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MARKET ENTRY FRAMEWORK

A market entry framework involves understanding the rationale behind
entering a new market (with a new product/existing product) or an
existing market with a new product, with the goal of increasing profits.

Simply put, a market entry framework is one which is used to solve 2 main
questions:

1. Is it a good idea to enter the market?

2. How should one enter the market?

If it is decided to enter the market, plans of how it should be implemented are
drawn up.

Step 1- Assess the market
Determine the size of the market, growth rate and profit margin on sales.

Step 2- Define your goals & objectives

STRATEGIC GOALS

Geographic expansion - national and/or international
Empire building

Competition - to maintain an advantage, create barriers to
entry/exit and customer lock-ins.

Is there any previous experience in moving to new markets
Synergy with existing operations

Game theory perspectives - How strong or weak is each
player in the market

ECONOMIC GOALS

Increase in revenue and profits
Investment vs capital cost

Brand equity

Economies of scale

Supply chain & distribution synergies
Market share gains
Patent/proprietary technologies
Cost-Benefit analysis

Organisation structure
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Step 3- Understand the client’s capabilities & bottlenecks
Ask questions to determine if the client has the resources to enter the market.

e Does the client have technical skills?

e How is the client performing currently?

e Do they have a ready cost structure?

e Necessary sales and distribution channels

e Do they have an understanding of how to compete in the new market
(geographically) /any prior experience?

e What are the customer segments?

e Are they aware of the governmental regulations?

Note- Always try to understand the client and the company: What business is
the client operating? What is the company’s history with launches?

Step 4- Assess the client’s resources relative to investment needs and
expected ROI

Barriers to Entry
sIntellectual property
*Government regulations
+Political climate

Timing

*ls there any early mover
advantage?

*How fast should we work to get
the product out in the market to

win?

Collaboration

+Should we partner with existing
firms?

*What kind of collaboration?

«If we work individually, how long
will it take to build capacity
in-house?
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Step 5- Finalizing the market entry strategy
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After deciding to enter the market, make a plan of HOW to enter the market.
Ask the following relevant questions:

PRODUCT OR SERVICE
MARKET ENTRY

Creating the
capability to build
the product or
provide the new
service in-house?

Partner with
someone already
in the market?

Buy or license
intellectual
property?

GEOGRAPHIC EXPANSION

Export from home

country/state?

Build a greenfield
presence in the new
area?

Partner with a firm
which already has
a presence in the

market?

License the brand

to franchises?

Source- Consulting Toolkit 2021, 180 DC JMC

OVERVIEW OF THE FRAMEWORK

Approach / Framework Overview

New Market
Entry

Vision

Objectives

Market Entry Framework

Competitors
& Share

SWoT
Analysis

Barrier to
Entry/Exit

Our Estimate
of Market
Share

Entering
Strategy?

Start from
Scratch

Ammuisition

Page 3



Z

180Degrees

Important points:
1. Understand what the company’s objectives and expectations are. Does it

make business sense for them/ Does it align with the overall firm
strategy. Analyze the feasibility of market entry by considering 4 different
buckets. Then recommend whether they should enter or not. If yes, how
should they do it?

2. Not every aspect of the framework mentioned will be applicable to all
cases. But try to cover as much as you can, so that you get a good idea of
the industry and the client's current status. It is very important to
identify where the client would stand in the industry compared to the
existing competitors and what measures should be taken to mitigate the
competitive edge.

Source- Consult Club, IIM Ahmedabad, 2020

Understand the question and clarify the Objectives

' A market entry case is a relatively open ended case where in you need to understand the rationale behind entering a new market; and if that rationale can be profitably

! achieved or not. If the decision of entry is made how should it be implemented.
\

\ Set context | Know about company? Whart Business? Entry where? Which Product? Why enter? Target/objective? Decided to enter?

Should they Enter?

{

' o Scale and Growth | i = Product differentiation | ¢ Target segment | HE Manufacturing i I *  Government Norms !
: H H ! ~ s - " H opesls '
i *  Major Players | + *  Positioning Plans H t*  Customer Habits i 5 *  Financials : 1+ Resources Availability !
' N H . . H ' n . H 5 . . | ——— M
i *  Market Share i v *  Price/Features : i *  Segmentation i i+ Sales and Distribution |

! . ] e P |

i

:

Advantages/ Disadvantages ' i * Other attribures

Why No? Suggestions

| } !
| Entry Options | | Operational Decisions | | Marketing Growth Plan

; 5 : : A : \ r===m el y
1+ Sartonown ! 1 *  Raw Materials, Workforce E i *  Promotion Strategies i i * How to scale up H
1+ Acquire i+ Manufacturing e i+ Product/Geography expansion |
i+ Joint Venture i+ Distribution Channels o TTTTTTTT T
bmmmmcme——cc———————— ' Lemcmccceeccccccccccccc—————————
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Points to remember:

Strategy

*Why are they thinking of
market entry?
e Growth
* Mature current market
* Response to competitors
» Resources and Capabilities
« What does the firm have
that makes them think they
will be successful?
* Brand
* Patents
» Local Expertise
* Mode of Entry
s Self Launch
« Acquisition
* Joint Venture

Economics

* New Market Conditions
* Market Size
« Possible Revenue
« Possible Growth
« Competition in New Market
* Market Share
* Pricing your product vis-a-vis
competitors
= Parameters to Consider
* I[nvestment Reguired
* Client Capacity to invest
* Expected Revenue
 Expected Profits

* Payback Period for
investment

Source- Consult Club, IIM Calcutta, 2020-21
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= Barrier to Entry
* Regulatory Barriers
* Financial Capabilities
» Existing Players and their
market share

* Porter’s Five Forces
« Risks
* Implementation
« Political
« Currency

* Other macroeconomic
factors

Market Entry Framework
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NEW PRODUCT LAUNCH

This type of framework is a subset of the market entry framework. It covers
the introduction of a new product in a market or expanding the reach of
an existing product in a new market.

New Product
Introduction

Establish Value
chain
Debt Equity P — Verinbie cost per Fixed cost
Financed Financed urst

Production Distribution Marketing
challenges Challenges challenges

Importan in

Profit and Break
even pont

1. A company can either introduce a product in a market where it has no
presence or can extend the product line in its current market. Launching
a product in a market with no presence poses not only operational
challenges but viability of product’s success in the market also needs to
be explored.

2. Extending the product line in the current market may require looking
into cannibalization while doing a feasibility check of the product in the
market and how the current value chain can be leveraged in making the
product available to its customers.
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OVERVIEW OF THE FRAMEWORK

Understand the Question and Clarify the Objectives

| Providea blueprint for launching a product in a market, positioning it to achieve competitive advantage. You would typically look at defining the 4Ps after deciding on
I the target segment. Touching upon all relevant aspects of the problem is much more important that the correct answer. The idea is to identify one/a few issue(s)

Objectives, Capabilities, Competition (How many, who all, Market Share, Growth Rate), Customers (Growth Rate, Potential Segments),
Set Context Products (Existing Products, Substitutes).
. Idea
I
Segmentation Product Distribution Communication : . GTM strategies are supposed to be
Development Strategy Strategy ; i integrated in nature and thus the
(Temmmmmeemsemmmmsememeseses  feeesemeseseme—esesemeeenes | gmrememmmeemteeessmaseaees gmeeecsecsecseseseeceseeeeeees .| processes strongly follow from each
! Whom to Sell? i | What to Sell? i | Where to Sell? i i What to Say? i ! other
i P P [ P
i Use only relevant bases . : * Features E i » Distribution Channel i i * Positioning : i "
i from the following: i1 * Packaging ; f * Distribution Model : * Communication Strategy | | Be Selective
i * Geographic i+ * Use-cases 1 WC Turnover i1 oAdvertising T B T e
i » Demographic i ! * Size (SKU) i1 » Margins E i o Personal Selling ; : : The idea is to not do e?'erythmg, )
! * Psychographic H E * Product Name i i Sales Force T&D i 1 oSales Promotion ' : ‘ ?‘ather o focus on one issue and nail
i« Behavioural i1+ Differentiation P : ' o Direct Mkrg H Ik E.g. Too many sa]els channels can
ki 12 Prcing S S L ubicRdajons || lead to channel conflir, Too much
L H i

| communication is expensive.
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