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EXPORTING SCREEN-BASED 
CONTENT AND SERVICES
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Welcome
Export training

Thank you to Global Affairs’ Global Opportunities for Associations program 

for making this workshop possible

Determining their level of export readiness;

Providing export skills training;

Offering guidance towards export plan development and implementation.

This workshop is designed to assist CMPA members in:
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ROADMAP - THE 4 STAGES OF EXPORT PREPARATION

Conducting 

Market Research

STAGE 

2

E X P O R T      P L A N

Preparing your 

Business

STAGE

1

Developing a 

Marketing Plan

STAGE 

3

Entering 

the Market

STAGE 

4

Global Context

What is Export 

Readiness?

Why Have an Export 

Plan?

What is Market 

Research?

Sector Information

Market Information

What is Market 

Intelligence?

Developing a Marketing 
Strategy

Building Networks

Establishing Credibility

Developing a Digital 
Marketing Strategy

Customizing Solutions

Strategic Alliances

Travelling to the Market

Planning Your Financing

International Trade Law

Intellectual Property
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Many new exporters jump into new 

markets too quickly, 

are unprepared - and fail.  

It is important 

to do the necessary preparatory work, 

or you risk losing the investment 

of your time and resources.
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What is Export Readiness?

Global Context

Preparing Your Business

STAGE

1

Why Have an Export Plan?
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GLOBAL CONTEXT
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The Growth of the Services Sector

Over the past century, the services sector has grown to play 

an increasingly important role in global business. 

The growth engine

Largest sector of economic activity and growth – services account for 70% of 

global GDP in terms of value added

Services represent approximately 1/5 of global trade in terms of balance of 

payments, but nearly 1/2 of global trade in terms of value added

Almost 50% of the global population is employed in the services sector

Services account for 65% of global foreign direct investment
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The Four Modes of Supply
Mode 1 – Cross Border Supply

The service moves electronically

SERVICES

• Outsourcing

• Post-production

• Animation

• Legal & other professional 

services

PROJECTS

• Screenplays & scripts

CONTENT

• Films, shows & shorts
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The Four Modes of Supply
Mode 2 – Consumption Abroad

The buyer goes to market

EXAMPLES

• On-site filming and hiring of 

services
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The Four Modes of Supply
Mode 3 – Commercial Presence

Establishing a presence abroad

EXAMPLES

• Incorporating a permanent entity in the 

foreign market to offer services

• Establishing a full production facility or a 

satellite office to generate content

• Hiring local staff for office abroad
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The Four Modes of Supply
Mode 4 – Movement of Natural Persons

The service provider travels to market on a temporary basis

EXAMPLES

• Provision of production services in a 

foreign market

• Advisory or “expert” services on set

• Actor travels to set location to appear in 

foreign production
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Factors that Shaped Trade in Services
The rise of trade in services

Globalization

Internet and 

Technology Innovation

Knowledge Economy

Emerging Markets

Global Supply 

Chains

Demographic Shifts
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• Primarily MSMEs

• No clear objectives

• Short-term thinking

• No business/export 

plans

• Insular thinking

Management

• Different quality 

standards

• Differentiation / 

innovation required

• World-class branding 

required

• No measures in place to 

protect IP

• Not internationally 

competitive
• Lack of confidence

• Complacency

• Lack of motivation

• No sense of urgency

• Weak prioritization

• Weak time management

• High cost of travel

• Tenuous cash flow 

position

• Worries re. getting paid

• Difficulty in accessing 

financing (no tangible 

assets)

• No recognition of 

professional credentials

• Limited productivity

• Difficult to mobilize 

personnel

• Weak project 

management skills

• No knowledge of 

marketing ‘invisibles’

• Technical skills but 

limited marketing skills

• No strategic networks in 

place

• Difficulty in establishing 

credibility

• Limited knowledge re. 

establishing 

partnerships

• Limited access to market 

information and 

intelligence

• Process for developing 

service contracts is long

Mindset

Service Offerings

Human Resources

Financing Marketing

Constraints Affecting Production Firms
Exporting services challenges
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WHAT IS EXPORT READINESS?
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An export-ready business is 

one that has the capacity, 

resources and capabilities to 

internationally deliver a 

marketable product or service 

at a competitive price. 

Is this true of your 

company? If it isn't, how 

can you make it happen?
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… you are not too small to export.

To succeed in international markets, you do not have to be a big firm.



18

Expectations Human Resources Financial and Legal Competitiveness

Assessing Resource Requirements
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Expectations

An export plan?

Clear and achievable export objectives?

A realistic idea of what exporting entails and the timelines for results?

Willingness to do business in new and/or different ways?

An understanding of what is required to succeed in the international 

marketplace?

Commitment by management to make exporting a successful venture?

Do you have:
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Human Resource Requirements

Recognition by staff that having a global perspective is a priority?

The capacity to handle the extra demand associated with exporting, 

including a willingness to hire additional staff if necessary?

Senior management with international business experience?

Personnel with culturally-sensitive marketing skills? The necessary 

research and proposal writing skills? Project management and 

networking skills?

A dedicated international business development manager focused on 

implementing the export plan?

Do you have:
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Financial and Legal

An understanding of the financial and legal regimes in your 

target market and access to expertise in these areas?

Enough capital or lines of credit to cover the costs of market 

development and the management of cash flow?

Insurance or other ways to mitigate the financial risks of 

international trade?

Knowledge to deal with different monetary systems and 

currency fluctuations?

Means to ensure the protection of your intellectual property?

Do you have:
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Competitiveness

World class marketing materials and modern communication tools?

A good understanding of your value to each market compared to other 

producers in Canada or from around the world?

A strong network in the target market and access to market intelligence?

Connections to industry associations, events, publications in target market?

A business development manager that has negotiated and closed co-

production or licensing deals internationally?

Do you have:
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Buyer Profiles Service 

Modification
Marketing Local 

Representation

Evaluating Your Export Potential

Capacity
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Perfect Buyer or Partner

Do you know the profiles of your best existing buyer or 

partner?

Are your services in general use or limited to a particular 

group?

Is your content popular with a certain age group, culture 

or demographic?

Are there other significant demographic patterns 

associated with the use of your services?

Do you have a profile of the perfect buyer in your target 

market?

Ask yourself:

YOUR 
PARTNER
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Service Modification

Does your content appeal to multiple international markets?

Are modifications required to make your services appealing to foreign 

customers?

Does your content translate easily?

Do you need to modify your services to allow for differences in 

language, culture and business environment?

Ask yourself:
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Marketing

Do you thoroughly understand the consumption patterns and trends in 

the target market?

Has your marketing message been shaped for the target market?

Are there channels of communication that are more appropriate and/or 

effective than others in the target market?

Has your promotional material been adapted to the target market, 

including the incorporation of language or cultural considerations?

Is there someone in the target market, perhaps a potential partner, who 

can monitor and support your marketing efforts when you’re not 

there?

Ask yourself:
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Local Representation

Do you require representation for marketing, customer service or 

sales efforts? Will you work with a distributor or sales agent or 

self distribute?

Will you need to be there personally or can you set up a strategic 

alliance? 

Will you establish an office in the market?

Can you effectively communicate with a buyer or partners via 

electronic means?

Ask yourself:
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Capacity

Will you be able to serve both your domestic buyers or 

local broadcasting partners, as well as new foreign 

clients?

If your domestic demand increases, will you still be able 

to look after your international buyers or partners, and 

vice versa?

If a project requires sub-contracting or temporary 

workers, do you have the management capacity to 

handle the extra staff load?

Is your company committed to providing equally high 

quality customer service to domestic and foreign clients?

Ask yourself:
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WHY HAVE AN EXPORT PLAN?
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Failing to Plan is 

Planning to Fail!
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The Export Plan is a central holding place for goals, information, ideas, 

strategies, costs, opportunities, challenges, decisions, and most importantly 

helps to answer the question… “how can we make money doing this?”

Purpose of an Export Plan

To assess export potential and capabilities

To facilitate establishing realistic export goals

To record market research findings

To identify target markets

To develop the best market entry strategy

To identify resource requirements

To develop an action plan

To measure success

Service characteristics



32Best Practices in Developing Your Export Plan
Making export planning easy and effective

Regularly update your business plan. Then put the 

‘international’ plan elements into it.

Business Plan

Devote the necessary time. Set aside one or two 

hours a week – same day, preferably in the morning 

to prioritize action items.

Prioritization

Set up regular meetings with your staff and your 

business support team. Assign responsibility for 

different sections.

Team Building

Use it as a strategic tool to secure financing or 

other types of support.

Bankable Document

Save time and money and become much more 

effective by seeking expertise.

Work with a Coach

Revisit the plan often and adjust as necessary. 

Track success.

Revisit

Keep it concise, focused, short.

Simple
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Sector Information

What is Market Research?

Conducting Market 

Research
STAGE

2

Market Information

What is Market Intelligence?
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WHAT IS MARKET RESEARCH?



35

Solutions Depend 

Upon Knowledge

which only research can 

provide.
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Description
Studies, market reports, 
publications, periodicals, 

books, surveys, newspaper 
articles, statistical analyses

Sources

Government and commercial 
sources, business and trade 

associations, financial institutions, 
national trade publications

Characteristics
In the public domain, easy 

to access, not time-
sensitive

Market Information vs Market Intelligence
What’s the difference?

Description
Interviews, email, social 

media, conferences, market 
visits, media focus, trends, 
actions by the competition

Characteristics
Privileged information, not 

easy to access, usually 
time-sensitive, leads to 

strategic decisions

Sources

Potential clients, partners, 
government officials, marketing or 

research firms, association 
representatives

Market Information
Secondary Research – Desk Research

Market Intelligence
Primary Research – Direct Contact1 2
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Planning Decision-Making Opportunities Cost-Benefit

Analysis

Focus Effort Monitoring 

and Evaluation

Business planning

Resource 

requirements

Market entry options

Marketing strategies

Market-specific

Sector-specific

Market visits

Reduce costs

Reduce risks

Break-even

Maximize ROI

Domestic or 

international market

Cost-effective activities

Submitting proposals

Resolving issues

Monitor performance

Analyse results

Critical success factors

Applications of Market Research
Making the best decisions
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Know Before You Go!
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Market research will be most effective when clear and specific objectives 
have been set. Specifically, what kind of information is required and for 

what purpose?

Market Research Objectives
Informed and intelligent decisions

To identify OTT buyers for children’s animation 

series in Asia

To understand the business and regulatory 

issues in setting up a subsidiary office in a 

country

To obtain relevant statistics on Canadian 

content buying trends in Germany

Examples of Specific Objectives:
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Your marketing strategies will vary depending on the market type.

TYPE 1 

FAST-PACED/COMPETITIVE

TYPE 2

RELATIONSHIP-BASED
TYPE 3

DEVELOPING ECONOMIES

TYPE 4

EMERGING ECONOMIES

Understanding Market Types
And how to shape your strategy

E.g. – G8

Efficient service delivery

Excellent quality 

assurance

* Need in-depth 

marketing plan

E.g. – Latin America, Eastern 

Europe, some Asian

Relationship based

Cultural sensitivity

* Market development 

takes time but can be long-

lasting

E.g. – Africa, some Asian 

and Caribbean

Developing and changing 

economies

Often dependent on 

donor funding

* Market development 

takes time

E.g. – BRICS

Highly competitive due to 

population size and low 

costs

* Market development 

may need to be niche 

oriented



41

Your export strategies will vary depending on the market type.

Understanding Market Types
China, US and Ireland

CHINA USA  · IRELAND

Trust & friendship critical to 

success

Top down hierarchy & 

decision making

Several in-market visits 

often required

Government regulations 

play important role in 

relationship

Ease of meeting and doing 

business

Mid level management 

decision making

Content accepted at face 

value or based on contracts

Faster negotiation and 

content purchasing
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Other Differentiators
A substantial contributor

A trade agreement may present market access advantages or 

access to financial incentives

Trade Agreements/Co-production Treaties 

Identified, anticipated and potential opportunities are key

Opportunities

Near? Far? The location of a country can impact export efforts

Distance

Same? Foreign? A different language adds many new 

considerations to export efforts

Language

Is the culture similar or very different? Dissimilar cultures 

require much more research.

Culture
Remember: Target markets 

are not only geographical but 
types of customers as well.

Does the market offer any support programs that you can 

tap into as a Canadian producer?

Support Programs
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PEST Analysis
Understanding a business environment

A PEST analysis is a tool commonly used to assess macroeconomic factors of 
an organization or potential market. It can be used to provide insight with 
regards to the viability and performance of a company in a new market.

Various acronyms have evolved:

P
POLITICAL

E
ECONOMIC

S
SOCIAL

T
TECHNOLOGICAL

E
ENVIRONMENTAL

L
LEGAL

E
ETHICS

D
DEMOGRAPHICS

PEST: Political + Economic + Social + 

Technological

PESTE: PEST + Environmental

PESTEL/PESTLE: PESTE + Legal

STEEPLE/STEEPLED: PESTEL + Ethics + 

Demographics 

STEER: Socio-Cultural + Technological + 

Economic + Ecological + Regulatory
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Trade promotion organizations

Government line ministries 

Business support organizations

Industry and sector associations

International financial institutions

Bilateral trade associations

Banks and investment agencies

Educational institutions

Market research firms

Competitors

Newspapers (online and print)

Trade journals

Commercial market studies

Trends monitoring

Electronic bulletin boards

Radio and television

Social media

Other exporters

Partners

Alumni

Diaspora

Overseas students

Overseas family members

Surveys

ORGANIZATIONS PUBLIC DOMAIN NETWORKS

Sources of Market Information
Exploring all the options

Domestic & International Print, Online & Other Media Past, Present & Future
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PWC Global Media and 

Entertainment Outlook 

(https://www.pwc.com/outlook) 

Irish Film Board (Ireland)

(https://www.irishfilmboard.ie/)

Trade Commissioner Service 

Market Reports 

(http://tradecommissioner.gc.ca/) 

Creative Ireland 

(https://creative.ireland.ie/)  

Variety

(http://variety.com/) 

Playback 

(http://playbackonline.ca/) 

Canada Media Fund Trends

(https://trends.cmf-fmc.ca/) 

LinkedIn

Google

ORGANIZATIONS PUBLIC DOMAIN NETWORKS

Sources of Market Information
Internationally

Domestic & International Print, Online & Other Media Past, Present & Future

https://www.pwc.com/outlook
https://www.irishfilmboard.ie/
http://tradecommissioner.gc.ca/
https://creative.ireland.ie/
http://variety.com/
http://playbackonline.ca/
https://trends.cmf-fmc.ca/


46

SECTOR INFORMATION



47Sector Information
Increasing understanding

Market size

Demographics

Key players

Buying patterns

Growth trends

Information that increases understanding of a

sector includes:

Competitors

Opportunities

Challenges

Strategies
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Media & 
Entertainment Industry
Global Trends - Theatrical

Box office revenue & 
number of screens 

will increase globally, 
with Asia Pacific the 

most lucrative & 
fastest-growing

Box office charts 
overwhelmingly 

dominated by US 
studio product

Theatrical release 
exclusive windows 

will likely decrease in 
length 

VR is generating 
excitement, but 
current lack of 

commercial model 
hinders adoption
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Media & 
Entertainment Industry
Global Trends - Television

Subscription TV to 
expand over the next 
five years, with global 
TV average revenue 

per subscriber to 
increase

Cable remains the 
largest subscription 

TV platform, but 
growing more slowly 

than other 
technologies, with 
25m households 

worldwide adding 
subscriptions in 2016

Traditional pay-TV
companies 

developing OTT 
platforms for 

exclusive content and 
partnering to create 

OTT bundles

Original content is 
king

Piracy remains a key 
issue
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Media & 
Entertainment Industry
Global Trends – Digital Media

Internet video 
revenue reached 

US$21.2bn in 2016, 
having risen from 
US$6.3bn in 2012

Over-the-top (OTT) 
market driving 
internet video 

revenue

Global expansion by 
multi-national SVOD 
players was the key 

trend in 2016 - Netflix 
- 130 new territories, 

Amazon - 200 
countries

Ownership of 
connected devices & 
broadband growth 
globally has driven 

SVOD platform 
growth



51Strong Development Infrastructure
Supporting innovation and growth
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MARKET INFORMATION
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$700b

$52b

$202b

$203b

Germany - $110b

UK - $103b

France - $78b

Ireland - $700m

Top Media Markets

$2.5b
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Challenges

• Censorship is a fact of life

• Alternative social media platforms

• Quotas limit revenue shared films to 34 per year 

• Domestic films only during holidays

• Piracy still a challenge, but now lowered through 

govt efforts to 30%-40% 

Market Information
China

Opportunities

• The most successful genres are action, animation, 

fantasy and sci-fiction

• Merchandizing represent a huge market in China 

• Gaming, including mobile gaming, VR and IMAX 

are growing

• The film production market is now very open for 

private investment 

• Over 50,000 theatres and growing!
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Market Size

• Media market is $US670m

• Dramatic growth in film, TV production, 

animation & online content

Market Information
Ireland

Demographics

• Small market but influential culture & focus on 

international

• Live TV still dominates consumption, with over 

60% of 15-24 year-olds still viewing

• GDP per capita $US 64,000 (2016)
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Challenges

• Studios have enormous influence & control, hard 

to engage

• Hard to get access to the decision makers

• Average episode or film budget is increasing

• Oversaturation of the market, increased 

competition both domestically & from 

international

Market Information
USA

Opportunities

• High budget drama series

• Rise of OTT players and their investment in original 

content

• Interest in Hollywood in virtual reality (VR)

• Financial incentives at state level



57Key Players
USA

The US market is dominated by six major studios.

STUDIOS SVOD/VOD/AVOD



58Key Events
China, US, Ireland, Worldwide

US China Film Summit
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WHAT IS MARKET 

INTELLIGENCE?
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There are 196 countries in 

the world.

How do you determine which 

one is right for you?
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Market Information +

Sector Information +

Market Intelligence

Informed Decision 

Making
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The combination of intelligence on your clients, your industry, your 

competition and potential target markets will lead to you making the right 

decisions about which markets to export to.

Forms of Market Intelligence
Informed market selection

Client Intelligence Market/Sector Intelligence Competition Intelligence

GUIDE TOWARDS BEST POSSIBLE MARKETS

Will inform: • Greatest benefit, lowest risk

• Best fit with company’s capabilities

• Suitability of services

• Potential clients

• Existing competitors
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Client Intelligence
Making strategic decisions

Unmet needs

Current buying patterns

Factors affecting buying decisions

How to initially target

How to communicate & pitch

Buyer willingness to invest

Client intelligence is the process of gathering and analyzing information 

regarding clients - their details and their activities - in order to build deeper and 

more effective customer relationships and improve strategic decision-making.

Information gathering

Customized solutions

Focus on providing value

Strong customer relationships

Strategic decision making
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Sector Intelligence
Understanding your sector

How competitive is your sector in your target market?

Where is there growth?  What are the trends?

Who is succeeding and why?

What is the role of the industry association? 

The government?

Being an active player in your sector can help you to understand client 

needs, while at the same time position you as an industry leader.

Find out:

Participate on committees. Join leading national/international 

associations. Subscribe to industry newsletters. 

Be a champion of your sector!
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Competitor Intelligence
Assessing competition

Identify competitors in your domestic market and 

target markets. 

Analyze your competitors’ strengths, strategies and 

how they are marketing themselves.

Describe your competitive advantages or uniqueness  

(differentiation).

Explain why clients would want to buy from you rather 

than the competition.

Analyzing your competition will help you to position your company effectively 

in your target market and determine pricing and marketing strategies.
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1. Identify your 
Content or 

Service Type & 
Apply Analysis

2. Create Your 

Initial Lists of 

Potential Markets

3. Screen for 

Buyer or 

Production 

Potential 5. Screen for Best 

Match to Your 

Content and 

Services
4. Screen for 

Market Entry 

Opportunities 

(Associations, 

Partnerships, etc.)

Selecting a Target Market
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Creative example

All US broadcasters

That specialize in children’s content

That are looking for animated 

children’s series 

That serve preschool audiences

This is your total REAL prospect 

number!
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Selecting an export market

Political stability Known demand for your 

services in the market

Customer needs

Legal framework Easy market access 

(standards, requirements, 

accreditations)

Existing contacts

Market access (trade 

agreements)

Potential partners Competition

Entry requirements Industry standards Opportunities

Economic trends Adaptation requirements Sources of assistance

Business practices

Cost of doing business

Language and cultural 

similarities

Market 

Information

Sector

Information

Market 

Intelligence
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Opportunity Indicators
Finding opportunities

Analyze new trends and technology

Find patterns and relate the unrelated

Watch for enthusiasts

Look for disruptions

Co-innovate with clients

Co-dream with visionaries

Consider how you might go about identifying opportunities in your sector.  

Web-Based Delivery

Production services

• New technologies and devices

• Development of new platforms that allow for 

ease of development and delivery

• Broadband internet penetration growth

• Talent that can deliver globally from Canada

• Changing rules and regulations in target market 

allowing for foreign ownership

• Spending trends
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Building Networks

Developing a Marketing Strategy

Establishing Credibility

Developing a Digital Marketing Strategy

Customizing Solutions

Developing a Marketing 

Plan
STAGE

3
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DEVELOPING A 

MARKETING STRATEGY
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Marketing is (Almost) 

Everything You Do!
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The Marketing Mix
The 4 P’s

The Marketing Mix is a tool that businesses use to help create the maximum 

value for customers. Think of the P’s as levers a company adjusts to ensure 

customer satisfaction.

PRODUCT

PRICE

PLACE

PROMOTION

TARGET MARKET
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A value proposition is a statement/promise of the value the company will 

deliver. It’s the main reason a potential customer should buy from you and 

not the competition.

Value Proposition
Value proposition components

What  are you selling?

Who is your target audience?

What  value do you provide, how is your 

content unique? 

There are 3 components to a value 

proposition:
A tagline or catch phrase

A positioning statement

A value proposition is not:
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For                                               

(target customer)

who                   

(statement of need or opportunity) 

our service is                                                   

(describe service) 

that                                                  

(statement of benefit).

“Canadian IT and digital 

creative companies

interested in entering 

the US market 

will benefit from 

GATEWAY’s specialized 

training, coaching and 

matchmaking 

thereby reducing risks, 

costs and time and 

enhancing chances for 

success.”

Exercise: 

Value Proposition

Example: 

GATEWAY to Trade
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How are you different?

Quality

Customer 
Service

Capabilities

Awards

Original Content

Be prepared to create, test, and use this sentence:  “We are unique because…” 

Production
Costs
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The International Marketing Mix

Payment

Personnel

Planning

Paperwork

PracticesPartners

Policies

Protection

Positioning

The Many P’s of International Marketing

Price

Place

Promotion

Product
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BUILDING NETWORKS
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If you want to go fast –

go alone.

If you want to go far –

go with others.
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Networking Effectively
Building business

The key purpose of networking is to increase business through the 

generation of referrals, access to new opportunities, enhanced credibility as 

well as access to information, intelligence and advice.

Associations

Social Networks Government

Business

• Business Support 

Organizations

• Sector Groups

• Special Interest 

Groups

• Diaspora

• Alumni

• Business to 

Business (B2B)

• Business to 

Consumer (B2C)

• Committees

• Advisory Groups

NETWORKS
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• Name and company

• Key question or comment to 

steer discussion

• Clear statement about what 

you do

• Qualify prospect

• Preliminary needs assessment

• Example of your service 

offering(s) and how you can 

help meet needs

• Suggest follow-up

Networking Event
(5-10 Minutes)

• Clear statement about 

what you do

• Share useful information

• Prompt audience to 

contact you for something 

specific

• Website, online articles 

and contact information

Formal Presentation
(20 – 30 Minutes)

• Key question or comment 

to steer discussion

• Clear statement about 

what you do (use value 

proposition)

• Qualify prospect

• Exchange business cards

• Follow up afterwards

Casual Introduction
(1-2 Minutes)

Your Business Pitch
Always be prepared

Be prepared to make your pitch at any opportunity. Networking can be formal 

(e.g. conference), informal (e.g. social event) as well as online (e.g. social media)
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ESTABLISHING CREDIBILITY
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There are few things 

more important in 

business than trust.
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Strategies for Establishing Credibility
Tips for building credibility

Feature credentials, awards and special recognition 

on all marketing material.

Credentials

Testimonials are an unbiased and therefore 

powerful way to build credibility. Be sure to collect 

them from all satisfied clients.

Testimonials, Awards & Recognition

Membership in an industry association 

demonstrates that you have attained a recognized 

standard of achievement and that you are a 

serious player in the industry.

Industry Associations

Identify international speaking events. Share tips 

and information that will demonstrate your 

knowledge of the subject matter.

Public Speaking Appearances

Partner with a known/respected company to 

enhance credibility by association with them.

Strategic Alliances

A world-class, perfectly translated website is key.

Your Website

Gain visibility by participating in networking 

events.

Networking Events
Your client-facing materials, whether print or 

digital, should reflect your quality and 

demonstrate your expertise.

Your Portfolio
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DEVELOPING A DIGITAL 

MARKETING STRATEGY
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You have 7 seconds to convince someone 

to partner with you.

Avoid ‘puff’ statements that are not clear or 

are more ‘marketing’ than explanatory; 

these will be viewed negatively.

Messaging &
Value Statements 

Images are better than words.

Language must be clear, correct and to-

the-point. Errors or incorrect spelling will 

often rank you lower than competitors.
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3 clicks to anything on the 

site
No error pages

‘Contact Us’ always 

accessible

Contact & inquiries 

should be responded to 

within 24 hours or less

Responsive web presence 

- incorporate multiple 

ways to view content

International dialing 

codes… and make sure it’s 

answered!

Best Practices
6 tips
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Your Website
Some examples

http://artexproductions.com/ www.motionsource.comhttp://www.jenniferredfearn.com/

http://www.motionsource.com/
http://artexproductions.com/
http://www.jenniferredfearn.com/
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Your Demo Reel
Some examples

https://vimeo.com/groups/sh

owreelsdemoreels/videos/209

480321

https://vimeo.com/154080197

Aleksandr 

Isakov

https://vimeo.com/groups/showreelsdemoreels/videos/209480321
https://vimeo.com/154080197
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Testimonials
Best practices

Implement a system that allows you to request and 

receive testimonials 

Have your buyers discuss why the content sold well 

Select testimonials or awards within your targeted 

audience segment

Leverage reviews, get permission to re-publish

Position strategically 

5 Testimonial Best Practices:
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Your Portfolio
Best practices

Select your best work. Begin the portfolio 

with the most impressive piece and end 

with the 2nd most impressive.

Choose anywhere between 7-10 samples.

Your portfolio should reflect your core 

strengths, industry experience, technical 

ability and range.

Keep it fresh. Showcased work should be 

no more than 5 years old unless the 

project was very high-profile.

10 Portfolio Best Practices:

Create categories that reflect your target 

market – i.e. industry specific, skill specific.

Avoid excessive technical jargon in the 

project descriptions.

Use great imagery.

Include awards or recognitions.

Share the backstory – what problem did 

you provide a solution to.

Be honest with yourself and your potential 

clients.
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CUSTOMIZING SOLUTIONS
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Expect that business is not 

conducted the same way in 

the export market
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Cultural Considerations
In services exporting

What values are important in the export market and how do these values affect 

service delivery?

Become more or less formal and deferential?

Treat all clients and staff as equals or respect differences in 

status and title?

Focus primarily on rapid service completion or on 

strengthening client relationships?

Ensure that the service offered is absolutely consistent over 

time or experiment with new ideas?

Expect staff to follow a set of procedures and instructions or 

take initiative?

Help staff focus on group goals or on individual objectives?

Consider:
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Identify
Establish what your ideal customer looks like and 

qualify potential customers against this criteria. Develop 

a list of ideal prospects.

Expand
Identify decision makers, users and influencers within 

this company. Account-based marketing theory is based 

on the premise that most B2B buying decisions are not 

made by a single person.

Engage

Advocate
If you are able to turn your customers into fans of your 

business, they will become your advocates. Word of mouth 

will spread through reviews, ratings and referrals.

Relationship Marketing Approach
Flipping the sales funnel

Engage with these contacts through website, email, 

social media, blogs, videos, webinars, targeted ads, etc. 

in highly tailored and personalized marketing campaigns.
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Market Entry Strategies

• Find an agent

• Make your content “great!”

• Be aware of what you are very good at, focus

• Leverage good writers and content creators

Market Entry Strategies
US

Buying Characteristics

• Yes can easy turn to no

• Buyers have much more power and influence

• Larger production budgets
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Market Entry Strategies

• Intermediary licensing companies

• Co-production

• Distribution partnerships

• China born Canadian / US staff

• The more Chinese the content is, the better chance 

of success

• Understand the concept of “layers” – there is 

always a political angle involved

Market Entry Strategies
China

Buying Characteristics

• Younger generation will often make faster 

decisions or invest in original content

• Older generation requires more time and patience

• There is a massive number of different types of 

buyers, entrepreneurs and prospect partners – be 

aware of the size of the market
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Market Entry Strategies

• Have a good understanding of what you need

• Leverage associations and partnerships

• Consider investment or setting up an entity for 

access to EU

Market Entry Strategies
Ireland

Buying Characteristics

• Ease of negotiation, but challenges with financing

• Enthusiasm needs to be tempered with realistic 

expectations
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Travelling to the Market

Strategic Alliances

Planning your Financing

International Trade Law

Intellectual Property

ENTERING THE MARKET

STAGE

4
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STRATEGIC ALLIANCES
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A strategic alliance is a 

cooperative arrangement 

between two or more firms 

to pursue a common set of 

objectives in order to 

enhance mutual economic 

gain.



102Types of Strategic Alliances
Synergizing resources, expertise and capabilities

Organic Growth

Informal

Collaboration

Strategic Partnership

(non-equity alliance)

Equity Alliance

Joint Venture

Co-Production

Other types of partnerships include 

outsourcing, franchising, affiliate marketing.

Domestic Licensing

(Canadian Distributor)

Intl Licensing
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Access to buyers

Access to capabilities

Access to capital

Access to technology

Why a Strategic Alliance?
The benefits of partnerships

Diversify service offerings

Accelerate speed to market

Reduce costs

Reduce risks

Increase opportunities

Gain credibility with a well-respected partner

Opportunity to focus on core competencies

There are many reasons to establish a partnership:
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The quickest, cheapest, 

easiest and most 

successful way for a 

company to export is 

via a strategic alliance 

with a partner in the 

market. 
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Many firms establish a 

strategic alliance by ‘finding’ 

a partner, then developing a 

strategy that fits. Start with a 

strategy instead.

STRATEGY1

Establishing a

Strategic
ALLIANCE

• the objectives of the partnership

• your company’s strengths and weaknesses

• what is needed

• what can be offered in return

• criteria for a partner

• an evaluation process for potential partners

Establish:
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Consider the qualities you 

would like in a partner and 

where you might find them.

PARTNER 2

▪ Recommendations from local business support 

organizations (CMPA) or colleagues

▪ Directories of industry associations

▪ Networking events, trade shows

▪ News articles, industry publications 

▪ Sector-based communities

▪ LinkedIn

▪ Sector specialists or business development specialists

▪ MANY MARKETS NEED AN INSIDER TO HELP WIN 

BUSINESS

Possible sources:

• Similar philosophy of doing business

• Capability, compatibility, commitment

• Complementary skills

• Respect for each other’s expertise

• Strong market reputation 

• Sales/marketing and distribution “fit”

• Project management skills

• Communication skills

• Good ‘chemistry’

Partner characteristics to look out for:

Do your due diligence!
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All details of the partnership 

must be developed jointly and 

must be written down. 

STRUCTURE3

• Work plan, timelines, deliverables

• Measures of success (for both parties)

• Protocols for decision-making

• Chain of command

• Responsibilities and inputs

• Terms

• Conditions regarding follow-on work

• Governance (the treatment of intellectual 

property, customer data and other confidentiality 

constraints, information storage, human 

resources, performance standards, 

communications / reporting between parties)

• Exit strategy

Consider:

TIP! Test the relationship. Each partnership 

should begin with a low-risk, clearly defined 

‘pilot’ project that will highlight the pros and 

cons of working together.

Together discuss the vision, strategy,  

expectations and ‘deal-breakers’!
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The formalization of a partnership 

is not an ending point to 

governance and due diligence, 

rather this is a starting point.

MANAGING4

• Institute regular strategy and reporting sessions

• Leadership and commitment from the top should 

be extended in managing the relationship

• Discuss challenges and opportunities that might 

arise within the relationship

• Take notes, minutes, document agreements and 

actions to be undertaken

• Make key people and resources available

• Be aware and sensitive of trust issues

To do:

Like any relationship, a strategic alliance 

needs work and attention; do not leave it 

alone or to staff to manage!

ALLIANCE
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A partnership requires regular 

monitoring and evaluation.

EVALUATING5

• Ensure that milestones and deliverables are being 

met

• Re-evaluate the relationship using both 

quantitative and qualitative criteria (e.g. level of 

trust, goodwill) at regular intervals

• Factors that affect the termination of the 

relationship include:

o Is the corporate focus still the same? 

o Is everyone still flexible? 

o Has the relationship reached a natural 

conclusion?

o Have the benefits been fully realized?

• Once the goals have been achieved, determine if 

the alliance should be reconfigured or ended

Consider:

Commit to the process.  A good 

partnership can take up to a year to 

solidify.
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SUCCESS! 6

• A partnership must be based on articulated 

needs, established criteria and objectives

• Trust is critical

• Plan well, review often

• Do not over-focus on the financial details at the 

expense of the strategy

• Manage the relationship 

• Communicate often

• Remember, this is a win-win scenario

• Write everything down

• Do not over-commit

• Plan for the end from the start

• Stay autonomous

• Accept some measure of failure / disappointment

• Be consistent, expect consistency, but be flexible

Reminders:
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TRAVELLING TO THE MARKET



112

PLAN

WHY

WHOWHEN WHERE

HOW

MUCH

PREPARE

Market Visit Strategy
Strategic and well-prepared

… and don’t forget to follow up!



113

PLANNING YOUR FINANCING
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Before You Begin
Preparing yourself

A financial plan is a critical element of the export plan. Financial stability and 

secure cash flow are key to success, particularly when pursuing international 

markets.

Are your financials in order? Financial statements, 

planning and budgeting, cash flow projections, etc.

Business Records

Many service providers and not trained in finance and 

accounting. Delegate this function to someone who 

specializes in this area. Providing a professional 

package will boost your credibility with financial 

institutions.

Professionalism and Credibility
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Assessing Your Financial Needs
Why? How much? When?

Why do you need financing? How much do you need? When do you need it?

Be mindful. Under-estimating or over-estimating financial needs will be 

problematic. 

To finance your company’s ongoing requirements

Corporate Financing

To expand into new markets

Market Development Financing

To deliver on a specific project

Project-Specific Financing

Does licensing cover costs of marketing or market entry?

Licensing
$
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Your financial plan is an 

essential component of your 

export plan!
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Market 

Research

In-Market Visits Conferences & 

Events

Preparing 

Proposals

Establishing 

Partnerships

Developing international 

markets requires 

additional funding in order 

to carry out business 

activities.
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Financing Market Research
Maximize your resources

Alleviate the financial burden of market research by finding economical 

ways to conduct it. 

Source existing studies and summarize for your own 

purposes.

Tap into your network to seek guidance and advice 

from those with experience in the market.

Hire a student with the necessary research skills, 

who can also benefit from the experience.

Find local partners who know the market and are 

interested in a possible joint venture.
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Financing In-Market Visits
Strategic travel

The cost of international travel can be prohibitive. 

Find ways to maximize results while minimizing expenses.

Choose target markets close to places where you normally travel to reduce your travel expenses.

Plan ahead - conduct research and have a specific market visit plan in place to maximize on time spent in market (and 

reduce costs of accommodation/subsistence).

Set up online meetings prior to the trip to build rapport with prospective clients and partners.

Determine if there are any national programmes that support market development - provincial, associations, boards of 

trade, federal.

Participate in trade missions conducted by national/regional government agencies and associations which are often 

subsidized. 
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Financing the Cost of International Events
Leverage your skills and time

Offer to be a guest speaker. Ensure your presentations 

are leading edge and highly professional

Offer to prepare a post-conference report for the 

organizers

Conduct market research or business to business 

meetings for companies that cannot attend

Leverage the event by setting up meetings with 

prospective clients and partners, conducting media 

interviews and sourcing business opportunities

Find creative ways to mitigate the costs of attending international events.

Speaking at events increases profile 

and boosts credibility!
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Financing the Cost of Detailed Proposals
Utilize support channels

National business support organizations frequently  

provide assistance in this area. 

Other sources of financing for proposals could include 

the client, your bank, an international agency or  

government.

Projects often require the preparation of detailed proposals or feasibility 

studies.
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Sources of Export Financing
In the Canadian audio-visual sector

Canada is very supportive of its creative and cultural industries. As such, many 

sources of funding are available to grow your business internationally. 

Adam Chowaniec Memorial Fund 

for Global Entrepreneurship Loans, Capital, Expansion Loans
International marketing 

and festival participation 

program
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Managing Foreign Exchange Risks
Reducing the impact of currency fluctuations

Exporters being paid in foreign currency are exposed to fluctuation risks, but 

these can be mitigated. 

Depending on the location of your client, quote in the 

most widely accepted currency (US, Euro, British Pound). 

Research exchange rates over a 12-24 month period. 

Canadians generally expect to receive quotations and 

pay in Canadian dollars.

Build in a buffer to allow for currency fluctuations, as it 

may take several months before you are able to finalize 

the project and collect payment.

Discuss the option of “buying forwards” with your bank 

(buying foreign currency now, in anticipation of being 

paid in the future).

Insert a clause into your export contracts, allowing price 

re-negotiation upon currency fluctuation.
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INTERNATIONAL 

TRADE LAW
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International business 

crosses borders, 

also legal jurisdictions. 

Regulatory and legal issues 

and considerations 

underpin every element of 

global business.
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Legal Considerations
Know before you go

International business exposes your company to unfamiliar laws and 

regulations. Understanding your rights and obligations will help you to 

anticipate potential problem areas before they happen.

Policy, legal and regulatory environment

Legal system and jurisdiction 

Tax regulations

Intellectual property

Privacy and data protection

Importing and exporting legislation

Some considerations:

E-Commerce

Health and environmental regulations

Business visits and relocations

Employment and labour

Dispute resolution, mediation, arbitration

International trade agreements and rules
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INTELLECTUAL PROPERTY
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Intellectual property refers to 

creations of the mind.



129Protecting Your IP
Plan for success

Conduct an audit 

to identify all your 

registered and unregistered 

IP, including patents, 

trademarks and copyrights.

IP Audit

Educate yourself and your 

team on the basics of 

trademarks, copyrights, 

patents, and trade secrets  

in your target market.

Get Smart

Establish an IP policy within 

your organization. Consider 

non-disclosure agreements 

(NDAs) and IP clauses in all 

contracts and agreements.

IP Policy

Register trademarks, 

copyrights, designs, etc. 

when appropriate – not 

only those that are 

important to you, but those 

that are important to 

others as well.

Register

Review the IP of 
competitors – this might 
provide you with some 
competitive intelligence 
about their future plans.

Competitors
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Consider how understanding other cultures can have an impact on 

marketing, negotiations and developing long-lasting relationships

Cultural Considerations
The impact of understanding culture

Language, religion, gender, age

Values, attitudes

Business attire

Body language, gestures, facial expressions 

Gift-giving, humour, protocol

Business practices

Verbal and non-verbal communication
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Written Communication

Written communications should be simple, concise and be 

designed to minimize the possibility of incorrect 

interpretation.

A more formal approach is safer.

Avoid slang or idioms.

Concepts like “brain-storming” and “blue-skying” are 

foreign to many cultures.

Humour may not necessarily come off well in writing.

Do not use Google translate. 

Cultural Considerations
Applying cultural considerations

Cross-Cultural Meetings

Think about:

• Small talk

• Introductions

• Formality

• Facial and body language

• Eye contact

• Respect for hierarchy

• Silence

Plan:

• Room set-up

• Greeting time

• Refreshments

• Business attire

• Interpreters

• Room décor

• Protocol
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Action Plan
Tips on preparing your financial & legal plan

Research

Conduct research on the 

banking services available 

in your country.

Expert Advice

Consult with your financial 

advisor and your bank.

Due Diligence

Conduct background 

checks and due diligence 

to make certain that  

your clients can pay.

Prepare

Spend the time to ensure 

your financial statements 

are in order and ready to 

be presented to potential 

sources of financing.

.
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ROADMAP - THE 4 STAGES OF EXPORT PREPARATION

Conducting 

Market Research

STAGE 

2

E X P O R T      P L A N

Preparing your 

Business

STAGE

1

Developing a 

Marketing Plan

STAGE 

3

Entering 

the Market

STAGE 

4

Global Context

What is Export 

Readiness?

Why Have an Export 

Plan?

What is Market 

Research?

Sector Information

Market Information

What is Market 

Intelligence?

Developing a Marketing 
Strategy

Building Networks

Establishing Credibility

Developing a Digital 
Marketing Strategy

Customizing Solutions

Strategic Alliances

Travelling to the Market

Planning Your Financing

International Trade Law

Intellectual Property


