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I N T R O D U C T I O N

The Export Marketing and Sales Guidebook aims to equip exporters with an overall understanding of all 
technical elements such as export marketing, export sales, international communication, pricing and 
cost, and the legal aspects of international trade which will facilitate transactions and allow the exporter 
to achieve better commercial results. Eventually, through this guidebook, the exporters will also 
understand strategic marketing in the export and international business sphere.

Chapter 1 discusses Export Marketing. This chapter will help you understand market communications 
and its linkages to sales and strategy. You will also learn about some efficient marketing instruments and 
how to use the promotional mix. In developing marketing messages, you will also learn how to develop 
sales literature, promotional material, sales programs, and advertising campaigns. After all your 
marketing tools and messages are ready, you can organize your own exhibition or to participate in 
exhibitions. In addition, you will learn online marketing and understand market intelligence and finding 
market demand for your products.

Chapter 2 explores Export Sales. The chapter will start with a discussion on international trade basics. 
The first section will look into why we trade and why some groups rather than others benefit or lose as a 
result of trade. After going through this section, Afghan exporters will have a sense of how international 
trade is conducted around the world, and what impact globalization has on international markets and 
how Afghan traders can take advantage of globalization.

Chapter 3 looks into International Communication. In this chapter you will learn how to communicate 
and negotiate when you are striking business deals, and also learn what communications tools are. You 
will also learn the right way to communicate to achieve export sales deals, explore different methods of 
international professional communication, respond professionally to business inquiries, understand the 
right use of electronic communications tools, and communicate well at trade fairs and exhibitions. 

Chapter 4 examines Pricing. This chapter will help you identify the right pricing method and adopt the 
right pricing strategy. 
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C H A P T E R  1 :  E X P O R T 
M A R K E T I N G

This chapter will help you understand marketing and 
communication and its linkages to sales and strategy. You also 
understand what some efficient marketing instruments are and how 
to use the promotional mix. In developing marketing messages, you 
will also understand how to develop sales literature, promotional 
material, and advertising campaigns. 
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Understanding Marketing 
Communication
Until people come to know about your product, 
you cannot sell it. So, to popularize your product, 
you need to communicate with people. Today, 
there are various techniques of communication 
that helps market a product, improving the 
product reach, and optimizing business 
performance. We will explore some important 
ones here.

What is Marketing Communication?
Marketing communications are those techniques 
that the company or a business individual uses to 
convey promotional messages about their products 
and services. Experts of marketing communication 
design different types of persuasive 
communication and send it to the target audience.

What are Marketing Communication 
Tools?
There are different tools used to attract the target 
audience. However, which tool to use depends on 
various factors, such as geographical location of 
your target audience, popularity of your products, 
etc. The following are important tools popularly 
used for marketing communications:

• Pamphlets
• Brochures
• Emails

• Websites
• Sales Promotions and Campaigns
• Exhibitions
• Personal Selling
• Press Release

How to do Marketing Effectively
The following are the important points that you 
need to consider for effective marketing 
communications:

• Persuasive Message: Different customers 
have different requirements and 
expectations; therefore, it is very 
important to customize your persuasive 
messages accordingly.

• Design: Every medium of communication 
(such as magazine, newspaper, TV, digital 
media, or brochure) has its own design 
and requirements. Therefore, you need to 
plan and design your messages 
accordingly.

• Feedback: You must collect feedback from 
your audience; it will help you improve 
your marketing communication.

Afghan saffron in retail 
packaging, Kabul
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Marketing Communication Mix
Generally, the marketing communication mix is an 
integrated term that includes personal selling, 
direct response marketing, sales promotion, media 
advertisement, and public relations. These are the 
tools associated with strategic activities to 
communicate with the target audience.

Advertising 
Advertising is often the most prominent element 
of the communication mix. In fact, marketing and 
advertising are often misconstrued as the same 
thing. Advertising includes all messages a business 
pays to deliver through a medium to reach a 
targeted audience. Since it involves many paid 
messages, companies often allocate significant 
amounts of the marketing budget to the 
advertising function. While it can be costly, the 
advertiser has ultimate control over the message 
delivered, since it pays the television or radio 
station, print publication or website for placement.

Personal Selling
Distribution channel suppliers use salespeople to 
promote products for resale to trade buyers. Retail 
salespeople promote the value of goods and 
services to consumers in retail businesses. Personal 
selling is generally associated with companies that 
sell higher-end products and services that require 
more assertive efforts to persuade customers to 
buy.

Sales Promotions
Sales promotions or discounts are like advertising 
in that they are often promoted through paid 
communication. However, sales promotions 
involve offering a discounted price to a buyer. This 
may include coupons, percent-off deals, and 
rebates. Along with ads to promote deals and 
coupon mailers, companies use exterior signs and 
in-store signage to call customer attention to the 
discounts. The goals of this communication tool 
include increasing revenue and cash flow, 

Sales Promotion Personal Selling Advertisement Public Relations

Programs Sales Meetings Print Media Speech

Games, Contests, 
Lotteries, Coupons

Sales 
Presentations

Electronic Media, 
Motion Pictures

Press Releases, 
Seminars

Gif ts, Sampling Incentive 
Programs

Brochures, 
Booklets, 
Magazines

Charitable 
Donations, 
Lobbying

Exhibition, Trade 
Shows, Offers

Exhibition, Trade 
Shows, Offers

Billboard, 
Displays Sponsorship

Low Interest 
Financing

Brochure, 
Mailing, etc. Logos, Symbols

Publications, 
Company 
Magazines

Rebates Digital Shopping Audio & Video 
Materials

Community 
Relations

Enter tainment TV Shopping Point-of-Purchase 
Display Events



Guidebook 2: Export Marketing & Sales

7

attracting new customers, and clearing out extra 
inventory.

Public Relations
Public relations are somewhat like advertising in 
that much of it involves messages communicated 
through mass media. The major difference is that 
you do not pay for the time or space for the 
message. A television or newspaper feature story 
mentioning a business, for instance, isn’t paid for 
and can provide brand exposure. The downside of 
PR is that you do not always control the messages. 
You can try to influence them through press 
releases and invites for media coverage, but the 
media could put a negative spin on the story.

Adopting Effective and Efficient 
Marketing Instruments 
The marketing instruments are the set of tactical 
marketing tools that the firm uses to implement its 
marketing strategy. The strategy tells us how the 
firm want to create customer value, build profitable 
customer relations, and capture value back in 
return. The marketing instruments consist of the 
tactical marketing tools used to produce the 
response the company wants in the target market. 
We refer to the marketing instruments as the 7 Ps 
of marketing.
 
Product 
The product is the realization of the customers’ 
needs and wants. It is the base of the value created 
for the customer. Product means the goods-and-
services combination the firm offers to the target 
market. A product consists of all the elements it is 
composed of. Thus, a car is more than the car itself 
– it is the nuts and bolts, the spark plugs, and 
thousands of other parts. Also, the car does not 
come alone – it comes along with optional 
features, full after-sales service package, warranty, 
and other components that are as much part of the 
product as the exhaust. Thus, the product is far 
more than the core product that you would think 
of – it is the complete package which surrounds 
the product.
Price 

The price is a part of the value exchange that 
occurs between the company and the customer. It 
is the amount of money customers must pay to 
obtain the product. However, the price is more 
than just the list price. It may be adjusted by 
discounts, negotiations, allowances, or credit 
terms. These actions adjust the price to present 
competitive and economic conditions and bring 
the price in line with the customer’s perception of 
the value of the product. The customer’s value of 
the product should receive special consideration in 
setting the price. If the gap between customers’ 
perceptions and the price they must pay for the 
product is too high, the entire marketing mix may 
prove useless.

Place (Distribution)
Place, or distribution, refers to all company 
activities that make the product available to target 
consumers. That may happen through retailers, 
your own dealers, or any other distribution 
network. In the case of a car manufacturer, place 
refers to the large number of independently owned 
dealerships that sell the company’s models. These 
dealers keep an adequate inventory of cars, 
demonstrate, and present them to potential 
customers, are responsible for negotiations, closing 
sales, as well as for after-sales service.

Promotion
The company can create as much value for the 
target customers as it wants to. As long as this 
value is not communicated to these target 
customers, they will never become actual 
customers. Thus, promotion refers to the activities 
that communicate the superior value and benefits 
of the product to target customers. Also, these 
activities aim to persuade target customers to buy 
the product.

Packaging 
Develop the habit of standing back and looking at 
every visual element in the packaging of your 
product or service through the eyes of a potential 
customer. Remember, people form their first 
impression about you within the first 30 seconds of 
seeing you or some element of your company. 
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Small improvements in the packaging or external 
appearance of your product or service can often 
lead to completely different reactions from your 
customers.

Positioning 
You should develop the habit of thinking 
continually about how you are positioned in the 
hearts and minds of your customers. How do 
people think and talk about you when you are not 
present? How do people think and talk about your 
company? What positioning do you have in your 
market, in terms of the specific words people use 
when they describe you and your offerings to 
others?

People
Develop the habit of thinking in terms of the 
people inside and outside of your business who are 
responsible for every element of your sales, 
marketing strategies, and activities. To be 
successful in business, you must develop the habit 
of thinking in terms of exactly who is going to 
carry out each task and responsibility. In many 
cases, it’s not possible to move forward until you 
can attract and put the right person into the right 
position. Many of the best business plans ever 
developed sit on shelves today because the people 
who created them could not find the key people 
who could execute those plans.

Sales Literature for Promotion 
Programs and Advertising
The purpose of sales literature is to convince 
people to buy your product. The primary audience 
is therefore the potential customer (or existing 
customer, if the literature is for a product 
upgrade). Sales literature may be given or sent 
directly to the customer, or may be placed in retail 
stores, the vendor’s offices, or any other area the 
potential customer may see it.

Sales literature should focus on the benefits of the 
product. This is usually written in a narrative form, 
typically providing a summary of each of the main 
selling points. This may include a comparison with 
other, similar products. Whatever claims are made 
about the product, they must be demonstrably 
true. Consider the legal implications.

Sales literature often includes a specification of the 
sizes, capacities, tolerances, and so on of the 
product. The purpose of this is to let the 
prospective customer determine whether the 
product will meet their needs. It is a good idea to 
provide the technical specification in a separate 
area of the sales literature (for example in a 
bordered or shaded area). Customers will read the 

Afghan hand-knotted carpets 
on display at a showroom in Kabul
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narrative to get a general idea of the product, and 
then will refer on to the technical specifications, if 
necessary.

It is important to remember that the quality of the 
sales literature will be an indication of the quality 
of the product itself. Sales literature is therefore 
normally printed in full color, including 
photographs of the product (or screen shots, for a 
software product), and printed on glossy paper.

In this section, you will learn about different 
components of sales literature and how they are 
used in promotion and advertising programs.

It is very important to include the appropriate 
literature in your sales promotion and advertising 
materials. Sales literature is the collection of 
materials businesses use to educate customers and 
help them make buying decisions. These materials 
can include pieces such as specification sheets, 
price lists, brochures, catalogs, media kits and 
order forms. With the ongoing switch from print 
materials to electronic communications, some of 
these tried-and-true materials are being converted 
to digital formats.

Types of Sales Literature

Brochures and Sell Sheets
To entice customers to buy, many businesses use 
sales materials that tout the benefits of the product, 
create excitement, offer testimonials, and use other 
means to pitch people. Before a customer starts 
asking specific questions about quality, prices, or 
warranties, you’ll need to convince him that he 
wants or needs the product. Create sales pieces 
that demonstrate that your potential customer has 
a problem or need, reveal that there is a general 
solution to the problem or need, and announce 
that your product or service provides this solution.

Technical Data Sheets
Before you tell customers how much a product or 
service costs, it’s often a good idea to let them 
know how the product works and describe its 
features and other information such as sizes, 

materials from which the product is made or 
ingredients used. Many companies provide 
specification, or spec sheets, to help their 
salespeople sell products. Make your spec sheets 
educational for customers, answering their 
technical questions, rather than addressing the 
benefits of using the product or providing prices.

Price Lists and Order Forms
Once your customer is interested in buying, make 
it convenient for her to make her specific decision 
and place an order. Price lists allow customers to 
determine their cost of buying, including quantity 
discounts, shipping fees and taxes. Order forms 
allow customers to tally their purchase, determine 
the total price, and place the order. Some order 
forms require a credit card number or a signature, 
title and date. Include the terms of delivery and 
payment on the order form.

Best Practices for Trade Shows & 
Exhibitions
Trade shows have for many years been an excellent 
way to develop sales in international markets. If 
your company is planning to export to a new 
market, one of the marketing options you may 
choose is to take part in trade shows and 
exhibitions. This should be a part of a plan to 
develop international sales offers.

The Ministry of Industry & Commerce (MoIC) 
and the Afghanistan Chamber of Commerce & 
Investment (ACCI) have exhibition management 
units through which information about exhibitions 
held around the world are communicated to 
Afghan exporters. If you are interested in 
participating in any foreign exhibitions, you need 
to make the necessary preparations. In addition, 
international donors in Afghanistan, especially 
USAID, arrange exhibitions for Afghan products 
in India and UAE. Apart from these, you may also 
search on the internet for exhibitions around the 
world. 

The below sections provide advice on how to 
achieve the best results when you are participating 
in a trade show.
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Prepare an Event-Specific Business 
Plan
Planning for participation at an exhibition should 
be taken very seriously – if the presentation of 
your booth appears sloppy, it will reflect poorly on 
your company and products. An exhibition 
business plan will typically describe your target 
audience, key selling points for your products, 
what promotional material must be designed and 
printed for the event (with estimates of costs), and 
dress code for your sales staff.

Promote Your Booth
It is important to let potential buyers know that 
your company will be participating in a certain 
event. Even if these potential buyers are not able to 
show up to the event in person, photos and videos 
of your booth posted on social media platforms 
can help build your company’s image as a 
significant player in the sector you are involved in.

Follow-Up with Leads
For anyone that visited your booth and inquired 
about your products, make sure that your staff ask 
them for their business card. If they don’t have one, 
you can keep a notebook handy to allow them to 
make a quick record of their email address. 
Following the conclusion of the event, marketing 
team members should review all leads and send a 
personalized email to each individual thanking 
them for visiting the company’s booth and 
showing interest in their products. In this way, all 
potential leads will have an email address for your 
company that is readily accessible (no searching 
through stacks of business cards!).

Online Marketing
Digital marketing, also known as online 
marketing, is rapidly growing in importance for 
businesses around the world. The following 
sections review some key considerations when 
building your online presence. 

Invest in Web Design
It is important to market yourself to international 

buyers. Most of you may not think about web 
design as a marketing tactic, but it influences the 
amount of time and attention a user will spend on 
your page. Your website is the center of all your 
digital marketing efforts, so if your page is not 
clean, easy to read, and interesting, it won’t matter 
how much time you put into strategy development 
– you’re still going to lose customers. If you don’t 
have the design skills to do it yourself, then it’s 
worth hiring someone to create a website that is 
modern, attention-grabbing, and mobile friendly.

Use Search Engine Marketing and 
Optimization
Search engine optimization (SEO) is a free method 
of search engine marketing (SEM) that uses a 
variety of techniques to help search engines 
understand what your website and web pages are 
about so they can deliver them to web searchers. 
These techniques include things like using titles, 
keywords, and descriptions in a website and 
webpage’s meta tags, providing relevant content on 
the topic, using various heading tags, and linking 
to and from quality online resources. 

Search engine marketing and optimization are part 
of what helps make your business appear higher on 
a list of search engine results. With a strong SEO 
strategy, your company website will become 
associated with the keywords used to find your 
services. This increases your chances of being the 
company an individual chooses to work with after 
searching online.

Hire a Coach or Consultant
If you are not an expert in digital and internet 
marketing, ask someone who is. There are 
hundreds of internet marketing coaches and 
consultants available to you, many of whom can 
give you a consultation about what you should 
change to see success. For small business owners 
who need to focus on other business systems, a 
coach or consultant can be extremely helpful.
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Use Email Marketing
It is not enough to just send out emails. You will 
want to consider various email lists that cater to 
the specific needs of each individual and can 
present a personalized approach to your 
campaigns. Take a hard and clear look at the 
purchasing habits of your customers and use that 
information to develop your strategy.

Try building an opt-in email list. An opt-in email 
list allows customers to come to you and sign up to 
receive email correspondence. This allows you to 
connect with potential customers and current 
clients. You do this when you are in exhibitions or 
on a market research to your target countries.

Get into Articles or News Stories
Work with a public relations professional to get 
your business into articles and news stories on 
topics related to what you do. It will not only help 
establish you as a trusted expert, but it will 
introduce your business to an even broader base of 
people. You can also sign up for free services that 
connect you with writers looking for sources, such 
as Help a Reporter Out.

Publish Press Releases Online
When you use online press releases, you are getting 
your information out there in a formal setting. 
This allows newspapers, blogs, or other media 
sources to see your information and write posts 
about your company without you needing to put in 
the effort to connect and claim a story.
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Social Media Marketing
Here are a number of considerations to keep in 
mind for creating a social media strategy and 
social media marketing plan.

Planning and Publishing
Social media marketing for small businesses 
usually starts with having a consistent presence on 
social media. Close to three billion people 
(3,000,000,000!) use social media. By being present 
on social media platforms, you give your brand an 
opportunity to be discovered by your future 
customers.

Publishing content on social media platforms is as 
simple as sharing a blog post, an image, or a video. 
It’s just like how you would share on your personal 
Facebook profile. But you will want to plan your 

content ahead of time instead of creating and 
publishing content spontaneously. Also, to ensure 
that you are maximizing your reach on social 
media, you need to publish great content that your 
audience likes, at the right timing and frequency.

Listening and Engagement
As your business and social media following grow, 
conversations about your brand will also increase. 
People will comment on your social media posts, 
tag you in their social media posts, or message you 
directly.

People might even talk about your brand on social 
media without letting you know. So, you will want 
to monitor social media conversations about your 
brand. If it is a positive comment, you get a chance 
to surprise and delight them. Otherwise, you can 
offer support and correct a situation before it gets 
worse.

You can manually check all your notifications 
across all the social media platforms, but this isn’t 
efficient, and you won’t see posts that didn’t tag 
your business’s social media profile. You can 
instead use a social media listening and 
engagement tool that aggregates all your social 
media mentions and messages, including posts 
that did not tag your business’s social media 
profile.

Paid Social Media Advertising
When you have more funds to grow your social 
media marketing, an area that you can consider is 
social media advertising. Social media ads allow 
you to reach a wider audience than those who are 
following you.

Social media advertising platforms are so powerful 
nowadays that you can specify exactly who to 
display your ads to. You can create target audiences 
based on their demographics, interests, behaviors, 
and more.

A carpet undergoes a deep cleaning 
at a processing facility in Kabul
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C H A P T E R  2 :  E X P O R T 
S A L E S

This chapter discusses export sales. The chapter starts with a discussion on 
international trade basics. This section will look into why we trade and why 
some groups rather than others benefit or lose as a result of trade. It also 
discusses globalization and its many consequences, such as changes in 
technology, international policies, and cultural assimilation.
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International Trade Basics
What is trade, why do we trade and why do some 
groups rather than others benefit or lose as a result 
of trade? These are important questions that cross 
our minds time and again. Trade occurs when 
firms or consumers or even the government in one 
country purchase goods or services that are 
produced, in whole or in part, in other countries. 
The products that we produce in the Afghanistan 
and sell in foreign markets are counted as 
Afghanistan exports. The goods and services 
produced outside Afghanistan but purchased and 
consumed in this country are Afghan imports. 

Firms and consumers in one part of the world 
purchase goods and services made elsewhere for a 
number of reasons. Perhaps the most obvious of 
these is that some commodities cannot be 
produced in all places. Certain fruits or vegetables 
can be grown only in locations with specific 
climate conditions. Other commodities require 
particular skills for their production that are found 
in relatively few countries. Advanced 
biotechnology products, for example, may be 
produced only in those places where workers and 
firms have the necessary capabilities or expertise. 
Yet, these firms produce drugs and medicines that 
can save lives across the world as a whole. In 
another case, consumers in one country might 
prefer a brand of automobile made in another 
country. Trade allows the consumer’s love of 
variety to be satisfied. Finally, some countries are 

much more efficient than others at producing 
certain types of commodities. By exploiting 
variations in relative efficiency for different goods 
in different countries, trading partners might all 
benefit from trade.

Trade is one of the oldest activities undertaken by 
humans. Archaeological evidence suggests that 
long-distance trade occurred well before the 
modern era. Chinese merchants traveled across 
Central Asia bringing luxury items such as silk and 
lacquer ware to Europe in the third millennium 
BCE. Maritime trade boomed in Southeast Asia as 
seafarers from the Middle East, India, and China 
engaged in exchanges of cotton (India), sugar 
(Philippines), tin (Malaysia), spices (Indonesia), 
dry fruit (Afghanistan), and tea and silk (China), 
destined for Europe. Both the Indian Ocean and 
South China Sea became hubs of the medieval 
world’s most important maritime trade networks 
between the tenth and fifteenth centuries. Indeed, 
Asia was the center of trade exchanges during this 
period, so much so that it attracted Europeans like 
the Portuguese to set up forts at Malacca 
(Malaysia) and Hurmuz (Iran) to control shipping 
routes across the Indian Ocean in a bid for a share 
of the trade activities there.

Afghan emeralds set in jewelry at a 
gemstones and jewerly business 

on Chicken Street, Kabul
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What is International Business?
Any business that involves operations in more than 
one country can be called an international 
business. International business is related to the 
trade and investment operations done by entities 
across national borders. For example, Afghanistan 
has trade relations with countries in South Asia, 
Central Asia, the Gulf countries, Europe, and 
North America.

When Afghan producers export products to other 
countries, they may assemble, acquire, produce, 
market, and perform other value-addition 
operations on an international scale and scope. 
Business organizations may also engage in 
collaborations with business partners from 
different countries. Apart from individual firms, 
governments and international agencies may also 
get involved in international business transactions. 
Companies and countries may exchange different 
types of physical and intellectual assets. These 
assets can be products, services, capital, 
technology, knowledge, or labor.

Internationalization of Business
Let’s try to explore the reasons why a business 
would like to go global. This is important for 
Afghan exporters, as the Afghanistan National 
Export Strategy not only encourages exports but it 
also facilitates trade relations with other countries. 
It is important to note that there are many 
challenges in the path of internationalization, but 
we’ll focus on the positive attributes of the process 
for the time-being. There are five major reasons 
why a business may want to go global: 

First-mover advantage: It refers to getting into a 
new market and enjoying the advantages of being 
first. It is easy to quickly start doing business and 
get early adopters by being first. 

Opportunity for growth: Potential for growth is a 
very common reason of internationalization. Your 
market may saturate in your home country and 
therefore you may set out to explore new markets.

Small local markets: Start-ups in smaller 
countries have always looked at 

internationalization as a major strategy from the 
very beginning, because their local market is small. 
Increase of customers: If customers are in short 
supply, it may limit a company’s potential for 
growth. In such a case, companies may look 
towards internationalization. 

Discourage local competitors: Acquiring a new 
market may mean discouraging other players from 
getting into the same business-space as one 
company is in.

Advantages of Internationalization

Product Flexibility
International businesses having products that don’t 
really sell well enough in their local or regional 
market may find a much better customer base in 
international markets. Hence, a business having 
global presence need not dump the unsold stock of 
products at deep discounts in the local market. A 
business having international operations may also 
find new products to sell internationally which 
they don’t offer in the local markets. International 
businesses have a wider audience and thus they 
can sell a larger range of products or services.

Less Competition
International markets can have less competition 
where the businesses can capture market share 
quickly. This factor is particularly advantageous 
when high-quality and superior products are 
available. Local companies may have the same 
quality products, but the international businesses 
may have little competition in a market where an 
inferior product is available.

Protection from National Trends and Events
Marketing in several countries reduces the 
vulnerability to events of one country. For 
example, the political, social, geographical and 
religious factors that negatively affect sales in one 
country may be offset by marketing the same 
product in a different country. 

Learning New Methods 
Doing business in more than one country offers 
great opportunities to learn new ways of 
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accomplishing things. This new knowledge and 
experience can pave ways to success in other 
markets as well.

The Importance of Culture in the 
Global Marketplace
Culture refers to the influence of religious, family, 
educational, and social systems on people, how 
they live their lives, and the choices they make. 
Marketing always exists in an environment shaped 
by culture. Organizations that intend to market 
products in different countries must be sensitive to 
the cultural factors at work in their target markets. 
Even while cultural differences between different 
countries – or between different regions in the 
same country – may seem small, marketers who 
ignore them risk failure in implementing their 
programs. 

Several dimensions of culture that require 
particular attention from global marketers are 
listed below.

Language
As suggested above, the importance of language 
differences cannot be overemphasized, and there 
are nearly three thousand languages in the world. 
Language differences can be a challenge for 
marketers designing campaigns, product labels, 
brand and product names, tag lines, and so on. 
Finding a single brand name that works universally 
in terms of pronunciation, and meaning is a 
monumental challenge. Of course, correct and 
grammatical use of language in marketing 
communication is essential for a product, brand, 
or company to be viewed as credible, trustworthy, 
and of high-quality. 

Customs and Taboos
All cultures have their own unique sets of customs 
and taboos. It is important for marketers to learn 
about these customs and taboos so that they will 
know what is acceptable and unacceptable for their 
marketing programs. For example, in Japan, the 
number four is considered unlucky, and products 
packages containing four items are avoided by 

many consumers. In Middle Eastern countries 
where Islamic law is strictly observed, images 
displaying the uncovered arms or legs of the 
female body are considered offensive. Marketers 
should seek guidance from native experts familiar 
with local culture and customers. Marketing 
research can also help marketers understand and 
navigate these complex issues.

Values
The role of values in society is to dictate what is 
acceptable or unacceptable. Values are part of the 
societal fabric of a culture, and they can also be 
expressed individually, arising from the influence 
of family, education, moral, and religious beliefs. 
Values are also learned through experiences. Not 
surprisingly, values can influence consumer 
perceptions and purchasing behavior. For example, 
consumers in some countries, such as the United 
States, tend to be individualistic and make many 
purchasing decisions based on their own personal 
preferences. In other countries, such as Japan, the 
well-being of the group is more highly valued, and 
buying decisions are more influenced by the 
well-being of the group, such as the family. Based 
on these differences in values, it is not surprising 
that ads featuring individuals tend to do better in 
countries where individualism is an important 
value, and ads featuring groups do better in 
countries where the group’s well-being is a higher 
value.

Time and Punctuality
Different cultures have different sensitivities 
around time and punctuality. In some countries, 
being slightly late to a meeting is acceptable, 
whereas in other countries it is very insulting. For 
cultures that highly value punctuality, being on 
time is a sign of good planning, organization, and 
respect. In cultures where precise punctuality is 
less important, there is often a greater emphasis on 
relationships. The fact that a meeting happens is 
more important than when it happens.
While there are cultural stereotypes about time 
management (such as the laid-back “island time” 
many residents of island nations refer to), the best 
rule of thumb in business is to be punctual and 
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meet deadlines as promised. You will not insult 
people by following this rule. Also, it is wise not to 
apply popular stereotypes to individual people for 
whom the cultural stereotype may or may not be 
true. You should let a person’s behavior speak for 
itself, and always treat others with the same level of 
courtesy you would expect from them.

Business Norms
Business norms vary from one country to the next 
and may present challenges to foreigners not used 
to operating according to the particular norms of 
the host country. In business meetings in Japan, for 
example, it is expected that the most senior person 
representing an organization will lead the 
discussion, and more junior-level colleagues may 
not speak at all. The role of alcohol in business 
meetings varies widely by culture: in Middle 
Eastern cultures where alcohol is forbidden, it may 
be insulting to serve or even offer an alcoholic 
beverage. In China, many rounds of toasts are 
customary as part of formal dinner meetings.

Likewise, business norms around greetings and 
physical contact also vary. American-style 
handshakes have become accepted as a business 
norm in many cultures, but this custom is not 
universal. In Japan and some other Asian cultures, 
a respectful bow is the traditional business 
greeting, although the handshake is becoming 
more common. In Islamic cultures, contact 
between men and women is a sensitive issue, even 
in business settings. In those regions and cultures, 
it is best to shake hands with a woman only if she 
extends her hand first. Similarly, Western women 
may avoid causing embarrassment by shaking 
hands only if a hand is extended to her. In India, 
the namaste (a slight bow with hands brought 
together on the chest) remains a respectful, if 
traditional business greeting particularly when 
interacting with women and older people.

Always seek guidance from a trusted colleague or 
friend who has experience in the local customs 
and can offer coaching on proper etiquette.

Religious Beliefs and Celebrations
As discussed earlier in this section, religious beliefs 
and practice can strongly influence what 
consumers buy (or don’t buy), when they shop, 
and how they conduct business.  It is important for 
marketers to understand the influence of religion 
on consumer culture in the markets where they 
operate, so that their marketing activities can be 
appropriately sensitive. Failing to respect religious 
beliefs or cultures can seriously undermine the 
reputation of a company or brand. At the same 
time, marketers who are attuned to the impact of 
religion on local culture can find great advantage 
in aligning marketing messages and promotional 
opportunities to religious practice.
For example, all the major world religions observe 
holidays that include feasting and gift giving. 

These festival seasons tend to be prime shopping 
seasons as well, such as the Christmas season in 
Western cultures, or Ramadan in Muslim cultures. 
Religious beliefs lead to sensitivities about certain 
products: in the Hindu religion, cows are 
considered sacred and people refrain from eating 
beef. Observant Jews and Muslims consider pork 
unclean, and they consume only kosher or halal 
meats, respectively. Many religions eschew alcohol: 
for example, devout Sikhs, Muslims, Mormons, 
Buddhists, and Southern Baptists all refrain from 
drinking.

Religious beliefs may cause sensitivities around 
revealing images or sexually suggestive material. 
Religious beliefs associated with the symbolism of 
different colors may create either preferences for or 
rejection of certain products and marketing 
materials. The link between religious practice and 
gender roles may affect which members of the 
family influence which types of buying decisions. 
It is important, however, for marketers not to 
oversimplify how decision making happens in 
these settings. Even if a woman, for example, is not 
the primary buyer, she may exercise strong 
influence of many consumer decisions.
Here, as in other areas of cultural impact, is it 
crucial for marketers to educate themselves about 
the people and cultures they are targeting for 
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marketing and business in order to use cultural 
knowledge to their advantage.

Understanding Contract Basics
When you plan to buy goods or services for your 
company or sell goods and services to another 
company, a transaction agreement can help you lay 
out the full scope of the exchange. By putting 
everything in writing, you can avoid 
misunderstandings. If you have to enforce the 
agreement in court, the written document will 
serve as support for the rights and responsibilities 
both companies have in the transaction.

This section will review some basic considerations 
to keep in mind when finalizing a contract with a 
buyer.

Defining Terms
Your transaction agreement may contain terms 
that have very specific meanings, such as “delivery,” 
“default,” and “order,” to give a few examples. It is 
important to spell out just what these terms mean 
at the beginning of the document so neither party 
can come back later and claim he didn’t 
understand the meaning of the words. The 
signatures on the document indicate that both 
parties accept the definitions in the opening 
section.

What Will Be Exchanged
You can describe in detail what each party receives 
as a result of the transaction. Consider including 
serial numbers, model numbers, and other 
identification for products. For services, give 
explicit descriptions of what work will be 
performed. Also include the exact dollar amount 
that will be paid for these goods or services.

Delivery and Inspection Terms
You can give a date and place for the delivery of 
goods or the performance of a service. One way to 
protect yourself is to explain who will inspect the 
product or the job and determine that it is 
acceptable. With a clear understanding that 

inspection must be performed, you avoid the 
possibility of anyone making a claim after the 
transaction. The completion of the transaction 
indicates that all goods and services were found to 
be adequate upon delivery.

Understanding International 
Payment Terms
Before you even make your first sales call, you 
must determine the best way to get paid in full by 
your customers in a timely way. This means 
defining the terms of payment for international 
trade.

One of the most important tasks for anyone 
working in international sales is to keep track of 
the factors that may influence a customer’s ability 
to pay.  There are many reasons customer in an 
overseas market might not pay, including political 
change, an economic shift, the state of their 
banking relationships, and the business culture in 
their market. Information about these factors and 
how they impact customer payment is critical to 
making the best decisions about payment terms 
when growing sales.

In this section, you will learn how international 
payment takes place and understand the five 
primary methods of payment for international 
transactions. 

Cash-in-Advance
With cash-in-advance payment terms, an exporter 
can avoid credit risk because payment is received 
before the ownership of the goods is transferred. 
For international sales, wire transfers and credit 
cards are the most commonly used cash-in-
advance options available to exporters. With the 
advancement of the internet, escrow services are 
becoming another cash-in-advance option for 
small export transactions. However, requiring 
payment in advance is the least attractive option 
for the buyer, because it creates unfavorable cash 
flow. Foreign buyers are also concerned that the 
goods may not be sent if payment is made in 
advance. Thus, exporters who insist on this 
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payment method as their sole manner of doing 
business may lose to competitors who offer more 
attractive payment terms.

Letters of Credit
Letters of Credit (LCs) are one of the most secure 
instruments available to international traders. An 
LC is a commitment by a bank on behalf of the 
buyer that payment will be made to the exporter, 
provided that the terms and conditions stated in 
the LC have been met, as verified through the 
presentation of all required documents. The buyer 
establishes credit and pays his or her bank to 
render this service. An LC is useful when reliable 
credit information about a foreign buyer is difficult 
to obtain, but the exporter is satisfied with the 
creditworthiness of the buyer’s foreign bank. An 
LC also protects the buyer since no payment 
obligation arises until the goods have been shipped 
as promised.

Documentary Collections
A documentary collection (D/C) is a transaction 
whereby the exporter entrusts the collection of the 
payment for a sale to its bank (remitting bank), 
which sends the documents that its buyer needs to 

the importer’s bank (collecting bank), with 
instructions to release the documents to the buyer 
for payment. Funds are received from the importer 
and remitted to the exporter through the banks 
involved in the collection in exchange for those 
documents. D/Cs involve using a draft that 
requires the importer to pay the face amount either 
at sight (document against payment) or on a 
specified date (document against acceptance). The 
collection letter gives instructions that specify the 
documents required for the transfer of title to the 
goods. Although banks do act as facilitators for 
their clients, D/Cs offer no verification process and 
limited recourse in the event of non-payment. D/
Cs are generally less expensive than LCs.

Open Account
An open account transaction is a sale where the 
goods are shipped and delivered before payment is 
due, which in international sales is typically in 30, 
60 or 90 days. Obviously, this is one of the most 
advantageous options to the importer in terms of 
cash flow and cost, but it is consequently one of the 
highest risk options for an exporter. Because of 

A worker creating knots by hand at a 
carpet production facility in Kabul



Guidebook 2: Export Marketing & Sales

21

intense competition in export markets, foreign 
buyers often press exporters for open account 
terms since the extension of credit by the seller to 
the buyer is more common abroad. Therefore, 
exporters who are reluctant to extend credit may 
lose a sale to their competitors. When offering 
open account terms, the exporter can seek extra 
protection using export credit insurance.

Consignment
Consignment in international trade is a variation 
of open account in which payment is sent to the 
exporter only after the goods have been sold by the 
foreign distributor to the end customer. An 
international consignment transaction is based on 
a contractual arrangement in which the foreign 
distributor receives, manages, and sells the goods 
for the exporter who retains title to the goods until 
they are sold. Clearly, exporting on consignment is 
very risky as the exporter is not guaranteed any 
payment and its goods are in a foreign country in 
the hands of an independent distributor or agent. 
Consignment helps exporters become more 
competitive on the basis of better availability and 
faster delivery of goods. Selling on consignment 
can also help exporters reduce the direct costs of 
storing and managing inventory. The key to 
success in exporting on consignment is to partner 
with a reputable and trustworthy foreign 
distributor or a third-party logistics provider. 
Appropriate insurance should be in place to cover 
consigned goods in transit or in possession of a 
foreign distributor as well as to mitigate the risk of 
non-payment.

Afghan precious 
gemstones cut and 

polished at a processing 
facility on Chicken Street, Kabul
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C H A P T E R  3 : 
I N T E R N AT I O N A L 
C O M M U N I C AT I O N

Through our businesses we not only sell our products around the 
world but also transfer and learn from other cultures. This give-
and-take becomes more useful when both parties can communicate 
fluently with each other. Effective communication will help 
strengthen trade relations and avert any miscommunication 
between parties. 

Each country and the cultures within a country bring 
communication challenges to businesses. Good international 
business communication practices help maintain these intricate 
business dealings. Bad communication practices can cause loss of 
business and even international tension among businesses 
communities. Communication is intricately blended with non-
verbal communication and etiquette.

As an Afghan exporter, you may deal with overseas clients and 
vendors every day. Meeting your international business contacts in 
person often provides the chance to strengthen business 
relationships. Such occasions also offer excellent opportunities to 
make presentations about your company, products or services, and 
above all negotiate sales. 

You need to have not only an excellent oral but also written 
communication skills. For example, you are exchanging emails with 
your clients every day. You need to be eloquent and to the point. In 
addition, you may find yourself conducting a product 
demonstration to one or two persons or presenting a company 
overview to a roomful of people. How will you communicate? You 
have options if you speak the local language fluently, but in most 
cases you will most likely communicate in English.

Today, all over the world, firms are searching for new business 
opportunities and new markets to enter. There are different ways 
companies can expand their business, such as through joint 
ventures, sales subsidiaries, agents, and indirect or direct exports. 
Whatever the means, it requires negotiations, especially sales 
negotiations.
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Negotiation Basics
This section will cover nine considerations to help 
you understand the basics of business negotiations. 

Talk to the Right People
Nothing is more disheartening than settling on a 
deal with someone, only to find out they don’t have 
the final say in the decision-making process. Help 
your salespeople reduce the odds of this happening 
by coaching them how to identify and reach 
decision makers early in the sales process.

Identify the Customer’s Pain
Real-world skilled sales professionals identify 
customer pain early, bring it to the prospect’s 
attention, and quantify its financial and emotional 
cost out loud to the prospect. When a potential 
buyer understands how your product could 
alleviate some of the problems in their life, they 
will be more likely to buy from you and less likely 
to try to negotiate down your price.

Build the Relationship
Buyers are far less likely to ‘play hardball’ when 
they’re negotiating with someone they view as a 
trusted partner. Teach your sales reps to establish 
trust and understand customer feel early in the 
sales process to reduce negotiation friction later.

Quantify the Value
When a prospective client clearly understands the 
value of a solution, they are much more likely to be 
willing to pay what it is worth. Help your 
salespeople learn to clearly identify and, when 
possible, quantify the value of your product as 
differentiated from competitors.

Know Your Bottom Line
Sometimes, following steps one through four can 
eliminate the negotiation process altogether. If the 
sale does go into a negotiation process, teach your 
reps negotiation success by knowing in advance 
exactly how low they can go and still result in a 
win-win situation for all parties. This will ensure 
they don’t make promises in the heat of the 
moment that they later regret. You can also 
motivate reps to avoid price concessions by the 
way you structure their sales compensation plan.

Stay Calm and Act like a Partner
Prospects can smell fear from a mile away. After 
all, prospects are people and people pick up on 
non-verbal communication. Teach your 
salespeople to stay calm, confidently stand their 
ground, and maintain a partnership approach to 
the conversation, even if the prospect takes an 
adversarial stance. Remember that the goal is to 
develop long-term relationships that benefit both 
parties.

Workers stretch out carpets as part of the 
processing phase at a facility in Kabul 
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Listen to What the Prospect Really 
Wants
Sometimes, the other party will ask for a price 
discount when what they really want is not a 
cheaper solution, but more value, less risk, or 
simply the feeling that they’ve gotten “a good deal.” 
Faced with a negotiation, sales professionals 
should step back and listen carefully for what the 
prospect really wants. You need to pick up on both 
verbal and non-verbal communication in order to 
get to the true cause of the prospect’s hesitation.

Look for Alternatives
Price is the most commonly negotiated item in a 
contract, but it’s not the only way to find a win-win 
outcome. Teach reps to look at other options, such 
as:

• Starting with a smaller initial commitment 
in order to build trust

• Taking something away from the package 
to lower the price, or

• Providing more favorable payment terms

Many times, sales reps will find the prospect 
concedes after alternative solutions have been 
made, as they feel it’s their job to at least try to get 
the best price possible.

Be Prepared to Walk Away
Sometimes, even the most skilled sales 
negotiations go awry. If a prospect makes 
unreasonable demands and won’t budge, or if they 
simply can’t be adequately served under the terms 
they need, then it may be time for the rep to walk 
away. In many cases, being prepared to walk away 
from a bad deal will motivate the prospect to step 
up and accept a more favorable solution. In other 
cases, it just means the salesperson avoids stepping 
into a situation that they’ll later regret.

Communication Style
This section will cover several communications 
techniques you can keep in mind when interacting 

with individuals in other cultures, in order to 
improve relationships and minimize 
misunderstandings. This section will provide 
advice on what to say and what not to say when 
presenting your company and products to 
potential international clients. 

Adapt your communication style: The style of 
communication in your target market may be very 
different from what you are used to in Afghanistan. 
While you are in the process of learning about the 
culture of this market, it will never hurt you to 
start out with a formal, conservative approach to 
communication. Try to call people by their last 
names and use their title where you think it is 
appropriate. As you get to know the culture better, 
you can start adopting some of the more informal 
communications methods that are used in that 
culture in order to better make personal 
connections with the people you are interacting 
with. 

A little use of the local language can go a long 
way: If your ability to converse in the local 
language is limited – or as is more often the case, 
non-existent – you can still learn a few words of 
greeting. For example, if you are in in Gulf 
countries, you may use some Arabic words which 
most Afghans are already familiar with. Similarly, 
many Afghans know at least a couple of words in 
Urdu or Hindu when speaking with buyers in 
Pakistan or India, respectively. This simple act of 
speaking a few local words can help promote 
relationship-building, by demonstrating your 
willingness to learn about your client’s culture. 

Speak clearly and slowly: Your goal is to be 
understood. Read the faces of your audience. Are 
they following your words? A slightly slower pace 
may help. You should observe your audience’s level 
of comprehension and proceed accordingly.

Outline each point you want to make: If you’re 
going to highlight three benefits of your product, 
simply say, “There are three points to cover…” and 
then proceed to describe them.
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Be descriptive: A picture is worth a thousand 
words. When giving a presentation from your 
laptop, slides with diagrams and pictures (and not 
just text) can help convey the points you want to 
make. Likewise, stories and analogies help in 
explaining technical or complex topics.
 
Speak from the perspective of your audience: 
Temperatures, weights and time can all be 
measured differently. If you’re explaining distances, 
include kilometers and miles (if you are talking to 
Americans) or talk about driving time. Likewise, if 
talking about the weather, give the temperature in 
Fahrenheit (for Americans) and Celsius (for 
others). 

Use humor with care: You may have a hilarious 
joke to tell, but does it readily translate? A punch 
line isn’t funny if it’s not understood. That doesn’t 
mean you should void humor. One effective 
approach is to poke fun at yourself. That way the 
audience can laugh along with you since everyone 
can relate to making a mistake.

Maintaining Client Relationships
After you have successfully struck a sales deal, you 
need to follow up immediately. 

Send a ‘Thank You’ note: Some companies send 
emails. Others say it with a card they enclose with 
the invoice. Whatever your method, it’s important 
to say thanks after making a sale as part of making 
it a good experience for your client. You can 
include messages such as “We are here for you” in 
your ‘thank you’ note. Also make sure the note 
contains contact details and the name of a person 
who can be reached in case the client has an issue 
or question. Ideally, that person should be the 
account manager or salesperson who handled the 
transaction since that is the employee the client 
knows and trusts.

Check in following a sale: It’s a good strategy to 
call clients a week or two after the sale and find out 
how everything is going. Are they happy with their 
purchase? How was the service they received? Do 

they have any questions? But don’t overdo it. The 
customer’s time is precious. Especially, avoid 
trying to make a sale at this stage. Instead, listen to 
your customer’s needs and opinions, and try to 
resolve any issue they might have.

Keep lines of communication open: Ask your 
clients for permission to communicate with them. 
Then send helpful information and advice based 
on their needs and interests. Focus on high-value 
content, such as guides, articles or educational 
webinars. This is the phase of consolidating the 
trust between you and your client.

Think second sale: Talking to existing clients who 
already bought might seem like a waste of time, 
but it is actually the key to future sales. Regular 
contact will help you understand their needs, give 
your ideas about product improvements and set 
the stage to offer a complementary product. By 
creating a relationship, you are going beyond a 
simple transaction and giving yourself an 
opportunity to offer more products or services to 
the client.

Ask for referrals: Happy customers will refer you 
other customers. When a recommendation comes 
from someone who has actually used your 
services, it has an extra layer of credibility and 
trust. Delighted clients make the best advocates 
because third-party claims of excellence carry 
more weight than self-promotion. For the most 
part, customers are willing to refer because they 
know how important referrals are and people like 
to help.

Electronic Communication Tools
In the past, communication between people was 
done either face-to-face, using the telephone, or by 
writing letters. Now we live in a world where 
electronic communication is the preferred method 
of communication. Electronic communication 
refers to any data, information, words, photos, 
emojis, or symbols that are sent electronically to 
one or more people. 



Guidebook 2: Export Marketing & Sales

28

In this section, we will look at the different 
electronic communication tools and the 
applications used in electronic communications. 
We will also look at email, social networking 
media used for communication purposes, 
videoconferencing and conference calls as well as 
instant messaging tools. 

The Importance of Email
One of the older forms of electronic 
communication remains a staple of modern 
business. Because of its versatility, email can be 
used for asking questions and getting answers, 
holding mini-group conferences, making people 
aware of issues, passing along documents, sharing 
information, and much more. Most courts now 
admit email as evidence and legal proof of 
contracts and transactions.

From a marketing standpoint, email has become a 
popular medium for sending messages to 
customers. For many companies, email blasts 
supplement and replace what used to be print 
direct mail. Now, instead of getting a card in the 
mail about their favorite store’s upcoming sale, 
customers receive graphically enhanced emails. 
Not only does this reach people directly, but email 
blasts help companies save on printing and mailing 
costs.

Here are some additional points to consider when 
reviewing and responding to emails.

A worker receives a slab of marble from a 
polishing machine at a processing facility in Herat
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Don’t Make Potential Clients Wait for a Reply
Putting off a potential client for too long can lead 
them to look for other options. Customers want to 
know whether you value their time or not. Timely 
replies make them feel important and increase 
your chances of gaining their trust.

Get Straight to the Point
Assume that your prospect doesn’t have time to 
read through an entire block of text. They want to 
get to the main point as quickly as they can. In this 
case, it’s more efficient to cut down words and 
address the customer’s concerns as early as 
possible. 

Mobile Forms of Electronic 
Communication
Although communication with mobile devices 
may be less formal than other forms of 
communication, people are increasingly turning to 
text messages, instant messages and short emails 
using cell phones. Text messaging in particular has 
strong appeal, as anyone with a cell phone has 
texting capability. Smart phones with internet 
capability have changed the way email works, often 
turning it into a means of keeping in touch via 
short, quick messages-much like a text message 
but with use of a different connection type.

As a result, not only do business associates 
communicate with one another via mobile devices, 
but many companies have begun marketing to 
customers through mass text messages. Smart 
phones can also be used to communicate through 
instant messaging tools like WhatsApp and 
Facebook Messenger.

Social Network Platforms
The capability and uses of social network platforms 
continue to evolve. Some maintain that social 
networking represents a new frontier in marketing 
and business networking. Companies promote 
events, communicate with customers, offer 
discounts, and draw attention to sales using social 
network platforms. Recruiters and salespeople 
often seek key contacts through social media sites.

Videoconferencing and Conference 
Calls
Conference calls have long been a staple of 
business communication, especially for people 
working remotely from one another. They’ve been 
joined by videoconferencing tools like Skype, 
Zoom, and Google Hangouts, which let people see 
each other and share files and documents in real 
time. These applications are generally accessible 
through a wide range of devices, including 
traditional computers, smartphones, and tablets.

Communication During Trade Fairs 
and Exhibitions 
Trade fairs and exhibitions are excellent forums to 
get leads on new customers. Attendees have the 
opportunity to network with other professionals in 
similar industries and make new connections that 
could benefit their company. If you have an 
upcoming trade show or exhibition on your 
business schedule, there are a number of ways you 
can make the most of it. Here are some strategies 
to engage with your target audience at your next 
industry event.

Defining Booth Staff Roles and 
Responsibilities
Before you set up your booth at the event, you 
need to think what your goals for this show are. To 
achieve your goals, you need to make a list of 
skills, competences, and knowledge required for 
your booth staff members. 

Once you have made your list, break down the 
different roles and responsibilities of booth staff 
members (i.e., greeters, presenters, sales 
representatives, etc.), and what you expect of them 
in their assigned role. Vet each potential booth 
staffer to ensure that he or she can effectively 
perform the duties required in the manner your 
trade show program demands.

Below we list some of the most common roles 
performed by trade show booth staffers.
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• Hosts: Hosts specialize in welcoming and 
registering booth visitors. They also serve 
as guides, directing prospects to areas of 
interest inside the booth where exhibit 
activities such as games, contests and 
product demonstrations are taking place.

• Presenters: Skilled public speakers, 
presenters are adept at giving live in-booth 
presentations and demonstrations. 
Presenters often work in an in-booth 
theater or stage area and should be your 
designated product demonstrators and 
experts. Good presenters will keep your 
prospects engaged and in the booth by 
entertaining and educating them on your 
products and their key selling points.

• Crowd gatherers: Crowd gatherers take 
on the host’s role outside the booth, 
engaging attendees in the aisles and areas 
surrounding your booth. Crowd gatherers 
ask qualifying questions to gauge 
attendees’ interest in your products and 
direct them to your booth to learn more.

• Lead gathering and sales staff: These 
staffers are skilled sales professionals and, 
as such, they are experts at pitching your 
products and services and are masters at 
qualifying attendees. They are also often 
tasked with collecting lead data and 
passing off the most qualified prospects to 
your company’s inside sales staff for 
follow-up post-show.

Don’t Be Shy
Are you typically a fairly reserved person? If the 
answer is yes, it’s time to put your shyness aside for 
a couple of days.

Trade shows are about openly communicating 
with others in order to build your professional 
network. You aren’t going to be effective at 
expanding your network if you’re a wallflower for 
the duration of the event!

Chances are that nobody there knows that you 
tend to be shy, so why not try to be outgoing for a 

couple of days? You are going to make a much 
bigger impression if you are actually taking the 
initiative to strike up conversations with those who 
are visiting or walking by your booth.

Carry business cards with you, and rely on more 
extensive email or phone follow up after the event 
if necessary. This allows you to simply make a 
quick introduction, and then further develop that 
lead once you’re back in the office.

Stand in Front of your Booth rather 
than Behind a Table
It may seem really simple, but body language can 
make a huge difference as to whether someone 
stops at your booth or simply walks on by. 
Greeting visitors in front of your booth rather than 
from a seated position behind your trade show 
booth makes an extremely positive impression. 
Why? Because it makes you seem friendlier and 
more accessible.

Though your booth might be eye catching, it is still 
up to you to initiate conversation. It will be easier 
for you to make connections with people who may 
be likely to pass by your booth without a second 
look.

The simple fact is that you’ll be harder to ignore if 
you’re standing and walking around by your 
booth. Your proactive and professional approach 
will also stand out. Potential customers will be 
more likely to stop and talk.

Remember, you shouldn’t be afraid to initiate 
conversation: Because the bottom line is that you 
are there to network.

Don’t be Afraid to Make and Ask 
for Introductions
Keep in mind that the main goal of attending an 
industry event is building your professional 
network. The secondary goal is creating a positive 
image for you and your business. One surefire way 
to make friends with others in your industry is to 
make introductions.
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If you meet someone who you feel could benefit 
from connecting with one of your contacts who’s 
also attending the trade show, don’t hesitate to 
make an introduction. And don’t be afraid to ask 
for referrals from others.

Before you go, simply plan your approach so that 
you are coming across as friendly rather than 
aggressive. Give yourself a leg up by checking out 
the attendee list and developing a “hit list” before 
you go. It’ll keep you focused and increase the 
chances that you’ll do well. Being friendly and 
open with others goes a long way when you are 
networking at industry events!

Maintain a Low, Well-Centered 
Voice During the Conversation
When people feel anxious or nervous, they raise 
the pitch (and sometimes the volume) of their 
voice. The voice becomes scratchy and comes from 
the throat. When this happens, a client 
subliminally feels your tension and becomes less 
comfortable around you instinctively. Maintaining 
easy, deep breathing automatically lowers your 
voice into your chest area, where it reverberates 
more, sounds deeper and more relaxed, and 
maintains a resonant tone.

A worker trims the edges of 
a carpet at a processing 

facility in Kabul
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04
Adopting the Right Pricing Strategy
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C H A P T E R  4 : 
P R I C I N G 

Pricing your product properly, giving complete and accurate 
quotations, choosing the terms of the sale, and selecting the 
payment method are four critical elements in making a profit on 
your export sales. Pricing can be the most challenging due to 
different market forces and pricing structures around the world. 
What determines a successful export pricing strategy? The key 
elements include assessing your company’s foreign market 
objectives, product-related costs, market demand, and competition. 
Other factors to consider are transportation, taxes and duties, sales 
commissions, insurance, and financing.
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Adopting the Right Pricing Strategy
Setting prices for your products can be tough. Set 
prices too high, and you miss out on valuable sales. 
Set them too low, and you miss out on valuable 
revenue. It is because of this dilemma that you 
need to adopt the right pricing strategy.

Thankfully, pricing doesn’t have to be a sacrifice or 
a shot in the dark. There are dozens of pricing 
models and strategies that can help you better 
understand how to set the right prices for your 
audience and revenue goals. 

This guide will help Afghan businesses and 
exporter to set the right price. Whether you’re a 
business beginner or a pricing pro, the tactics and 
strategies in this guide will get you comfortable 
with pricing your products. 

Pricing for market penetration
As a small business owner, you’re likely looking for 
ways to enter the market so that your product 
becomes more well-known. Penetration strategies 
aim to attract buyers by offering lower prices on 
goods and services than competitors.

For instance, imagine a competitor sells a product 
for $100. You decide to sell the product for $97, 
even if it means you’re going to take a loss on the 
sale. Penetration pricing strategies draw attention 
away from other businesses and can help increase 
brand awareness and loyalty, which can then lead 
to long-term contracts.

Penetration pricing can also be risky because it can 
result in an initial loss of income for the business. 
Over time, however, the increase in awareness can 
drive profits and help small businesses stand out 
from the crowd. In the long run, after penetrating 
a market, business owners can increase prices to 
better reflect the state of the product’s position 
within the market.

Economy pricing
This pricing strategy is a “no-frills” approach that 
involves minimizing marketing and production 
expenses as much as possible. Used by a wide 
range of businesses, including generic food 
suppliers and discount retailers, economy pricing 
aims to attract the most price-conscious 
consumers. Because of the lower cost of expenses, 
companies can set a lower sales price and still turn 
a slight profit.

While economy pricing is incredibly useful for 
large companies like Walmart and Target which 
are two big retail companies in the U.S. the 
technique can be dangerous for small businesses. 
Because small businesses lack the sales volume of 
larger companies, they may find it challenging to 
cut production costs. Additionally, as a young 
company, they may not have enough brand 
awareness to forgo custom branding.

A worker inspects saffron for contamination 
at a processing facility in Herat
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Pricing at a premium
With premium pricing, businesses set costs higher 
because they have a unique product or brand that 
no one can compete with. You should consider 
using this strategy if you have a considerable 
competitive advantage and know that you can 
charge a higher price without being undercut by a 
product of similar quality.

Because customers need to perceive products as 
being worth the higher price tag, a business has to 
work hard to create a perception of value. Along 
with creating a high-quality product, owners 
should ensure that the product’s packaging, the 
store’s decor, and the marketing strategy associated 
with the product all combine to support the 
premium price.

An example of premium pricing is seen in the 
luxury car industry. Companies like Tesla can get 
away with higher prices because they’re offering 
products, like autonomous cars, that are more 
unique than anything else on the market.

Price skimming
Designed to help businesses maximize sales on 
new products and services, price skimming 
involves setting rates high during the initial phase 
of a product. The company then lowers prices 
gradually as competitor goods appear on the 
market. An example of this is seen with the 
introduction of new technology, like an 8K TV, 
when currently only 4K TVs and HDTVs exist on 
the market.

One of the benefits of price skimming is that it 
allows businesses to maximize profits on early 
adopters before dropping prices to attract more 
price-sensitive consumers. Not only does price 
skimming help a small business recoup its 
development costs, it also creates an illusion of 
quality and exclusivity when you first introduce 
your product to the marketplace.

Psychological pricing
Psychological pricing refers to techniques that 

marketers use to encourage customers to respond 
based on emotional impulses, rather than logical 
ones.

For example, setting the price of a watch at $199 is 
proven to attract more consumers than setting it at 
$200, even though the actual difference here is 
quite small. One explanation for this trend is that 
consumers tend to put more attention on the first 
number on a price tag than the last. The goal of 
psychology pricing is to increase demand by 
creating an illusion of enhanced value for the 
consumer.

Bundle pricing
With bundle pricing, small businesses sell multiple 
products for a lower rate than consumers would 
face if they purchased each item individually. A 
useful example of this occurs at your local fast 
food restaurant where it’s cheaper to buy a meal 
than it is to buy each item individually.

Not only is bundling goods an effective way to 
reduce inventory, it can also increase the value 
perception in the eyes of your customers. 
Customers feel as though they’re receiving more 
bang for their buck. Many small businesses choose 
to implement this strategy at the end of a product’s 
life cycle, especially if the product is slow selling.

Small business owners should keep in mind that 
the profits they earn on the higher-value items 
must make up for the losses they take on the 
lower-value product. They should also consider 
how much they’ll save in overhead and storage 
space by pushing out older products.

Geographical pricing
If you expand your business across state or 
international lines, you’ll need to consider 
geographical pricing. Geographical pricing 
involves setting a price point based on the location 
where it’s sold. Factors for the changes in prices 
include things like taxes, tariffs, shipping costs, 
and location-specific rent.
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Another factor in geographical pricing could be 
basic supply and demand. For instance, imagine 
you sell sports performance clothing. You may 
choose to set a higher price point for winter 
clothes in your cold-climate retail stores than you 
do in your warm-climate stores. You know people 
are more likely to buy the clothes in the winter 
environments, so you set a higher price to take 
advantage of demand.

Promotional pricing
Promotional pricing involves offering discounts on 
a particular product. For instance, you can provide 
your customers with vouchers or coupons that 
entitle them to a certain percentage off the good or 
service. You could also entertain a “Buy One Get 
One” campaign, tacking on an additional product 
as an add-on.

Promotional pricing campaigns can be short-term 
efforts. For instance, you may run a promotional 
pricing strategy over an extended holiday, like 
Independence Day in India or the Eid holidays in 
Gulf countries. By offering these deals as short-
term offers, business owners can generate buzz and 
excitement about a product. Promotional pricing 
also incentivizes customers to act now before it’s 
too late. This pricing strategy plays to a consumer’s 
fear of missing out.

Value pricing
If you notice that sales are declining because of 
external factors, you may want to consider a value 
pricing strategy. Value pricing occurs when 
external factors, like a sharp increase in 
competition or a recession, force the small 
business to provide value to its customers to 
maintain sales.

This pricing strategy works because customers feel 
as though they are receiving an excellent ‘value’ for 
the good or service. The approach recognizes that 
customers don’t care how much a product costs a 
company to make, so long as the consumer feels 
they’re getting an excellent value by purchasing it.

This pricing strategy could cut into the bottom 
line, but businesses may find it beneficial to receive 
some profit rather than no profit. An example of 
value pricing is seen in the fashion industry. A 
company may produce a product line of high-end 
dresses that they sell for $1,000. They then make 
umbrellas that they sell for $100.

The umbrellas may cost more than the dresses to 
make. However, the dresses are set at a higher price 
point because customers feel as though they are 
receiving much better value for the product. 
Would you pay $1,000 for an umbrella? Probably 
not. Thus, external factors like customer 
perceptions force the value pricing strategy.

Captive pricing
If you have a product that customers will 
continually renew or update, you’ll want to 
consider a captive pricing strategy. A perfect 
example of a captive pricing strategy is seen with a 
company like Dollar Shave Club. With Dollar 
Shave Club, customers make a one-time purchase 
for a razor. Then, every month, they purchase new 
razor blades to replace the existing one on the head 
of the razor.

Because the customer purchased a DSC razor 
handle, he or she has no choice but to buy blades 
from the company as well. Thus, the company 
holds customers ‘captive’ until they decide to break 
away and buy a razor handle from another 
company. Businesses can increase prices so long as 
the cost of the secondary product does not exceed 
the cost that customers would pay to leave for a 
competitor.

Page right: workers offload a 
shipment of fresh fruits on to a 

scanner at the Kabul Airport Export 
Warehouse, prior to shipment to India 

through the Air Corridor program
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