
“don’t run solo” 

Expanding a business in one or more foreign markets requires a 

rigorous market analysis identifying market opportunities and 

potential, and is a key goal for the international business strategy of 

any major company … and Asia is the key for solid and sound new 

business development. 
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Today’s business managers do need fresh ideas 

and new markets to drive the growth of their 

products and services, to create new Joint-

Ventures across Asia, to move manufacturing 

plants to Asian locations getting advantages of 

local state-of-the-art infrastructures, excellent 

logistical facilities, skilled labor, and incentives to 

attract foreign companies, providing investors and 

companies with a powerful opportunity to 

establish a strategic foothold in a fast growing 

marketplace. 
 

“Run solo”  Every day managers running a family 

business, small and medium enterprises, and even 

larger corporations or multinational groups, decide that 

entering a new foreign market in Asia is instrumental 

for the growth of their company. 
 

Often encouraged by media headlines, or by a 

customer or friend who suggests the idea of expanding 

company business to new markets overseas, most of 

these managers decide to run solo, and embark on a 

journey that they consider as simple as … planning a 

brief vacation. 
 

After all, they think, it’s a just a matter of doing some 

research over the internet, booking return flights, 

planning few meetings with some local buyers, and 

bingo, their products will eventually be displayed on the 

shelves of a foreign retail store 6 to 12 time zones 

away from company’s headquarters, and will quickly 

deliver sound returns in the short term. 
 

Indeed many companies experience a new 

business opportunity being frustrated by incorrect 

planning. 
 

But what happens in reality is that they invest 

resources, from a budget to cover travel expenses to 

time invested away from the company for travelling 

overseas, only to discover that it’s not that easy to 

position a product simply on the assumption that it is 

their best selling product in their own domestic market. 

And indeed most of them fly back home without having 

met the right local contacts, without having searched 

and collected valuable market intelligence and trade 

info on local markets. 
 

And without even checking whether their products may 

have a potential for generating business in a foreign 

market thousands of miles away from their more 

familiar domestic market. 

… in brief without doing their homework! 
 

And while the list of common mistakes is quite long, 

surprisingly these mistakes tend to be committed not 

only by small companies with no prior exposure to 

foreign markets but, quite often, also by larger and well 

structured corporations. 
 

An example amid many is that of the owner of a wine 

company who collected thousands of frequent flyer 

miles flying across the globe to attend trade shows and 
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wine tasting events to present his wines and labels. 
 

But although spending tens of thousands of dollars in 

business class flying, he did not manage to position a 

single bottle of his sparkling bubbles. 
 

The point is that it is not the product to be blamed, as 

it’s an excellent wine, rather the wine company owner 

missed to properly plan each business trip, with no 

market research, no business strategy, and yet 

insisting in following the old-fashioned way of meeting 

prospect buyers without knowing who buys and what 

sells in that specific market but confident that his own 

product would sell well because it’s his product. 
 

The big mistake, especially when dealing with 

highly competitive markets, is to focus only on the 

short term goal of getting an immediate return at 

all costs thus lacking the long-term strategic 

vision. 
 

And after realizing that he would not get any return in 

the short term, he decided to dismiss that specific 

market as non interesting for his wines, and continued 

targeting a new market but with the same approach. 
 

As a matter of fact changing the order of the factors 

does not change the product, and by not changing his 

market and business approach he continued to collect 

zero in return, or worse, a negative return because in 

addition to not generating business sales he kept 

adding business travel costs on top of the cost of his 

time away from the company. 
 

What is missing is the ability to connect with new 

markets, where local business customs are different 

from the more familiar home market, and the necessity 

to take into consideration local values and cultural 

differences, an aspect that if not seriously approached 

can turn into a boomerang effect and generate 

negative returns. 

And this is where an international business 

advisory firm steps into action for designing, 

developing and executing an effective and efficient 

Foreign Market Entry plan because they know how 

to relate on a global scale, and they know the rules 

of doing business in foreign markets according to 

local rules. 
 

And that’s where Marketing that Works! – an 

international business advisory firm founded in 2005 in 

Miami, Florida, and headquartered in Singapore, Asia’s 

leading business and financial hub, strategically 

located at the core of the ASEAN region and gateway 

to the Greater China markets – steps into action with 

its business unit Start2Asia™ :  
 

 Start2Asia™ dedicated to companies with a 

potential for growth in Asia, and eyeing East for 

their international business strategy in Asia, the 

region that drives global economic growth 
 

Focus on Market opportunities 
Maintaining quality standards and sustaining profitable 

growth in the competitive markets in the ASEAN region 

of South-East Asia, and in the rapidly evolving 

marketplace of Greater China, require powerful 

Market-Entry and Marketing Strategies that enable 

companies to build, nurture, and maintain long-term 

and profitable business relationships. 

 

With this in mind Marketing that Works! provides 

companies a focus on market opportunities and 

business potential, with a modern thinking approach, 

and a structural understanding of markets in Asia, and 

delivers a practical business framework for developing 

a winning market entry strategy plan with an 

understanding on how to adapt to local values and 

differences. 

http://www.marketingthatworks.us/

