	WHAT IS EXPORT

	Export includes physical exports including re-exports and deemed exports. There is a most conducive climate to export in view of liberalised EXIM and FOREX Policy, abolition of almost all controls on production and export/ import, provided proper preparation is made to start, expand or diversify export business.

	

The Foreign Trade (Development and Regulation) Act, 1992 defines export as taking out of India any goods by land, sea or air. Although the Act does not term them as "physical export", we have put this phrase to distinguish it from "deemed export" which is sales in India but considered as export for limited purposes. However, it includes re-exports (See below). 
"Export" with its grammatical variations and cognate expressions, means taking out of India to a place outside India, as per Section 2 (18) or the Customs Act, 1962. The CA further defines "export goods" as "any goods which are to be taken out of India to a place outside India". 
The Customs Act also contains definition of exporter, who in relation to any goods at any time between their entry for export and the time when they are exported includes any owner or any person holding himself out to be the exporter. 
As such exports mean physical exports of any goods. However, "exports" scope has been widened to include "services" exports. As such, it now includes goods and services. 
Third Party Exports 
Third party exports" me port made by an exporter or ma turer on behalf of another expo In such cases shipping bills sha cate the name of both the exp manufacturer and exporter(s). 
Re-exports
The definition of exports defines taking out of good to a place outside India. It does not specify as to what form of these goods i.e. whether indigenous or imported. Hence, it includes re-exports of imported goods in any form or condition i.e. with or without any processing of manufacture, repacking, labelling, etc. 
Conditions. Para 2.35 of the EXIM Policy, 2002-07 states:
Goods imported, in accordance with this Policy, may be exported in the same or substantially the same form, without a licence/certificate permission provided the item to be imported or exported is not restricted in the ITC (HS) Classification of Export-lmports Items. Exports of such goods imported against payment in freely convertible currency would be permitted against payment in freely convertible currency. 

	Replacement Exports 
Para 2.37 of the EXIM Policy, 2002-07 permits goods or parts thereof on being exported and found defective/ damaged or otherwise unfit for use, replacement free of charge by the exporter and such goods shall be allowed clearance by the customs authorities provided that the re-placement goods are not restricted in the aforesaid ITC (HS) Classification of EXIMP items. 
Goods or parts thereof on being exported and found defective damaged or otherwise unfit for use may be imported' for repair and subsequent re-export. Such goods shall be allowed clearance without a licence and in accor dance with customs notification issued in this behalf. 
Consignment Export/Outright Sale Exports
Export can also be categorised according to the system of payment to be realised as follows: 
(i) Outright (Sale) Exports. Normally, most of the exports are made on outright sale basis against firm price, and where no return of the unsold goods is made. 
(ii) Consignment Exports. These are also known as on 'Sale or Return' basis where the importer abroad is at liberty to return the unsold goods, although exports may/may not be against firm price. There is, however, a risk of no sale and consequent return and also of non-receipt of sale proceeds. The banks in such cases forward shipping documents to their over seas branch/corespondent, with instructions to deliver the documents only against trust receipt/undertaking to deliver sale proceeds by a specified date. This practice is followed even if according to the practice in certain trades, a bill for part of the estimated value is drawn in advance against the expots.
In the case of goods exported on consignment basis, freight and marine insurance must be arranged in India. 
Consignment exports can also be made to Indian warehouses abroad in which case realisation of export sale proceeds is permitted within 15 months as against 6/12 months in case of exports on outright sale basis. 
Deemed Exports 
In terms of para 8.1 of the EXIM Policy 2002-07 "deemed export" means "those transactions in which the goods supplied do not leave the country". Hence, the essential characteristics of any sale to be considered as deemed export are:
(i) transaction may involve any item i.e. product only and not services. 
(ii) the item does not leave the country i.e. exported outside India, if it goes out,the transaction will be termed as physical export.
The Exim Policy further specifies categories of supplies of goods by the main or sub-contractors as detailed in Chapter on Deemed Export Assistance in this book. 
Project Exports 
Export of engineering goods on deferred payment terms and execution of turnkey projects and civil construction contracts abroad are collectively referred to as "project exports". Further details are given in Chapter on project and services exports. 
Services 
"Services" include all the tradeable services covered under the General Agreement on Trade in Services and earning free foreign exchange as listed at Appendix 36 of the Handbook of Procedures (Vol.1),2002-07.The service providers shall be eligible for recognition as Service Export House, International Service Export House, International. Star Service Export House and International Super Star Service Export House on achieving the prescribed minimum average or net free foreign exchange earning. Besides they will be eligible for import under EPCG Scheme. 



	Service Provider
"Service Provider" means a person providing 
(i) supply of a 'service' from India to any other country 
(ii) supply of a 'service' from India to the service consumer of any other country in India; and 
(iii) supply of a 'service' from India through commercial or physical presence in the territory of any other country. 
(iv) supply of a 'service' in India relating to exports paid in free foreign exchange or for such services paid in Indian rupees, which are other wise considered as free foreign exchange by RBI. 

Counter-trade
Counter Trade means any arrangement under which exports/imports from/to India are balanced either by direct imports/exports from the importing/exporting country or through a third country under a Trade Agreement or otherwise. Exports/Imports under Counter Trade may be carried out through Escrow Account, Buy Back arrangements, Barter trade or any similar arrangement. The balancing of exports and imports could wholly or partly be in cash, goods and/ or services. 

Export of goods on Lease, Hire, etc. 
Export of machinery, equipment, etc. are also permitted to be made on lease, hire, etc. basis under agreement with the overseas lessee against collection of hire charges and ultimate reimport of the goods exported. Ex porters who wish to export goods on such terms may approach, through an Authorised Dealer in Foreign Exchange (Bank), the concerned regional office of RBI giving full particulars. 

Merchanting Trade 
Trade between two foreign entities operated by an Indian trader is described as 'merchanting trade transactions'. In such transactions, it is not necessary to physically import the goods into the country and then re-export the same. 

Offshore Trading 

It is same as merchanting or intermediary trade as explained above. 



	.EXPORT ENVIRONMENT

	Export of almost all items, barring very few can be made freely. Industrial licensing has been abolished except for six items. Foreign investment and technology imports allowed unhindered. Foreign exchange is available on asking. Simple and transparent procedures for export-import introdused. Hence, there is a conducive envirnment for export at all stages.

	The liberalisation era set in since July 1991, entailing a package of reforms in industrial, foreign trade and foreign exchange regime has created the most congenial atmosphere or environment for export. Both export and import are almost free being subject only to very restricted lists containing very few items in each case. Exports of any item barring few prohibited goods and very few subject to certain conditions, can be exported without licence permit. The rupee has been made fully convertible on trade account. The exporters other than status holder exporter are allowed to retain 50% (70% in case of EOUs/EPZ units and units located in Software Technology Parks and Electronic Hardware Technology Parks and 100% by units in Special Economic Zones and status holder exporters i.e. Export Houses, etc. in terms of EXIM Policy, 2002-07) of their foreign exchange earnings in EEFC accounts in India, Export Houses and other exporters with net foreign exchange earnings of Rs.4 crores during last year can also maintain Foreign Currency Account abroad. The Industrial policy has abolished all industrial licensing irrespective of level of investment except for a small list of 3 industries. Besides, there are only three industries reserved for the public sector. The procedures for foreign nvestment and technology agreements have been substantially liberalised. There is an automatic clearance for setting up units either as an EOU or in an Export Processing, Zone or for direct foreign investment in a joint venture abroad. 

Foreign Exchange for Export Promotion 
The foreign exchange regime has been totally liberalised. FE can now be available almost on asking for business visits, participation in fairs and exhibitions; remittances without limit, for purposes like purchase of tender documents, litigation fees, translation charges, subscriptions to journals/periodicals, agency commission, export claims, consular fees, etc. There is no longer any percentage ceiling on reduction in invoice value for exporters who have been in export business for three years. 
All exporters other than Export Houses, are allowed to open an overseas office or post a representative abroad, provided it will lead to earning of additional foreign exchange. Export Houses don't need prior permission of RBI for such purposes. Indian firms/companies may engage the services of foreign technicians, and no application need be made to Government for this purpose irrespective of whether the hiring of foreign technicians is under an approved collaboration agreement or not. Any amount can be remitted tor obtaining patents, designs, trade marks etc. 

Foreign Direct Investment 
Most manufacturing activities other than those which attract compulsory licensing/sectoral equity cap or reserved exclusively for SSI, non-banking financial services, food processing, electronic hardware, software development etc. and under automatic route where foreign investors are only to inform RBl within 30 days of bringing in foreign investment. 
FDI is permitted upto 100% in industries like drugs and pharrnaceuticals.

NRl lnvestment
The general policy and facilities for foreign direct investment as available to foreign companies are fully applicable to NRls as well. In addition, Government have extended some concessions especially for NRls and OCBs, which include investment in the real estate and civil aviation sectors upto 100 per cent and a more liberal limit in the Banking Sector. 

Joint Ventures Abroad
Proposals for direct investment in a joint venture/ wholly owned subsidiary abroad by a private/public limited company, being related tothe company's core activity, will be automatically approved, without prior reference to RBI provided total investment does not exceed US $ 50 million, except investment in JV/WOS in Nepal, Bhutan and Pakistan. 
In respect of commitment in JVs/WOs in Myanamar and SAARC countries (other than Nepal, Bhutan and Pakistan, the ceiling shall be increased by US $ 25 million or its equivalent in one financial year, for such commitment. 
In respect of direct investment in Nepal or Bhutan, in Indian rupees, the total financial commitment shall not exceed Rs.350 crores in one financial year. 
The funding of overseas investment through ADR/GDR realisation would be without any value limit. The value limit on investment out of EEFC balances would also be US $ 50 million. 

Procedural Simplification
Simple and transparent procedures both for exports and imports have been introduced. Decentralisation of powers by delegating the same to Aeglonalllcenslng authorities has been effected. A number of documents have been standardised. As many as 17 of the 25 documents can now be prepared from two Master Documents. The new documents are fewer and computer compatible. There is now only one application form for import licences except) where category of importers are different, and one for export licences. 
Import licence application for/by some categories can now be filed electronically.

Duty Free or Duty Concessional lmports 
Capital Goods whether new or second hand can be imported without permission.These can be even imported at a concessional rate of 5% duty of course against an export obligation. Even capital equipment can be imported by service providers. 
The duty exemption/rernission schemes and Duty Exemption Passbook (DEPB) Scheme allow duty free imports of production inputs. Even samples/prototypes can be imported duty free for product development.



	3. NEW MARKETS & ENLARGED OPPORTUNITIES 

	In tune with the new liberalised regime, India has opened new markets by allowing trade with South Africa and Israel, entering into agreements with the new CIS (Commonwealth of Independent States) i.e. former USSR members, and resumption of rupee trade with the Russian Federation, though in a limited manner. 

	Focus Markets 
With a view to intensify export marketing efforts for increasing and sustaining exports in promising markets, three programmes have been/are being implemented. These are:
1. FOCUS: LAC (Latin American Countries)
2. FOCUS: Africa with sub-saharan African region
3. FOCUS: CIS for strengthening ties with the CIS countries formerly grouped under Eastern European countries. This programme is to be launched in the next year i.e. 2003.
Export Cluster Towns
Export cluster towns like Tirupur (TN) for hosiery, Panipat (Haryana) and Ludhiana (Punjab) for woollens, etc. have been/ will be identified for giving thrust to exports therefrom. Such towns would be eligible for a number of benefits to upgrade them to move in the higher value chain. Common Service Centres will be located in such towns. Recognised Associations of units in such towns will be provided access funds under the Market Access Initiative (MAI) for creating focussed technological services.

	Special FOCUS Items 
106 items have been identified in the Medium Term Export Strategy, 2002-07 for regular monitoring their export performance and to take necessary corrective and promotional measures. These items are mainly engineering / electronic items, instruments, watches, etc., footwear items, marine and poultry items, some textiles and chemical items, jewellery and items for reparis.

ASIDE to States 
To encourage States / Union Territories in country's export endeavour, the ASIDE i.e. Assistance to States for Infrastructure Development for Exports, scheme has been launched.

Market Access Initiative (MAI) 
It is a new scheme to assist the industry in research & development, market research, specific market and product studies, warehousing and retail marketing infrastructure in select countries and direct market promotion activities through media advertising and buyer seller meets. 

NEW GATT Treaty 
The new GATT Pact signed on April 15,1994 by 117 countries including India after long deliberations for as many as seven years, is estimated to result in an increase in our exports by US dollar 1.5 to 2 billion per annum. The expected reduction in tariffs on most manufactured goods by more than a third to an average of 3% by industrial countries, the reduction in export subsidies on agricultural products by them would make Indian farm and industrial goods more competitive overseas. The agreement on phasing out of MFA (Multifibre Agreement) on textiles over a 10 year period is a positive gain for textile exporting countries including India. 
Thus, Look from any angle export-import, forex or industrial policy and procedure, liberalisation and simplification, international trading environment, etc. new vistas have been opened for starting, expanding or diversification of exports. What is required is a 'proper strategy' and preparation for export marketing.



	4.STRATEGY AND PREPARATION FOR EXPORT MARKETING

	Marketing strategy is often defined as the selection of a target market and the determination of the product, price, promotion and distribution policies that the enterprise must implement. A company strategy is in effect a blueprint for competing on target export markets. Based upon the marketing strategy, prepare an export marketing plan to serve as a guide for implementation of the same.

	When you decide to export, you must formulate an export strategy. Strategy formulation is the core of any business activity. It tells the exporting firm where it is going and how it should get there. Marketing strategy is often defined as the selection of a target market and the determination of the product price, promotion and distribution policies that the enterprise must implement. A company strategy is in effect a blueprint for competing on target export markets. An explicit export strategy provides a unified sense of purpose to which the staff of the enterprise can relate. To implement a strategy, an export marketing plan is required. 

Export Marketing Plan An export marketing plan is a step-by-step guide to strategy implementation. It addresses strategic issues and outlines the corresponding operational actions to be taken. It specifies target dates and provides detailed budgets for each step. The plan should answer all questions on how the company's export strategy is to be implemented and direct the enterprise in attaining the strategic objective. 
A company's marketing plan and its export strategy are therefore closely interrelated. As the various steps in the plan are put into action, interaction between the two should be continuous. 
The development of an export marketing plan requires decisions on the role that exporting is to play in the company's growth, the scope and nature of the firm's product lines and markets abroad, precise export performance goals and the level of management commitment to the export venture. 
A plan is only as good as the quality of the basic data gathered and the analysis undertaken during the planning process. It is important to obtain the participation of all levels of management in this process and to impress upon them that, to succeed, company-wide commitment to export goals is essential. 
A typical export marketing plan focuses on marketing objectives, market segmentation and positioning, market research, characteristics of the product line, export priting, distribution channels and promotional strategies. The plan should outline the actions required in sufficient detail: It should set out export targets, budgets and activity schedules as well as assign responsibilities for its implementation. 

	Marketing Objectives The first step in developing an export marketing plan is to establish export marketing objectives. These objectives, which should be attainable, realistic and clear, should be communicated throughout the company. Since they will determine the Company's direction and its actlvities, management will have to devote considerable time and effort to setting them. 
An analysls of the company's strengths, weaknesses, opportuhities and threats, or a "SWOT" analysis in short, can provide a guide to management for developing effective and realistic objectives. A SWOT analysis aims to reveal the competitive advantages of the company as well as to analyze its prospects for sales and profitability. It is usually based on a evaluation of facts and assumptions about the Company and on market research. A company's strengths are its competitive advantages that will give it an edge on export markets. Its weakness is its constraints which may inhibit marketing activities in certain directions. For example, a company lacking readily available funds cannot undertake a large-scale promotional campaign. 
The assessment of a company's strengths and weaknesses in relation to the competition is essential for competitive positioning. This assessment from the point of view of the competition should consider:
· Technology in use 
· Design, styling and trademarks 
· Product quality, quality control and the product's life cycle 
· Completeness of the product line 
· Customer service 
· Raw material supplies 
· Distribution structure and cost 
The review of opportunities and threats in the market should complement the analysis of the company's strengths and weaknesses. The aim is to identify the best business opportunities and directions of growth. A company's opportunities on possible markets can be evaluated in terms of the firm's export customers, competing suppliers. Such an evaluation may reveal complementarity between the company's strengths and market opportunities. 
Finally, management should examine the so called marketing threats on the markets being con sidered. Theseshould include import rules and reguJations relating to tariffs, quotas, non-tariff measures and so on. Management should also detemine whether the markets under assessment are mature markets that is are already well supplied and do not therefore provide a readily identifiable niche for the company's products. 

	Market Segmentation An export marketing plan is not complete until the company has identified its target segment in the export market. Any large market has a variety of market segments that differ supstantially. Different consumer groups exist according to income level, age, lifestyle, occupation and education. A crucial element of the export marketing plan is to identify the segment that the company intends to reach. 
In making this choice, the company should answer the following questions: 
· Who will buy its products in the export market? 
· Why will they buy these products? 
· Where are these customers located? 
· What are their characteristics? 
In this exercise it will be helpful to concentrate on within-segment similarities and between segment differences. The company should choose the segment with the requirements that fit its product specification best. For example, if it produces high-quality premium priced porcelain ware, its target segment is likely to be high-income, well educated young consumers. 
A target market segment should be large enough to be profitable. An assessment of the size of the segment should therefore be made before a final decision is taken to include it in the marketing plan. 

Market Research To succeed in exporting, a company must identify attractive export markets and estimate the export potential for its products in them as accurately as possible. Market research and forecasting are there fore of great importance. Factors to be evaluated include the size ot the market the characteristics of demand in it, consumer requirements,trade channels, and the cultural and social differences that may affect the company's way of doing business with the market. 
A small producer contemplating entering export trade may not be willing or able to allocate resources to expensive data collection methods. Companies in that situation can use published data to assess the market. They should, however first evaluate the data for reliability and accuracy. 

Product Characteristic The company should next consider the product that it has to offer. An analysis should be made of any modifications required in the products, packaging changes needed, labelling requirements, brand name and after-sales services expected. 
Many products must undergo significant modifications if they are to satisfy customer and market requirements abroad. Other products require changes, at the discretion of the producer only to enhance their appeal on export markets. 

	Export Pricing In setting an export price,the company should consider additional costs that do not enter into pricing for the domestic market.These include such items as international freignt and ingurance charges, product adaptation costs, import duties, commissions for im port agents and foreign exchange risk coverage. 
Export pricing analysis should begin with these questions: 
· What value does the target market segment' place on the company product? 
· How do differences in this product add to, or detract from, its market value? 
In practice; these are difficult questions to research but analyzing the prices and product characteristics of existing competitive products may reveal critical information. The analysis may show that it is not the cost of materials that determines the product's value, but rather the customer's perception of that value.

Distribution Channels A potential exporter should consider the following distribution options: 
Exporting through domestic exporting firm that will take over full responstbtlity for finding sales outlets abroad. 
· Setting up its own export organization 
· Selling through representatives abroad. 
· Using warehouses abroad. 
· Establishing a wholly owned sale subsidiary 
The choice of distribution channel will depend on the company's export strategy and the export market. If the company intends, to export a product that has a specific feature that should be a good selling point to a market segment that is already well supplied, it may need to create greater awareness of product through an appropriate promotional strategy. In this case it may be better to appoint an agent who does not handle many products and can allocate the time needed to promote that product. 
Distributibn channels should be chosen well and efforts should be made to maintain good relations between the parties concerned.

Promotion The export marketing plan should provide details on the following aspects of the promotional strategy: publicity methods; advertising (who will be responsible for it and how much the company can allocate to it) trade mission; buyers' visits; other promotional activities (which methods to use, how much to allocate); and local export assistance. 
An export effort will be successful to the extent that the company provides effective customer support. An exporter should remember that even the best product may fail without company support to trade intermediaries and the end-user. In addition, customer support creates good will and loyalty to the exporter. 

Budget and Timetable A budget must be estabiished for the export marketing plan. This should cover such basic aspects as sources of financing, use of the financial resources and a forecast of the export venture's financial position after three to five years. A detailed timetable of activities must also be drawn up. 

A Working Document An export marketing plan should not be considered as a final piece of work to be filed away and forgotten. It is a dynamic working document that should be constantly reviewed and revised as the company acquires more experience data and feedback from the export market. Constant attention to export planning is more important than the plan document itself. 



	LESSONS FROM ACTUAL CASES

	ITC recently prepared 'a series of export marketing case studies of companies in developing countries (see the publication on which this article 18 based), using experiences of real firms. Certain Key lessons emerge from those cases that may be useful to export companies in other developing countries in preparing their export marketing strategies and plans

	· No enterprises should seek entry into the international market until it is ready. Any attempt at exporting without experience in domestic marketing is bound to fail. Enterprises can gain important marketing skills, knowledge and confidence at home, which often prove beneficial in the export market as well.

	· Exporting requires technical expertise, in addition to careful planning and suitable products. Managers sometimes under estimate the complexity of exporting tasks, the risks involved and the consequences of failure. A realistic understanding of the commitment required to succeed in an export venture is essential.

	· Exporters should know why they want to export and set their goals at the outset.Hopefully the export venture will contribute to both their profit" seeking and market expansion objectives. 

	· Planning and strategy development are essential. The longterm nature of export market development efforts, together with the risks assumed, necessitates a planned approach to exportIng. To reduce uncertainty and risks, an exporter must set objectives, analyze strategic alternatives, formulate action plans, allocate resources, set time-tables and monitor pertormance. Without such a formal approach, an enterprise cannot sustain exporting on a profitable basis.

	· Exporters should choose their markets carefully. The selection of a market can make the difference between success and failure in exporting. 

	· Exporters should study their market options and identify the ones that offer ihe best prospects, which they have a competitive advantage. 

	· Expoters should adopt strategies that add value to their products. Product differentiation, branding, distinctive styling, durable packaging, outstanding customer service and so on can provide comparative advantages on the export market and therefore etiminatethe need to compete solely on the basis of price. 

	· Market "niching" may be the exporter's best option. Developing country exporters of manufactured products rarely occupy a dominant position of international markets. The exporter should therefore aim at a specific, well defined opening in the market rather than the,mass market. One advantage of this approach is that it does not requrre elaborate and expensive research before market entry; A simple study of potential customer groups maybe adequate. 

	· Exporters should know the key buyers in the target market. Successful exporting often results from selecting a foreign partner with access to distribution , channels in the export market. This intermediary may be an importer, a broker, a trading company, a distributor or an agent. Forming a business alliance with a reputable partner who can channel export products to appropriate distribution points is one of the most important tasks in exporting. 

	· Exporters should be creative. Many of the case studies suggest that developing country exporters sometimes have to carry out their business under conditions of considerable constraints. For instance, imported raw materials for export goods may be difficult to obtain, the flow of these supplies may be uncertain or the transport infrastructure may not be fully developed.

	· The responsibility for a company's export effort should be assigned to a key staff member. Experience shows that an export venture is more likely to succeed when this apprbach is taken. The person selected can play a combination of roles including resource person, organizer and motivator.

	· Exporters should consider export market development as a long-term investment. Learning export techniques requires time, as does becoming familiar with export markets. Business relationships also evolved and are strengthened over time. Sustained efforts are therefore essential in export marketing.

	HINTS FOR NEW EXPORTERS

	· Prepare for international marketing through business in the local market.

	· Acquire the required technical expertise before venturing into exporting.

	· Know why the company should enter the export market and what its international marketing goals are.

	· Develop formal export marketing plans and strategies. 

	· Choose export products and markets carefully 

	· Adopt marketing strategies that add value to the company's products in the target market. 

	· Find good sales agents/distributors in target market(s). 

	· Price your products carefully. Don't load it too much. 

	· Be creative in finding solutions to marketing bottlenecks. 

	· Assign a key company officer to oversee export operations. 

	· Look upon exporting as a long-term investment for the company. 

	· Remember it is difficult to enter export business without adequate resources in men and material. 


