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Executive Summary

Barbeque de Brazil Corporation, a newly developed subsidiary of the Barbecue Supply Corporation aims to provide product distribution services to targeted business environments in the country of Brazil within the South American region. This plan seeks to generate a significant increase in company sales and profits from taking a diversified mix of Barbeque products to small and medium-sized retail businesses in the emerging market of Brazil, with efficiency and reduced costs, compared to the preceding year.

The highlights of this plan are the targets: gross margin and sales-revenue. The targeted gross margin for each of the first five years of this plan are $1.7 million, $2 million, $2.4 million, $2.9 million, and $3.5 million, respectively. The sales-revenue targets for the same five years are $2.1 million, $2.5 million, $3 million, $3.6 million, and $4.3 million, respectively. These figures represent 2.00%, 2.02%, 2.01%, 1.94%, and 1.73%, respectively, of the key prospects available for Barbeque de Brazil Corporation. These targets are attainable through a proactive approach to the candidacy of clients, teaming-up with warehouse and distribution providers, and by partnering with reputable local and regional suppliers and firms to reduce competition, improve pricing, and reduce risks. The projected marketing budget for each year will be $444,640, $502,380, $568,469, $644,426, and $731,799, respectively.

This business plan has been created on the basis of three years of market research, which spanned March of 2000 through July of 2003. Data conclude the size and growth of the market and geographical segments, customer needs, perception, and buying behavior trends have been on the upswing, and are expected to continue in this trend for the next three years. Barbeque de Brazil Corporation feels that it is able to fill the hole in the consumer-demand niche, and will benefit from operations beginning in January 2004.

The business our company is in. Competitive advantages of our company. Amount of capital required for our company. Use of funds statement. Viability of the business.

Purpose

Barbeque de Brazil has prepared this integrated business plan for an executive committee review.  Provide sufficient written documentation for an executive committee to make an informed decision about market entry.

Introduction
The following Global Business Plan is a hypothetical United States based manufacturing company, Barbecue de Brazil Corporation, is intending to establish wholesale barbeque grill distribution operations within the South America continent in the country of Brazil. This paper intends to address the financial and marketing plans for entry into the, country of Brazil that may effect the Barbecue de Brazil Corporation business operations, employee productivity, and how business functions are to be managed differently compared to the corporate operations in the United States.

Market Analysis Summary
Barbeque de Brazil has a unique offering of products that appeals to a large customer base in the targeted South American region within the country of Brazil. The company will concentrate on large retailers and distribution partners because they provide the maximum profit potential. The following sections outline key information regarding the target markets.

Market Segmentation

The groups of potential customers for Barbeque de Brazil are, in order of importance: 1) Large Wholesale Corporations 2) Medium Distribution Companies 3) Small Retail Businesses 4) Regional (Provincial) Government Offices 5) Academics 6) Individual Customers.

Market Analysis

	Potential Customers
	Growth
	2003
	2004
	2005
	CAGR

	Large Wholesale Corporations
	11%
	62.2
	69.1
	77.1
	10.96%

	Medium Distribution Companies
	35%
	67.1
	91.1
	123.1
	35.00%

	Small Retail Businesses
	5%
	14.1
	15.1
	16.1
	5.00%

	Regional (Provincial) Governments
	2%
	1.6
	1.6
	1.6
	2.00%

	Academics
	1%
	2.3
	2.3
	2.3
	1.00%

	Individual Customers
	332%
	1.6
	7.1
	30.1
	331.52%

	Total
	24.43%
	149.1
	186.1
	249.1
	24.43%


* Expressed in Millions.

Target Market Segment Strategy

As indicated by the previous table, Barbeque de Brazil must focus primarily on large wholesale corporations, medium distributions companies, small retail businesses, and individual customers in the Brazilian global market place and regional (provincial) government offices, NGOs, academics, and individual customers will be the core of profits.

Competition and Buying Patterns

Recent analysis indicated that assembly and distribution costs (in US$/man-hour) in Brazil have decreased by 12% since the economic turmoil of 2001. This analysis is based on the assumptions that the local senior employee salaries have increased by 25% at the average exchange rate of US$1 = Rp 7,200. This is because the Brazilian skilled manpower market offers one of the lowest man-hour costs in the world, even with the estimated average increasing 20% per year.

To take advantage of this situation, Barbeque de Brazil utilizes Brazilian resources for serving both global and regional markets.

Distribution Channels

Distribution is all about getting your product/service to the right people at the right time with special consideration for profit and effectiveness (ROK Associates, p 3). The term  ‘distribution system’ refers to that complex of agents, wholesalers and retailers through which manufacturers move products to their intended markets. Marketing channels are usually made up of independent firms who are in business to make a profit.


Barbeque de Brazil, a North American based barbeque grill company has set up operations in Brazil as a distribution organization. A channel system has been set up between our suppliers, manufacturing plants, distributors, management, and employees in North America. At our facility in Brazil, our Brazilian distribution houses, the employees, and the consumers are an intricate part of those channels. Another important part of our channel of distribution is the transporting and storing of our barbeque grills. 


Managing our Brazilian distribution system effectively can provide us with a competitive edge in the global marketplace provided that the distribution systems are designed around the needs of the country’s target market. This distribution system design makes our organization, the manufacturer and distributor of Barbeque de Brazil’s grills throughout South American.


Our first step is to match potential e-business technologies against our business objectives; we are then ready to install this technology step-by-step. Assuming we have done the required market research and the results indicate that the target market is appropriate for our products, the next step is to build our marketing plan. The business/marking plan will allow Barbeque de Brazil to introduce their product in the most cost-effective manner. This plan must have specific goals, measurable milestones, and move us in the direction of capturing market shares. Our company will focus on the key elements of developing product Awareness, Need, and Supply (Vasilieff, 1999).

Pertinence of E-Business Practices

Our major strategic and structural plan includes a combination of conventional business and e-business. As a result of Barbeque de Brazil’s increased market base for barbeque grills in South America, specifically Brazil, we have implemented an e-business technology approach. 


Barbeque de Brazil must first setup an extensive operational system to process the data generated by the day-to-day business transitions of the company. The operational system will handle the areas of accounting, billing, inventory control, order entry and the other systems between manufacturing and distribution facilities.


Building our Web site to accommodate the target market of Brazil and to reach the full potential of e-Commerce we need to embrace Internet technology and strategies within our business, until it becomes a way of life (Benson, p 1). Within our strategic plan we have evaluated our decision to sell products that can be ordered directly from Barbeque de Brazil (bCentral, p 4). We have also take into consideration a site where customers can enter their orders over the Internet, where suppliers can access information from us via an Extranet and we can manage our purchase orders on computer (Hurst, p 1). 

In developing an E-commerce web site we must be prepared to maintain the site on a daily basis. Product information, pricing, applications, orders, downloads, etc. are all activities that must be managed and maintained. An alternative to building and maintaining our own E-commerce is to contract with a provider who manages E-commerce sales on the web. This will require much investigation on our part, if we chose to take that route (Vasilieff, 1999). 

Once our WEB site is established and running, we will have access in reaching a great deal of consumers, but one of our main problems with the Web site is that there are a lot of people still not using the WEB. With direct distribution to Brazil from our manufacturing facilities, one of our alternate methods of access is advertising through direct mail. This method of communicating to the consumer about Barbeque de Brazil will ensure that we have reached our target markets on all levels.

Product Adaptation
To enter a foreign market successfully, it would be wise for a U.S. company may have to modify its product to conform to government regulations, geographic and climatic conditions, buyer preferences, or standard of living. Barbecue de Brazil will need to modify its product to facilitate shipment or to compensate for possible differences in engineering or design standards. 


Foreign government product regulations are common in international trade and are expected to expand in the future. These regulations can take the form of high tariffs or of non-tariff barriers, such as regulations or product specifications. Governments impose these regulations to: protect domestic industries from foreign competition, protect the health of their citizens, force importers to comply with environmental controls, ensure that importers meet local requirements for electrical or measurement systems, restrict the flow of goods originating in or having components from certain countries, and protect their citizens from cultural influences deemed inappropriate. 


Barbecue de Brazil is confident that it will obtain help from the U.S. government where particularly onerous or discriminatory barriers are imposed by a foreign government by contacting a Department of Commerce district office (or the Office of the U.S. Trade Representative in Washington, D.C.) to put these practices into place.  


It will be necessary for Barbecue de Brazil to adapt its product to account for geographic and climatic conditions as well as for availability of resources. Factors such as topography, humidity, and energy costs can affect the performance of a product or even define its use. The cost of petroleum products along with a country's infrastructure, for example, may indicate the demand for a company's energy-consuming products. 


Buyer preferences in a foreign market may also lead Barbecue de Brazil to modify its product. Local customs, such as religion or the use of leisure time, often determine whether a product will sell. The sensory impact of a product, such as taste or visual impact may also be a critical factor.
Brazil’s standard of living can also determine whether a company needs to modify a product. The level of income, the level of education, and the availability of energy are all factors that help predict the acceptance of a product in a foreign market. For example, if further research shows that Brazil’s standard of living is lower than that of the United States, Barbecue de Brazil may find a market for less sophisticated product models that have become obsolete in the United States. Certain high-technology products are inappropriate in some countries not only because of their cost, but also because of their function.


Market potential must be large enough to justify the direct and indirect costs involved in product adaptation. Barbecue de Brazil will assess the costs to be incurred and the increased revenues expected from adaptation. The decision to adapt the product is based in part on the degree of commitment to the specific foreign market, two firms, one with short-term goals and the other with long-term goals, both with different perspectives.

Pricing Policy

International pricing strategy is an important component of the overall international marketing mix (Hill, 2002).  The major aspects of international pricing strategy include price discrimination, strategic pricing, and regulatory factors.  As Barbeque de Brazil enters the Brazilian market, it is especially important to know what to charge customers for products. 

Price discrimination exists whenever consumers in different countries are charged different prices for the same product (Hill, 2002).  This means that products are charged based on whatever the market will bear.  In a competitive market, prices may have to be lower than in a market where the firm has a monopoly (Hill, 2002).   As a U.S. manufacturer of barbeque grills, Barbeque de Brazil would charge consumers differently in the U.S. than it will in Brazil.  In the U.S., barbeque grill manufacturers and suppliers are in abundant supply, whereas in Brazil, such items are not readily available.  It makes economic sense to charge different prices in different companies  (Hill, 2002).  

 The concept of strategic pricing has three aspects:  predatory pricing, multipoint pricing, and experience curve pricing (Hill, 2002).  Predatory pricing takes place whenever price is used as a competitive weapon to drive weaker competitors out of a market.  Multipoint pricing becomes an issue when two or more international businesses compete against each other in two or more national markets (Hill, 2002).  At this point, Barbeque de Brazil could use experience curve pricing to establish the product cost in the Brazilian market.  Experience curve pricing is based on learning effects and economies of scale.  Price comes into the picture because aggressive pricing (along with aggressive promotion and advertising) can build accumulated sales volume rapidly and thus move production down the experience curve (Hill, 2002).

Because a company’s ability to engage in either price discrimination or strategic pricing may be limited by national or international regulations  (Hill, 2002), Barbeque de Brazil must be especially concerned with not overcharging customers.  This is because a firm’s freedom to set its own prices is constrained by antidumping regulations and competition policy  (Hill, 2002).

Promotion Strategies
A marketing mix is the combination of promotions, products, places (distribution channels), and prices a company chooses for its business.  Including both short term and long term strategies makes for a more profitable marketing mix.  Long-term strategies build both brand and company awareness and give sales revenue a permanent, gradual boost. Short-term strategies create a temporary, immediate revenue boost by giving buyers an incentive to purchase. By implementing both long and short-term strategies, a firm can attend to immediate sales goals while building its business reputation and goodwill.   Barbeque de Brazil will use branding as a long-term promotion technique.  Branding consists of general advertisements and other high profile activities that contribute to the company's image. These points of contact with the target customer will help mold the company image, which in turn can create loyalty from customers.  Philanthropy is another long-term promotion strategy that can be used. Donating money, services, and/or time in Brazil can help to build trust and a positive image for the business. Philanthropy contributes both toward the branding efforts and to the company's internal well being.  Another long-term strategy is establishing a new product pipeline. New products in development represent the company’s future sales. If Barbeque de Brazil gets feedback from customers or potential target markets, then design new products (or change existing ones) to meet their needs, the company ensures a demand for products in the future.

Short-term strategies include reduced price Sales. Limited time sales encourage customers to act. Some customers have intentions to buy a product but have not "gotten around to it". Holding a sale will give them incentive to purchase.  Another method is to promote group discounts and offers. Discounts or other offers to a specific group can help expose the business to new customers, resulting in a sales surge.
Conclusion

The South American Region is now living in an interesting era: the process of change from an "old economy" to the "global new economy" and provides a tremendous amount of development growth of e-commerce, mobility of capital, and liberalization to the region. As the new global economy ushers in new economics, new market structures, new industry structures, and new company structures, the profile of customers is also evolving. Customers have evolved from "solution demander" to "value demander," and from "clients" to "business partners." Barbeque de Brazil Corporation is proactively focused on establishing relationships with a number of companies, government institutions, regional (provincial) government offices, NGOs, and individual customers as its prospective business partners.

Recommendations

The Barbeque de Brazil Corporation will need to generate enough demand in sales in order to satisfy the required infrastructure demands to include investments in Research & Development, etc. A number of global companies may seek entry to operate in the same market, but what makes the Barbeque de Brazil Corporation stand out will be its focus upon R&D, promotions and intangibles like brand – building.
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