ldentifying International Opportunities

By: Katrin Windsor — Founder, International Business Circle — April 22, 2011
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Example ...

Switzerland.rﬂ

Trade & Investment Promotion
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Top 10 Reasons

1. ldeal Strategic Location

— Three of the four largest European markets and '}T
economies are neighboring countries of Switzerland

— Communications and transportation center between
northern and southern Europe

2. Flexible Labor Market / Highly Skilled Workforce
— Liberal labor law, employer-friendly regulations

— Low unemployment, high labor force participation
rate

— Motivated, loval and well educated workforce with
good foreign language skils and above-average
international experience

3. First-Class Infrastructure / High Quality of Life
— Extensive network of road, rail and air connections

— Reliable supply of energy, water and
communications services

— First-class healthcare system
— Safe cities, undamaged environment
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Table 4: Global Competitiveness Index 2010-2011 rankings and 2009-2010 comparisons

GCI 200- GCl 2010~
GCi 20102011 afr?;;grazgga GCI 2003-2010 GC1 2010-2011 aﬁlrlgﬁgga GCI 2003-2010
Country/Economy Rank Score countries rank * Country/Economy Rank Score countries rank *
Swritzerland 1 5.63 1 1 Kazakhstan 12 4.12 n 67
Sweden 2 5.56 2 4 Peru 13 4.11 12 18
Singapore 3 548 3 3 Namibia 74 4.09 13 74
United States 4 5.43 4 2 Morocco 75 4.08 T4 73
Germany 5 539 5 7 Botswana 76 4.05 75 66
Japan 6 537 6 8 Croatia 7 4.04 16 12
Finland 7 537 ) i] Guatemala 78 4.04 17 80
Netherlands 8 533 8 10 Macedonia, FYR 79 4.02 78 B4
Oenmark L 532 9 5 Rwanda 80 4.00 nfa n/'a
Canada 10 5.30 10 9 Egypt 81 4.00 19 70
Hong Kong SAR n 530 1 1" El Salvador 82 3.99 80 i
United Kingdom 12 525 12 13 Greece 83 399 81 n
Taiwan, China 13 5.21 13 12 Trinidad and Tobago B4 3.97 82 86
Norway 14 5.14 14 14 Philippines 85 3.96 83 87
France 15 513 15 16 Algeria 86 3.96 B4 83
Australia 16 51 16 15 Argentina 87 3.95 85 85
Qatar 17 5.10 17 22 Albania 88 3.94 86 96
Austria 18 5.09 18 17 Ukraine 89 3.90 87 82
Belgium 19 5.07 19 18 Gambia, The 90 3.90 88 81
Luxembourg 20 5.05 20 21 Honduras n 3.89 89 89
Saudi Arabia 21 495 21 28 Lebanon 92 389 n/a n/a
Korea, Rep. 2 493 22 19 Georgia 93 3.86 90 90
MNew Zealand 23 492 23 20 Moldova 94 3.86 nfa n/'a
Israel 24 491 24 ril Jamaica 95 3.85 9 91
United Arab Emirates 25 4.89 25 23 Serbia 96 3.84 92 93
Malaysia 26 4.88 26 24 Syria 97 3.79 3 94
China 27 4.84 27 29 Armenia 98 3.76 94 97
Brunei Darussalam 24 4.75 28 32 Mongolia 19 3.75 95 17
Ireland 29 4,74 29 25 Libya 100 3.74 96 88
Chile 30 469 30 30 Dominican Republic 1m 372 9 95
lceland k)| 4,68 ki | 26 Bosnia and Herzegovina 102 3.70 98 109
Tunisia 32 4.65 32 40 Benin 103 3.69 9 103

1.1: The Global Competitiveness Index 2010-2011



Table 3: List of countries/economies at each stage of development

Stage 1 Transition from 1to 2 Stage 2 Transition from 2to 3 Stage 3
Bangladesh Algeria Albania Bahrain Australia

Benin Angola Argentina Barbados Austria

Bolivia Armenia Bosnia and Herzegovina Chile Belgium
Burkina Faso Azerbaijan Brazil Croatia Canada
Burundi Botswana Bulgaria Estonia Cyprus
Cambodia Brunei Darussalam Cape Verde Hungary Czech Republic
Cameroon Egypt China Latvia Denmark

Chad Georgia Colombia Lithuania Finland

Cote d'lvoire Guatemala Costa Rica Oman France
Ethiopia Guyana Dominican Republic Poland Germany
Gambia, The Indonesia Ecuador Puerto Rico Greece

Ghana Iran, Islamic Rep. El Salvador Slovak Republic Hong Kong SAR
Honduras Jamaica Jordan Taiwan, China Iceland

India Kazakhstan Lebanon Trinidad and Tobago Ireland

Kenya Kuwait Macedonia, FYR Uruguay Israel

Kyrgyz Republic Libya Malaysia Italy

Lesotho Morocco Mauritius Japan
Madagascar Paraguay Mexico Korea, Rep.
Malawi Qatar Montenegro Luxembourg
Mali Saudi Arabia Namibia Malta
Mauritania Sri Lanka Panama Netherlands
Moldova Swaziland Peru New Zealand
Mongolia Syria Romania Norway
Mozambique Ukraine Russian Federation Portugal

Nepal Venezuela Serbia Singapore
Nicaragua South Africa Slovenia
Nigeria Thailand Spain

Pakistan Tunisia Sweden
Philippines Turkey Switzerland
Rwanda United Arab Emirates
Senegal United Kingdom
Tajikistan United States
Tanzania

Timor-Leste

1.1: The Global Competitiveness Index 2010-2!
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Market Research

Requirement

Research
Specifications /
Objectives
Confirmation

-

Targeting your
Research Participants

-

Target Population
Confirmation

-

Research Design

Derailed Research
Implementation

Proposal

Adjustments
secording to Focus
Test Result

Research Execution

Data Collection Data Analysis

Research Repont &
Presentation

Copyright: Overseas Target Marketing
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Lessons Learnt

* It always takes more time, costs more and is more complex

 Don’tjust wing it
— Have a separate operational plan for international

— SSS
— Adjust frequently

e Surprises and ‘mistakes’
— English is not English
— Acontract is not a contract
— Service is not service

. Business = people / relationships / collaboration
— Spend time abroad
— Master greetings and 3 sentences in their language

Talk to people in the trenches (www.ibcircle.com)



http://www.ibcircle.com

I B < I r c I e a vibrant forum for peer-to-peer learning
on international business

WELCOME to the International Business Circle. We are a vibrant forum for peer-to-peer
learning on international business. We help members be successful players in the
world economy and enlightened world-citizens.

The IBCircle is by-invitation-only for people with international business experience.
Members discover the power of peer-to-peer learning and enjoy a vibrant community of
like-minded folks.

"A great resource for international business.”
Dick Schulte, CEO, TruePath

“This group is right on the cusp of what's
happening overseas. When you're trying to
learn something about new markets, their
resources are invaluable.” - Stephanie Carter,
CEO, Wallaroo Hats

“Truly unique. An interesting group and I'm
honored to be part of it." - Edwin Ooms, VP
International, Graebel Companies

IN THE NEWS: Denver Post Interview: Katrin Windsor
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AUSTRALIA
Foorball

Never underestimate the importance of local knowledge.

St A SUR Mg e

To trady undertand a country amd s oulture.
you hane to e part of &

That's why, at HSBC, we have local banks
1B more countrics than amy ong clse. And all
of our offices around the workd are stafied
local people

B thor imsight thae allows us (o recognise
freancal opportumDies v issble 1o outwiers.

Bt those opportuntas Jont just benefn our
local cwntomens

Inoon atsom and e are shared 1 hvoaghowe
1he HSBC metwork, so that cveryone who hanks
with us can honefe

Thisk of 2 & loval bnowlodae thae just hagyens
tospan the ghobe

HSBC

The world’s local bank



