
By ERIC BEAuCHESnE

 surVEy on  
      EmErGInG  
 marKEts
lESSOnS lEARnED  
FROM CAnADIAn  
COMPAnIES

Ill
us

tr
at

io
n:

 ©
iS

to
ck

ph
ot

o/
pa

vl
en

18 E x p o rt W i s E  ›  FA L L  2 0 1 0



C
anadian businesses that are 
already exporting into the 
world’s rapidly growing 
emerging markets have a 
wealth of advice—both posi-
tive and cautionary—for 
those thinking about taking 

the plunge, a recent Export Development 
Canada (EDC) survey has found.

“Evaluate the risk, believe in the 
opportunity and pursue the goals,” 
advises one exporter, who, along with 
other members of the EDC Research 
Panel, responded to a late spring  
survey on the opportunities and chal-
lenges of selling into non-traditional  
markets. “You will hit all kinds of  
unforeseen problems, but nothing is  
insurmountable. The rewards can far 
exceed the expectations.”

The research panel is a community of 
some 1,200 exporters who participate in 
online surveys conducted by EDC as part 
of the organization’s effort to better serve 
Canadian exporters by obtaining more 
insight into their challenges and needs.

Nearly 60 per cent of the 414 export-
ers on the panel who responded to the 
survey are already active in emerging 
markets. Another 23 per cent are plan-
ning to enter non-traditional markets, 
including seven per cent who say they 

intend to do so within the coming  
18 months, while one in five has no  
plans to do so.

“Exporting to an emerging market... 
will sharpen your innovative edge and 
open up opportunities that might never 
come your way if you limit yourself to the 
home market,” advises another active 
emerging market survey respondent.

According to Alberto Vargas, EDC’s 
senior strategic marketing research  
manager, one of the most surprising  
revelations to come from firms already 
active in emerging markets is that “not 
one of them said ‘don’t go there.’”

And while they warn that exporters 
wanting to break into non-traditional 
markets must do their homework first, 
and proceed with caution and patience, 
survey respondents currently exporting 
to emerging markets broadly agree these 
markets offer “tremendous opportuni-
ties” for Canadian firms.

They are also extremely optimistic 
about the level and growth of their sales 
in those markets, Vargas continues.  
The survey found that three-quarters of  
active emerging market players expect 
their sales to increase over the coming  
six months.

The most popular emerging market 
for the active exporters surveyed was 

  5  tIPs    For sellInG Into  
eMerGInG MArkets
1 Do your homework: “Do plenty of research 

ahead of time,” advises one exporter, who 
notes there are lots of resources in Canada 
and in the emerging markets businesses can  
draw on, including EDC, trade commissioners,  
potential partners and customers. In addition 
to visiting the target market country and doing 
standard due diligence, many respondents 
advise finding out about the political situation, 
regulations, customers’ backgrounds, local  
customs and financial situation, the inner  
workings of the market, languages and  
post-sale requirements.

2 use the buddy system: “Selection of the right 
partners... is key to success,” says an exporter, 
echoing the widespread urging of panellists 
that there’s no need to go it alone and that firms 
should buddy with someone who knows the 
market. But even here caution is urged, warns 
one exporter who advises: “if entering the  
market with a local partner, you can never do 
enough diligence on the partner.”

3 prepare for unfamiliar customs: Be pre-
pared for a new way of doing business. This 
is another common thread of advice from 
emerging market players, according to the 
report, as well as advice that “patience is  
not just a virtue for doing business in many 
emerging markets, but almost a prerequisite.” 

4 nurture your relationships: “Establishing  
relationships is key,” comments another 
respondent, advising it is “important that 
customers are frequently visited. There are 
always competitors visiting... you need to be 
proactive.” using a local agent or partner is 
advised for any company that “doesn’t have 
the resources to maintain an on-the-ground 
presence” in an emerging market. 

5 plan your financing: Getting finances in 
order before going into an emerging market 
is widely urged. “Breaking into emerging 
markets takes time, patience and a significant 
outlay of capital,” warns one panellist. “There 
is a lot of work and expense required to tap 
into foreign markets,” echoes another. And 
“expect increased demand on working  
capital,” adds another.
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63%

61%

45%

WHY ACTIVE EXPORTERS 
SELL IN EMERGING MARKETS

Increase sales

Market diversification

Expand customer base

Seize untapped demand

Multiple responses accepted 
Base: n = 240; asked those companies who were currently selling in emerging markets
 



52%

41%

37%

24%

HOW POTENTIAL EXPORTERS 
PLAN TO SELL IN 
EMERGING MARKETS

Conduct market research

Attend business events

Visit an emerging market(s)

Prepare an export plan

Multiple responses accepted
Base: n = 94; asked those companies that are planning 
to sell in emerging markets
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China, where 18 per cent had an  
investment, followed by Mexico, India 
and Brazil at around 10 per cent each, 
and then Russia, Venezuela, Ecuador 
and Chile.

Of exporters planning to enter emerg-
ing markets, China and Mexico, cited  
by 13 per cent each, are also the most 
popular targets, followed closely by  
Brazil at 12 per cent, India at 11 per cent, 
then Venezuela and Ecuador at five  
per cent each, and Russia and Chile at 
four per cent each.

opportunities for companies  
of all sizes
Esha Abrol, also with EDC’s strategic  
marketing research team, observes that 
the recognition of the export opportuni-
ties offered by emerging markets has now 
broadened to firms of all sizes and in  
all sectors.

“Just a few years ago it was mostly 
larger businesses, those that had already 
developed a presence,” she points out. 
“Now, with more integrated supply chains, 
businesses of all sizes and in all sectors 
are recognizing the opportunities.”

EDC has long encouraged Canadian 
firms to diversify into emerging markets. 
While the importance of emerging econ-
omies as export markets has been increas-
ing for the past two decades, the recent 
global recession underscored their impor-
tance as an alternative to the larger but 
slower growing developed markets of the 
U.S., Europe and Asia. 

“Emerging markets provided the sus-
tainability for exports during the crisis,” 
Vargas says. “This survey with the EDC 
research panel has given us a stronger 
understanding of companies’ needs in 
those markets.”

“Many of our panellists provided  
valuable advice, suggestions and com-
ments along with their responses which 
we believe all exporters could benefit 
from,” notes the report highlighting the 
survey’s findings.

The lure of increased sales and many 
other benefits has prompted many  
companies to accept the challenges of 
emerging markets.

Nearly 60 per cent also say they sell 
directly to their customers in emerging  
markets, with only 29 per cent selling to an 
intermediary and just 12 per cent working 
in partnership with another company.

In contrast, those planning to enter 
an emerging market are not banking on 
an invitation from buyers. Instead, the 
majority plan to start off by conducting 
market research (52 per cent), followed 
by attending business events, visiting 
emerging markets, and preparing  
an export plan. 

Also in contrast to active players,  
only 22 per cent of potential players say 
they intend to sell directly to customers, 
with 45 per cent saying they plan to  

do business through an intermediary  
and 27 per cent in partnership with 
another company.

Barriers to emerging markets 
Despite the promise of increased and 
diversified sales offered by emerging  
markets, many firms are still not prepared 
to take the plunge.

Nearly one in five of the firms 
responding to the survey say they do not 
export into emerging markets and have 
no plans to do so.

Among the reasons given for not con-
sidering emerging markets is a lack of 
awareness of specific opportunities in, or 
information on, those markets.

M
ad

e 
co

nt
ac

t a
t a

 b
us

in
es

s 
ev

en
t 

Vi
si

te
d 

co
un

tr
y 

an
d 

sa
w

 o
pp

or
tu

ni
ty

Un
so

lic
ite

d 
bu

si
ne

ss
 o

pp
or

tu
ni

ty

Co
nd

uc
te

d 
m

ar
ke

t r
es

ea
rc

h

Ap
pr

oa
ch

ed
 b

y 
a 

lo
ca

l b
uy

er
(s

)

HOW ACTIVE EXPORTERS STARTED SELLING 
IN EMERGING MARKETS

Multiple responses accepted 
Base: n = 240; asked those companies who were currently selling in emerging markets
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HOW POTENTIAL EXPORTERS 
PLAN TO SELL IN 
EMERGING MARKETS

Conduct market research

Attend business events

Visit an emerging market(s)

Prepare an export plan

Multiple responses accepted
Base: n = 94; asked those companies that are planning 
to sell in emerging markets

 

JoIn eDC’s  
reseArCH PAnel
the eDC research Panel is an exclusive 
online community created for  
the representatives of Canadian  
businesses—big and small—  
involved in international trade.

through quick, online surveys, you  
can share your business insights and 
experience with eDC. this will help us 
understand your needs, and ultimately, 
better serve you in this challenging  
economic environment.

cLIcK . . .  
edcresearchpanel.ca
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4 WAys    eDC CAn HelP yoU In  
eMerGInG MArkets
1 EDC has 15 representatives in the fastest growing markets, building relationships and  

gathering market intelligence, and EDC’s Canada-based staff is the largest group of experts 
in the country.

2 EDC has financial relationships with some of the world’s largest foreign companies to  
encourage them to buy goods and services from Canadian companies. EDC knows their pro-
curement needs and helps them to identify potential Canadian suppliers.

3 EDC can provide financing to support your international transactions: to pay for the up-front 
costs associated with the production of a large export order, to expand into new markets or 
to respond to a buyer’s request for financing.

4 EDC business insurance will help you gain greater flexibility, security and more working  
capital. By mitigating commercial risks, you can expand your sales capacity and motivate  
your bank to extend more working capital to your company.

As part of its efforts to encourage 
Canadian firms to broaden their export 
horizons, EDC is putting more resources— 
offices and people—into emerging mar-
kets, which should help companies 
overcome those barriers, Vargas notes.

Asked why their company is not con-
sidering selling in emerging markets,  
49 per cent of panellists blame their lim-
ited knowledge of those markets, an equal 
proportion cite a lack of time to dedicate 
to such a venture, and 41 per cent cite  
a lack of expertise.

Nearly 30 per cent of those firms also 
express concern that it entails too much 
risk, while nearly one-quarter cite a lack 
of financing and nearly one-quarter say 
they already have sufficient domestic  
business opportunities.

Breach of contract is the most com-
mon risk cited by both active and poten-
tial emerging market exporters, followed 
by currency concerns, political violence, 
non-payment by a foreign government, 
expropriation and repossession.

To deal with political risks, half of 
those firms that are already active in, and 
62 per cent of those planning to enter 
into emerging markets, cite the need for 
insurance to mitigate those risks.

What wasn’t surprising, says Vargas, 
was the fact that for some exporters the  
biggest challenge to entering emerging 
markets is financing.

Financing is the biggest challenge
“For small companies it is an enormous 
expense and undertaking to venture into 
new markets... and it could take years 
before anything comes of it,” comments 
one survey respondent.

“As a startup with no sales record, our 
financial options are slim,” notes another, 
adding however that it is not giving up on 
entering an emerging market and that 
“we will be talking to [EDC] when we get 

our first order signed to get interim financ-
ing and insurance on receivables.”

“Of course, you need money,” agrees 
Vargas. “And because it can take time to 
see a return, some two to three years, or 
four or five or six years depending on the 
sector, you may need financial support 
from a third party, such as your bank.”

While a majority of the firms that are 
already selling into emerging markets 
self-financed their initial foray, one in six 
took advantage of bank or government 
financial assistance.

Regardless, the survey analysis notes 
that “to deal with long sales cycles, ensure 
adequate cash flows and assure payment, 
panellists recommend putting sound 
financial plans in place before entering 
emerging markets.”

They also advise “checking and  
double-checking financial documents  
to ensure all is in order, even when  
dealing with long-time clients,” the EDC 
report notes.

“It is important to sell, but it is more 
important to get paid,” says one exporter. 
“Do your due diligence. Ensure that your 
customer has [the] ability to pay for the 
services or products.” n




