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A slightly different set of issues confronts the service exporter.. While service
exports do not face the need for physical modification, those who provide them
may still have to adapt to local regulations, professional standards, and
certification requirements. Transferring employees from Canada to Mexico
involves visas and work permits, while hiring them locally means conforming to
Mexican labour laws. In addition, because a large part of any service business
involves the communication of information between people, service providers
must display a greater sensitivity to cultural issues, local business practices and
customer preferences.

FINANCING

A strong financial position allows a company to devote the resources needed for
successful export market development. Such a firm can aim for medium-term sales
growth rather than short-term profitability In so doing, it will be well-placed to
make a significant commitment to exploiting international business opportunities.

If immediate profitability is a firm's key priority, it would be well-advised not to
begin exporting. International trade often requires a willingness to forego short-
term profits for a longer-term position in the market. Nor is exporting likely to be
a good idea for companies finding it difficult to obtain financing for expansion.
And committing resources to develop an export business may be either impossible
or highly risky for a firm with inadequate working capital.

COMMITMENT AND KNOWLEDGE

Some companies start exporting because they want to dispose of excess domestic
product, supplement.domestic sales with occasional foreign orders, stabilize
seasonal domestic markets, or extend the lifecycle of products facing
obsolescence. None of these are good reasons for undertaking a major export
effort. If anything, companies with such motives run the risk of alienating their
Mexican customers who will resent being treated as anything less than first class.

There are other more compelling motives for exporting. For example, companies
look to enter the Mexican market in order to: -

® use existing capacity more efficiently;

® build a base for long-term growth;

® diversify the company's markets;
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