how
he/she is. This is a foreigner and they are in their native land and you are both not
speaking in your native language, be very deiiberate.

2. State that you have sent a fax and with an introductory letter to this compeany

3. Stats that you would like to tak with the person that is in charge of the buying of your
commodities, state them briefly. Remember he/she is very busy and does not have
time for idle chat or such, be specific.

4. Request the name of the person that is the buyer of your commodilies and wirite &
down, then ask the receptionist to transfer you to that person.

5. If ha/gshe has any more questions, answer the questions specifically and succinctly
and be very cordial.
6. If the buyer is not there, then get the direct number to the buyer and ask the

&wmmmmdmmmmbummm
8. if transfemred to the buyer, then do as follows.

8. Taking to the BUYER:
1. Plsasant gresting and identify yourself and the company you are with, Spesk in
English and SPEAK very SLOWLY and pronounce sach word carefully, ask how he/she
is. This is a foreigner and they are in their native land and you are both not
your native language, be very deliberats.

2. The BUYER is vary busy and you are besically bothering ha/she, 80
cognizant of that, sc be very succinct. You are at this time not important to the BUYER,
you are disturbing his/her routine, and you must realize thet.

3. Ask if this is a good time for he/she for you to have a corversation or would & be
better to call at another time. Iif this is not the time to tak, find the betier time and
schedule a call with the BUYER and start st the beginning on the next call. If time is
permissible, then follow this.

4. State that you have sent a fax o the company with an introductory letter. in thet fax

select a time that is convenient for he/she. Iif he/she does nat want to receive a fax and
is not interestad in talking with you, ask if you can fax or call at a laler dale to start some
kind of cialogue. If not, then thank he/she and be very cordial.

5. If he/she has the fax then proceed to 2g, if he/she doss not have the fax and would
ke to see a fax, then reachedule a time that is convenient for the BUYER and agree

18
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upon a time to call the BUYER. Tell the BUYER that you will send ancther fax altention
to his/her name. Ask if there is a direct fax to the buying depestment other then the one
that you have. Ask the BUYER if he/she has a direct number to call he/she for the next
conversation. if the BUYER does not have the fax, do not waste any of his/her time, be

cordial and say good bye.

6. Call at the agreed upon time, uniess you have a direct number for he/she, then go to
2g after you have introduced yourself 1o the BUYER. Ask the receptionist for the
BUYER by name this time and ask to be transferred to the BUYER. Tell the receplionist
that you have made an appoiniment to call the BUYER at this time.

7. if the BUYER has the fax, then procesd from here. Tell the BUYER succinctly about
your company and that your company is an exporter of products, stale the products
specifically. State to he/she what areas you export to and if you are HACCP certifled or
that your company is pursuing this in the near future. Then let the BUYER know thet,
SPEAK SLOWLY. Remember that you are disturbing the BUYER from his/her routine
and that you are not a friend at this time. Be very pleasant and cordial to the BUYER,
he/she may be difficult with you, but that is just at this time.

8. Ask he/she if ha/she is interesiad in any of your products thet you sisted. ¥ he/she is,
then you would iike to ship a sample to he/she as soon as possible. if he/she is not, ask
he/she if you can call back at a iater time. If you can do 30 and start from 2for 2g. ¥ not
interested in having you call back, be very cordisl and end the call. If the BUYER is not
interested in your products at this time, ask ha/she if you could call back at a laler dale to
discuss the situation. If the BUYER says no, do not be offended, be plessant and leave
your phone number with the BUYER and thank he/she for the time. Ask he/she Kthere is
any companies that right buy your products if this compeny does not buy any of your
Mmmmmmwmmmmummu

8. If ha/she is interested then obtain the products that he/she is interested in and

request specific criteria of customer specifications on the those products ha/she is
interested in and write them down and repeat them to ha/she. Find out where ha/she

wants you to ship the products. Repeast the address for accuracy to he/she.

10. Make an appointment when you are going to call back based on the time that the
product will armive to the BUYER. Set a date and time at this time for the next call.

11. End the conversation with a pleasant and cordial parting and thank the BUYER for
his/her time.

12. End of call.

. Major Poinis to remember:

1. SPEAK SLOWLY and pronounce each word carefully, you are both not speeking in
your native language.

2. Be succinct with the BUYER, heve a prepared text for the BUYER if necessary.
3. Be pleasant to the receplionist and the BUYER, even if they sre not o you.

4. Do not be forceful on sending the BUYER in taking to you or sending himher a
sample, but be posilive about your product and your company.
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5. The BUYER does not know you or your company and that you must represent
yourseif and the company in a cordial and positive manner.

6. Bold letter font on the BUYER and other are to keep you reminded that the BUYER is
the in charge and that you are not yet a friend. That you must speak siowly, to be
understood.
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Section 8: Customer Profile

Name of Customer
Address
Telephone Number
Fax Number
Email Address
Website

Buyer's Name in Full
Chain of Command in the Purchasing Organization
Parent Company ¥ Any

Business Description i.e. what type of business is the company in, areas servicing, type of

customer servicing

Customer Products as Produced by Your Compeny
Product Specifications by product

Length

Diameter

Weight
Brix

Package size
Package required

Method of Transportation

Compeny
Destination
Particulars i.e. recorders, seals, fumigation, pallels,

Method of Payment
LOC
Contact Person in Accounts Payable

Bank
Graph or table on the sales and volurme with the customer on a monthly basis
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Section 9: Buyer Profile

Buyers Full Name

Telephone Number

FAX Number

Email Address

Home Address

Birthday

Hobbies

Other Interests i.e. reading and author, plays etc.
Favorite Foods

Wile's Name

Wile's Birthday

Hobbies

Other interests i.e. reading and author, plays etc.
Anniversary Date

Children’s Names and Ages

Children's Birthdays

Children's Hobbies and Sports




Section 11: Letier of Credit

An export letter of credit is a conditional payment mechanism whereby the issuing bank
imevocably promises to pay the seller if presented documents comply with all of the lstter of
credit terms and conditions. As the issuing benk’s undertaking is conditional, a commercial
letter of credit is not a guarantee of payment. A commercial letier of credit offers protection
to both the buyer and selier and, for this reason, is often used as a means of payment. The
seller is assured of receiving payment as long as the documents present are in conformity
with the terms and conditions of the letter of credit.

A. An L/C transaction involves three agreements:

1. Agreament between the buyer (account party) and seller (beneficiary) which gives
rise o the use of an L/C. The agresment may be in the form of a sales conltract.

2. Agresment between the buyer (account perty) and the issuing bank which spells
out their mutual obligations, including that of the account party to reimburse the
issuing bank when payments are made to the beneficiary in accordance with the
terms of the L/C.

3. Agreement between the issuing bank and the seller (beneficiary), which spacifies
conditions which must be met before payments will be made.

B. There are two types of banks in the transaction:

1 Issuing/Advising — An advising bank acts as the agent of the issuing bank.

2. Negotiating/Confirmation — By confirming a letter of credit, the advising or ancther
bank assumes the same responsibilitios as the issuing benk, including the obligation
to pay against presented documents if they are in order and all of the letier of credit
ferms are met.

C. Commercial L/Cs — Mechanics

1. Importer gives L/C application 10 issuing bank.

2. Once the issuing bank has reviewed the wording of the application and the credit
of the importer has been verified, the L/C is tranamitiad to the advising bank.

3. The advising bank checks the authenticity of the credit and relays the document o
the seller/exporter (beneficiary).

4. Once the seller is satisfied with the terms of the credit, he/she ships the goods.

hnotmandabry) mmmmmwmmm»m
importer. The issuing and examining banks are responsible for checking the
documents to determine i all kems conform o the L/C.

6. Payment is made to the selier if all documents are in order.

D. Letier of Credit issuance guidelines. The following information has been designed to
assist you in initiating your export sale and assist the bank in processing the intemational
trade transaction:

1. Export quotation worksheet: This worksheet provides an expedient way fo gather
the basic information required to prepare an export quotation, a key step in initisting
your international trade transaction.



2. Boport Letter of credit issuance instructions: This workshest provides an
expedient way together the basic information requited to prepare an export quotation,
a key step in initiating your intemational trade transaction.

sample is for llustration purposes only. mwamnmhswn
(Society for Worldwide Interbank Financial Telecommunications) format that is
commonly used by major intemational banks. The comments are user comments
and not legal definitions.

E. Exporter responsibility with L/C
1. Upon receipt of L/C, read it thoroughly
2. Do not ship until your receive the L/C
3. Remember you must comply exactly with everything in the L/C. i you cannot
comply exactly with the L/C terms, contact your buyer and request amendment(s)

F. Checkiist for Export Letter of Credit

1. s the letter of credit imevocable? Remember, an imevocable L/C can only be
canceled with your coneent.

2. Which bank has committed itself {0 pay? As the beneficiary, are you satisfied that
such a bank can pay? If not, you may wish to request the buyer to have the letier
of credit confimed by a major bank.

3. Is your name and address, and that of the buyer, spelled correctly?

4. s the amount of the credit sufficient to cover the shipment? The amount should
cover the freight and insurance charges in accordance with the terms of the sale
such as C&F. CIF, FOB, eic,

5. Is the term of the draft required under the L/C as agreed upon between your buyer
and yoursell?

8. Is there sufficient tolerance allowed on the quantlly to be shipped? if you are not
sure of the exact amount, you may want to have the L/C siasle “Aboul” or
“Approximately” immediately before the amount and quantity.

7. Does the letter of credit describe the merchandise commectly? Remember, the way
it is descrived on the L/IC dictates the way t must be deecribed on youwr
commercial invoice and all other documents presented for payment under tat L/C.

8. Is the made of shipment permitied from the place you inlend to use?

9. Does the expiration date and the latest shipment date give our sufficient time %o
effect shipment?

10. Is the destination cormrectly described in the LAC?

11. If the letter of credit stipulstes shipment to be effecied on a named vessel, or
vessels of a named steamship company, or named airiine, can you comply with
this requirement?

12. Can you comply with the insurence risks coverage required by the LIC?

13. Are there any boycott related conditions in the letter of credit?

14. Can you supply all the documents that the L/C calls for?

G. How long does it take for the exporter to get paid? Listed below are the three methods of
settioment from fastest to siowest. The issuing bank determines the settiement method:

1. Negotiating bank is suthorized to debit issuing banks “DUE TO" account.
zwmumwmmmnmm

Egypfian comespondent/setting agent.
3. Documents are payable at the counters of the issuing bank and must be forwarded
to them. After examining the documents, the issuing bank remils payment.
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8 Woeight list or certificate
9. Phytosanitary certificate
10. Packing list

i. Document discrepancies for L/Cs are common and are subject to the Uniform Customs
and Practice for Documentary Credit UCP 500 overview. The UCP rules L/Cs:

1. Under the UCP 500, issuing banks are obligated to make payment under L/Cs
when conforming documents are presented. f there is a discrepancy, the issuing
bank has seven working days to clarify and resoive the matier. If the discrepancy is
not resolved, then the issuing bank can delay payment to the negotisting bank. How
to avoid discrepancies :

a. FAX the buyer the terms of the LAC which shouid conform 1o the underfying
contract of sale between the exporter and importer.
b. L/C application to be sent to the seller to be reviewed and change then,
not after the banks have been invoived.
¢. That however the merchandise is describad on the L/C, that the invoice
can describe it the same.
d. The exporter should require that the period of time to present the
documents to the bank be at least fourteen days.
o. Exporter discuss with the freight forwarder that all the documenis that are
in the L/C can be obiained with the requisites signstures.
2. Most common discrepancies are the following:
8. L/C has expired
b. Lste presantation of documents
¢ Late shipment of goods
d. inconsistent speliing of parties’ names in documents
e. Terms of sale not complied with
f. Merchandise description not strictly as per L/C terms
g- Foreign language documenis must be exactly as per L/C
h. Documents are not consistent with one another
i. Ocean bill of lading issued by forwanding agent is unacceptable
j- Bills of lading are not clean
k. Insurance does not cover risks stipulsted in L/C
j- Insurance issued afier shipmant date
|. Bills of iading and drafis not properly endorsed
m. Drafts not completed properly



It is your decision 10 use this type of payment method and the aforementioned gus

guidelines
just guideiines to follow if your want to use an L/IC. The most important fact in a L/C is to be

sure and exact on the documents and that your documents comply with the L/C.



