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Management summary

Hezemans Textile BV is a Dutch trading company that delivers all sort of textile products to horeca and health care institutions in the Netherlands as well as in foreign countries.  20% of today’s gained profit consists of export to Germany, Switzerland, Belgium, the ABC-islands and St. Maarten. In 2007, they launched the S-cape_pod in the Netherlands. This cloth, which lies under the patient’s mattress permantly, is a very practical aid to evacuate bedridden and/or disabled people in case of an emergency. Since that the S-cape_pod has been received successfully on the Dutch market, they have introduced the product in Switzerland, Austria and Germany. As part of further internationalization in Western Europe, the company first wants to know her possibilities on the French market. Extensive research shows perspective for Hezemans on the long term in France. The most important factors in this matter are the following; 

· A relative high percentage ( 15-20%) of the population runs a higher risk in case of an emergency, of whom about 10,2% are physically disabled. The percentage of older dependant people is 6,7%, the ageing population keeps on growing annually. All France has about 500.000 beds in hospitals and nursing homes which could be equipped with an S-cape_pod.

·  A very interesting fact is the increasing attention of the French government for renovation and modernization of hospitals and health care institutions. This also includes re-adjustment of the fire safety norms. Hezemans could respond to this by approaching semi-controlled French companies as the fire brigade , the coordinating network of hospitals and specialized organizations in first aid and fire safety education. 

· Similar products which are sold on the French market as the Evac-Chair and the Rescue Sheet are more expensive, don’t meet all the health and safety requirements and the price/quality ratio is less. On the basis of product differentiation, Hezemans could obtain a strong competitive position on the market. At this the focus should lie on quality, innovativity and product advantages. 

The growth strategy concentric diversification fits in the best with the company’s export objectives. This requires, together with a little knowledge of the French market, a carefully thought-out entry strategy. Hezemans should spread her distribution channels by approaching fire safety companies as well as health care organizations. This because of the market size and diversity. Hezemans will generate sales through large distributors which are selected carefully. An external French export manager will be authorized to direct the market entry, it’s very important to make a first professional impression. Hezemans has no experience on the French market. The emphasis should lay on investments in education of personnel and strategic marketing. Above all, the marketing policy has to be efficient. Hezemans could do this by exploitation of the product characteristics through online advertisements, product presentations, demonstrations and visual material. The French appreciate figures and references and literally would like to get to know the company ‘behind the product’. A personal acquaintance with the French customer is essential when doing business here. 

The company’s healthy financial situation allows the necessary investments for export. The building of brand recognition and the entry of a complete new market require a strategic export policy which costs money. However there is always the risk of disappointing sales as an effect of the financial crisis for example.In that case expenses could better be limited. The set objective of achieving a market share of  0,10% of the bedridden and/or disabled persons in France within 5 years, should be reliable. The expected turnover will be around  € 146.682 the first year. 

 This conclusion is based on the findings and results as specified in this report. 
Introduction

On the authority of Hezemans Textile BV I have written an export policy plan to give a better insight in the export possibilities on the French market. As part of my thesis subject I have done a lot of research to explore the chances for their new product The S-cape_pod. This is a very practical evacuation tool to evacuate bedridden persons in case of emergencies. It is imperative to have knowledge of the best suitable strategy to enter a new market and to gain a decent position on this market. The most important research results, which include both internal and external research, are specified in the first part of this report. The second part includes strategic options and concrete strategies concerning the competition and export marketing activities. All the results are based on the question; What should Hezemans Textile do in order to achieve a market share of 0,10% of the French bedridden and disabled persons within 5 years? 
The third part describes among other things logistical, juridical and financial aspects which are relevant when doing business in France. 

To conclude, I summarized the most interesting results and recommendations towards export of the 

S-cape_pod to France. You will find an answer to the question whether the French market has sufficient prospects or not. In other words; will it be a GO or NO GO?
The cooperation with Hezemans Textile has been a great pleasure to me. Hopefully you will enjoy reading this report.
Problem definition

In the meanwhile Hezemans took up a very good position in the Dutch textile branche. Now, she’s searching for possibilities to expand her selling area. Hezemans wants to enter a new market with a new product. Both the Netherlands and Switzerland received the product successfully, and the S-cape_pod has been introduced in Austria and Germany recently. Now that Hezemans selected France as the next export country, investigation has to show whether France would be an interesting market or not. The question is how Hezemans could give a personal interpretation to these possibilities. 
Methodology
Data have been collected by the following methods; 

Desk research: figures, market data, 

Internal research: reports about the company, meetings with colleagues, 

External research: meetings with business partners and chamber of commerce
Mission

Hezemans Textiel delivers very high quality textile products to both horeca and health care institutions. The company is continuously looking for new products and developments to serve her costumers optimally and to offer them the best possible textile solutions.
Point of view

Given the current success of the new evacuation solution the s-cape_pod on the Dutch market, Hezemans expects to be able to obtain a market share of 0,10% of the bed ridden and/or disabled persons on the French market within 5 years. This expectation of sales is based on the many beneficial product characteristics. Namely, the very innovative character and high quality of the product. With France as an entrance to further internationalization, the company strives for a market share of 3 % on the European  market within 5 to 8 years. The final goal is to make the s-cape_pod that successful, so that most of the annual sales will be realized by this product. The current core-business will become less important.
Company’s objectives

· Hezemans strives for a market share of 0,10% of the bedridden persons and/or disabled persons on the French market within 5 years.

· Hezemans wants to increase her selling area by expanding international markets. At first they are looking for further opportunities on the West European market, to start with France.

Bussines definition Model Abell


Market for the s-cape_pod


[image: image2]
BS = Business Scope
The business definition model on the previous page describes the current and potential market for the S-cape_pod. Hezemans partly enters a new market with her new product, the fire safety sector offers many possibilities. The red marked text shows the further possible areas to grow. With this product Hezemans serves a very wide target group. However more groups could benefit from such an innovative product. For example the fire brigade and future care hotels. With an eye to internationalization, French has an enormous increase of the ageing population and an increase of  extremely corpulent people. As you can see, Hezemans is able to meet most of the customers needs and wants. There is a big entree to success with the s-cape_pod on the French market as well, especially because of its innovative characteristics. 
1.  Internal analysis
1.1  Organization

An innovative company.

Hezemans has a very broad assortment of textile products intended for horeca- and healthcare. They offer high quality table-linen, mattresses and eiderdowns as well as pillows that make keep breathing possible for epileptic patients. All products can be furnished with a personal label, so that they will be recognizable in the laundry. Nowadays Hezemans specializes more on the development of innovative products, such as the s-cape_pod. The s-cape_pod is a very practical evacuation aid, usable in nursing homes, hospitals and also suitable for private use. The product already has the Dutch patent, patent applied for Germany and Austria. Hezemans will be assured of exclusive rights for this invention. Hezemans works closely together with Sioen Industries in Belgium, to produce and sell the product in several countries. This company is among other things world leader on the market of coated technical textile. 

Hezemans will think about the best possible solution eHeHin case clients are dissatisfied with a certain product. They  meet all the customer’s whishes as much as possible. 
1.2  Production
Hezemans outsourced her production of the s-cape_pod to a manufacturer in Tunisia. 

Compared to production possibilities in many other countries, Tunisia offers great possibilties:

· Tunisia is a very suitable country for production  of high-quality textile
· Since January 2008 Tunisia and the European Union make a free-trade zone

· An action plan carried out by the Tunesian authorities, meant to improve production and quality. This plan was carried out as a result of rising competition from Asia. The government invests in foreign investments. 

· Nearby the European market
· High level of education, however the production costs remain low because of lower wages  ( about 150 euros a month ) and lower transport costs. The cost price of products is lower compared to the Netherlands. 
· You can rely on Tunesian business partners.

· The value of the dinar has gone down with 5% every year compared to the euro. Other countries become more expensive

Structure of costs  for production in Tunesia

Costs are build up out of the:
· material costs

· personnel costs

· transportation costs

· other possible taxes 

1.3  management and organization

Hezemans works with 9 fulltimers and 3 parttimers. Since 1863, the company is active on the textile market.  Originally, the company was a weaving mill. Today the company has grown into a keeping a stock trading company, which is active on the foreign market as well. Since 1980 Hezemans delivers either to laundries and companies or directly to health care organizations and other institutions. Since 15 years they added several large horeca organizations. 7,5 years ago the company started delivering to hotels and restaurants. These target groups fit very well together and are the enterprise’s spearheads. Today’s gained profit consists of 20% export  to Germany, Switzerland, Belgium, the ABC-islands and St. Maarten. Since 2007, the company removed from Bergeijk to Eersel where they have more storage capacity and office space. In the meantime they have a large showroom and a special care room. 
Since 2006, the company started the development of the s-cape_pod. First they only sold the product on the Dutch market. Before long they started export to Germany, Switzerland and Austria. They already had knowledge of these markets because of earlier export activities to these countries. In cooperation with large distributors of safety- and textile products the product got distributed. A good opportunity for Hezemans to get more knowledge of the market. Hezemans has no experience on the French market. However their international business skills and a thorough market research in France promise to be a succes. 
Management and sales- and export assistants have adequate knowledge of the English as well as the German language. The employees, closely associated with the marketing of the s-cape_pod, are expected to know the product very well. All of them know the exact product characteristics  and they are trained in how to use the product. Knowledge of French isn’t really sufficient within the company. The trainee, who has good knowledge of French, does market research for the French market and she’ll explore the export possibilities in France.
The company’s owner has general and above all sufficient experience in operating on foreign markets. Products got imported from countries outside Europe, till now export activities only take place in Europe. The company’s aim is to expand markets when they have the possibilities and knowledge. 
Informality is characteristic for the company’s culture. It shows a warm interior, where employees feel at home. There is absolutely no inequality between the managers and employees, everybody respects each other and everything is discussible. Flexibility is also characteristic for the company’s culture. Two times a year the personnel goes on an outing to strengthen the team spirit. 
1.4  Marketing and market position

The complete product assortment is represented in catalogues for horeca and health care. These catalogues are sent to interested companies and potential business partners. The catalogue got updated regularly. Everybody is welcome to visit the showroom to gain inspiration. There’s the possibility to demonstrate the s-cape_pod in the care room for potential clients. 
Ones a year Hezemans organizes three inspiration days for potential clients. They are invited informally to come to admire all products as represented in the showroom. All the commercial assistants acquaint themselves with the necessary product information. The personnel has sufficient knowledge of English and German, French should be improved. 
Hezemans wants to meet all the possible customer’s wishes. Herewith she presents herself on the website, during the inspiration days and in the catalogue. An external commercial assistant visits current and potential customers, to sell the s-cape_pod. Furthermore they organize two demonstration days, invitees get the opportunity to sign up for it through a registration form. Hezemans gives demonstrations on location as well. Healthcare institutions, hospitals and other interested organizations are approached telephonically to see if they may be interested. Eventually they receive a brochure and DVD about the s-cape_pod. If there’s no response within a few months, they get approached again. For further sales on the West European market the brochure will be translated in the language in question. For the sales of the s-cape_pod on the German and Belgian market, Hezemans works together with Sioen Industries. ( World leader in technical coated textile). This company has good knowledge about both markets, which is very beneficial for Hezemans. 
With the introduction of the s-cape_pod is Hezemans  in a different line of business as well. Fire safety is a new field of business, in which Hezemans has to integrate. In cooperation with mayor players on this market, they get to know the market better. Hezemans tries to get a higher brand awareness by advertising through trade journals and the internet. They introduced a website for the s-cape_pod, readable in 5 languages. 
As named before, Hezemans attaches high value by quality. Therefore it is very important to carry out quality in all products and communicate it as well. Foreigners feel very strongly about the high quality of Dutch products. Dutch products are generally associated with high quality, Hezemans excellently  responds to these expectations. 
1.5  Product
S-cape_pod® helps evacuate bedridden people in emergencies. When placed under the patient’s mattress, it can quickly and easily envelope the patient and mattress if necessary.The rescue services only have to pull the extremities over the patient and mattress and fix them with scratch fasteners. This wraps the patient in fireproof material, acting like a protective cocoon. One handgrip on the S-cape_pod® enables somebody to drag the patient to safety. So the patient on the mattress can be quickly brought out of the danger zone. 

· De s-cape_pod will cost about € 99 for the end user ,15% of that amount will be for the distributor.

· De s-cape_pod is in stock

· Technical characteristics:

- weight: 

- Size: 205 cm length/ 90 cm width

- s-cape_pod is Basically the s-cape_pod carries people till 100kg. 
- Wash temperature: 40-60 degrees

- slows down fire
- Nylon coated with a breathing Pu-layer

- slows down bedsores
Strengths

· High quality material

· Meets the highest requirements
· Innovative character

· Reach a wide target group

· User-friendly

· Usable by 1 person

· Very good price/quality ratio

Weaknesses

· New and unknown

· Without adaptations only suitable for persons till hundred kg

· Only usable in case of an emergency

In principle is the S-cape_pod usable for people untill 100 kg. Current markets show a growing demand for an additional piece in order to carry people over 100 kg. Hezemans already anticipated on this demand and has started the development of additional pieces. This pieces will be available for the French market as well. In that case they are able to provide for S-cape_pod’s for people of all sizes. 
1.6  Financial situation

Below, you’ll find a brief outline of Hezemans’s  financial position based on 2007 and 2008. For accurate calculations and further information refer to the enclosures.  

Liquidity

At first, the company´s liquidity should be calculated in order to verify the capability of Hezemans to pay her current  liabilities. A high liquidity makes investments possible. Therefore the net working capital should be  calculated. The net working capital is that part of the current floating assets with funding of the long debt capital. It shows the amount in which the current floating assets exceeds the short debt capital.

	NWC  2007
	NWC 2008
	Current Ratio 2007
	Current Ratio 2008

	- 212.090


	- 198.823


	0,88
	0,88


Conclusion liquidity

Compared to 2007 the CUR has remained the same. That means that Hezemans still has the same amount of money to pay her current liabilities and to do investments. A healthy value for the CUR is 1 or higher. In that case Hezemans is close to the value of , so the liquid position looks quite decent.

Solvability

The solvability shows the company’s possibility to pay her financial liabilities to the lenders of debt capital in case of liquidation. In that case Hezemans has to pay off all debts obtained by the sales proceeds. Property of one’s own functions as a buffer
	Debt Ratio 2007
	Debt Ratio 2008
	Interest coverage ratio  2007
	Interest coverage ratio  2008

	0,71


	0,66
	1,64


	1,73


Conslusion solvability

The Debt Ratio of Hezemans shows that the part debt capital slightly descended in 2007 compared to 2008. A healthy value for the current ratio is about 0,75. Hezemans will fairly  be able to pay off her debts with own funds.

The interest coverage ratio shows a positive result. In 2007 as well in 2008 the ratio is higher than 1. It follows that the interest costs out of gained profits can be payed. 

Rate of return

At first the gross profit will be determined over the several years. To ensure  the company’s continuation, making profit is very important. Therefore we divide the operating profits by the turnover, to retrieve the percentage.  

A company’s rate of return is the ratio of money gained or lost (realized or unrealized) on an investment relative to the amount of money invested. The rate of return is a very important indicator for decision-making on the long term, seeing as this defines the company’s  profitability
	Gross profit margin
	Return total assets
	Return debt capital
	Return net assets

	2007:  21,6%
	2007:   - 1,76%


	2007:   - 2,46%
	2007:   - 6,17% 

	2008:  30,8%
	2008:   9,71%
	2008:    14,82%


	2008:   28,19%




Conclusion

After analysing the financial situation of Hezemans, turns out that the company financed a big part with own funds. This is a positive development. Hezemans has a good solvability. In 2008 they made a profit of 149.062 euros compared to a loss of 113.453 euros in 2007. The part own funds increased with 19,5% in 2008.  

Hezemans has the disposal of sufficient fluid assets to do investments. These investments shouldn’t be too expensive, seeing as they didn’t reach a Current Ratio of 1 or higher yet. 
2.  External analysis
A selection of countries is not in order. Hezemans has chosen to explore the possibilities for France as the next export market because of the following reasons;
- After sales in the Netherlands,  the S-cape_pod is already introduced in Germany, Austria, Belgium and Switzerland. France borders on these countries and is a EU member as well, that means a certain similarity in commercial activity.

- Hezemans uses France as an entry to further expansion in Spain and Italy. Mediterranean countries have kind of the same mentality. 
- French is a large country with possibilities in different regions. 

2.1  Buyer analysis

Import and export

In 2007 France was de fifth exporter in the world, after Germany, the US, China and Japan. France was the sixth importer in the world, after the US, Germany and China, Japan and the UK. 

France exports most of its products to the European Union, namely 65,5% of the Total exports . In 2007 France exported most of its products to Germany, Spain, Italy, the UK, Belgium and the Netherlands. Outside the European Union, France exported mainly to the US, China, Japan, Turkey, Rusland, Algeria, Singapore and the United Arabian Emirates. France imports most of its products out of the European Union. In 2007 61,1% of the imports came out of the EU. Most of the products came from Germany. 

Demography

France has 63.213.894 inhabitants in 2009
Partition of the population per sex and age in % January the 1st  2009

	
	Woman
	Man 
	totality

	 under 15 years
	17,5
	19,5
	18,5

	15-24
	12,1
	13,3
	12,7

	25-34
	12,2
	12,8
	12,5

	35-44
	13,8
	14,3
	14,0

	45-54
	13,4
	13,7
	13,5

	55-64
	12,2
	12,3
	12,2

	65-74
	8,2
	7,5
	7,9

	75 years or older
	10,6
	6,6
	8,7

	totality
	100,0
	100,0
	100,0


The Sharp rise in the ageing population

At a rough estimate 16% of the French population will be 75+ on a expected population of 71 million in 2045. The graph on the next page shows the exact developments in the ageing population in France.
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For French people is the process of ageing an  more emotionally charged issue compared to the Netherlands. This is mainly because of a cultural difference. Ageing in France is as loosing autonomy for the elderly as well as handicapped people. General de Gaulle already emphasized this very strongly many years ago. It’s important to keep as long as possible autonomy, that’s the main reason why the elderly in French stay at home or get help of their families.  
However since several years the situation changed in France as well. Care for the elderly has modernized the last decades very fast. Residences for the elderly are increasingly managed by large commercial or non-commercial institutions. The free market system leads to small-scale new developments as relief in host families. Below you’ll find more information about the three largest commercial players in the elderly care in France:

	Company
	Turnover
	Institutions
	Beds
	Markets

	Orpea
	309,2 mln
	204
	18595
	Italy, Spain, Belgium, Zwitserland,France

	Medica France
	324,0 mln
	126
	9462
	France

	S. Medidep
	267,2 mln
	167
	-
	


Orpea as well as Medica France shelter invalids of all ages for both permant and temporary stay. Both institutions are active in two sectors, namely the social-medical sector and the health care sector. 
· The work force in nursing homes is 0,4 per bed, in many European countries that’s twice as much. 
· A couple of large companies increasingly manage nursing- and old people’s  homes in France
Handicapped population in France

estimated number of handicapped persons and the elderly in France

	Number of handicapped people 

         ( In millions)
	Handicapped population 

(In %of the Total population)
	Number of older people 60+ ( In millions)
	Number of older handicapped people (in millions)
	Older handicapped people ( in % of the older population)

	5,6
	10,2
	10,9
	3,86
	35,4


The following developments in the social-medical sector could be advantageous for Hezemans:
· There is an increase in the ageing population because of a decreasing death rate and a higher life expectancy. Theirs is a very strong increase of people over 85 and the baby-boom generation will arrive.
· Infirmity increases to a larger extent when people get older. 

· There is an increase of long-standing infirmity because of ageing of helping relatives and geographic separation of relatives. 
Handicapped population  of France by different handicaps

	 (% of the poplutation)
	Physical:

 Lower limbs 
	Physical:

 Upper limbs
	seeing
	hearing
	mental
	Verbal  communication

	Frankrijk
	5,1
	1,7
	1,8
	2,4
	1,9
	-


Hospitals in  France

Establishments

Beds

Places  
Beds o/oo bev.

Public hospitals

 1010


309.047
29.348

5,2

Private hospitals           
 2042


162.474
17.677

2,7

For profit

1151


93.511

8329

1,6

Not for profit (PSPH
)
573


52.637

7173

0,9

Not for profit (non 
318


16.326

2175

0,3

PSPH)
Almost 62.000 of the for-profit beds are meant for acute hospital care, the other 31.000 are in the possession of psychiatry, mid-long and long-stay care institutions.  In public hospitals is about half of the beds meant for acute care (152.000). The other half is meant for psychiatry, mid-long and long-stay institutions. 1/3 of the beds in the non-profit private hospitals is meant for acute care.   
Medium-sized regions all have a hospital that’s named CHR (Centre hospitalier régional), large regions work with CHU’s ( Centres hospitalier universitaires), that’s comparable with an academic hospital. There are private hospitals as well, once often religious institutions, comparable with the general hospitals. The insurance system is nearly the same as it is in public hospitals.  
In France there is a large coordinating network of large French hospitals, named Reseau CHU. The network is aimed at all professionals operating in hospitals, care institutions and all partners of care institutions. Otherwise she’s aimed at journalists, documentalists and internet users with questions about health. 

29 academical hospitals and 3 regional hospitals are situated in France, with establishments spread over the whole country.  
Below you can see  the hospitals’s  establishments in France
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Fire safety in French hospitals
In 2006 the demand for medical products and services in the hospital care was 69,8 billion euros. This represents 44,6% of the total consumption of care and medical products. The complete growth of the expenses in this sector was 3,4% in relation to 2005. 
Investments and projects

In 2002 the French government drew up an investment plan ‘Hôpital 2007’ in order to modernize dated care institutions. ‘Hôpital 2012 will be a continuation on this. For the realization of ‘Hôpital 2012 an amount of 10 billion euros will be available. This amount should be spent on:
· The adaptation of all hospitals to the prevailing standards. More than 13% of the hospitals don’t come up to the fire safety standards. 15 hospitals still have big surfaces of asbestos 

· Further expansion of information systems in hospitals. This concerns the introduction of the personal medical file, managing of the data flows within and between hospitals and the development of the télémédecine.
· Stimulating the cooperation between both public and private hospitals in one and the same agglomeration.

Since a couple of years, the coordinating  French network of hospitals CHU pays more attention to the importance of fire safety for instance in hospitals. The more so since problems arise with quick evacuation of bed ridden patients in case of an emergency. Research shows that most of the fires in health care institutions break out in the patients rooms. Many hospitals already modernized their fire detection systems and evacuation plans. The objective is to realize this at all locations. The plans will be realized in cooperation with Chubb sécurité, a subsidiary of UTC fire and security. They work together with the Fire brigade ( Marins-Pompiers) as well. Just as a better fire safety and better evacuation possibilties prove very helpful to them. 
Fire brigade France
· France almost has 225.000 firemen, devided over 11.000 helping centres. 85% works as a volunteer, 15% is professional. 

· More than 3.500.000 interventions are done by the fire brigade every year. That’s 9660 interventions a day and 1 intervention every 9 seconds. The last 30 years the number of interventions increased with 20. 

· Every 2 minutes a fire originates in France, fires at home cause the most victims. 
Who are exactly the customers of Hezemans Textiel ?
Hezemans mainly works together with companies that aim at assistance and advice in health care organizations. (BHV). These companies benefit from innovative products regard to evacuation of patients. Given the large size of the German market, Hezemans has chosen to work here with large distributors who already know the market. Contrary to the Netherlands ( were direct export is possible) Hezemans chooses to work on foreign markets with the assistance of resellers. In this case Hezemans  is active on the b2b- market. 
Customers

· BHV-organizations ( advise and assistance in case of emergencies 
· Industrial laundries
· World players in the processing and distribution of technical textile
· End users: hospitals, elderly homes and nursing homes 
How is the product chosen?
· Customers are conscious of the high quality and innovativity of the s-cape_pod.

· The product meets the highest requirements, foreign companies appreciate Dutch quality.

· The s-cape_pod is an unique product in the fire safety and evacuation sector. Similar products are either more expensive or don’t meet all the safety requirements.

Changes in the customer’s needs and wants

· In 2002 the French government drew up an investment plan ‘Hôpital 2007’ in order to modernize dated care institutions. ‘Hôpital 2012 will be a continuation on this. 
· The increasing number of fire victims in health care institutions is often a consequence of problems with evacuating patients.
· French health care institutions attach more importance to safety in hospitals. Also because of stricter fire safety requirements . 
· The number of people with obesity increases in French as well, in this case the s-cape_pod needs some product adaptation
· Many healt care institutions already changed their evacuation plan recently, they are not willing to invest in a new product again. 

· Semi state-controlled intstitutions in the field of healthcare and fire safety have the responsibilty to take measures concerning the public safety in hospitals and nursing homes. Both the fire brigade and companies for assistance and fire safety education are important parties in this matter. 
The unfulfilled needs and wants
· The s-cape_pod isn’t usable at the operating theatre in hospitals. Simply because they don’t use mattresses. 
· The S-cape_pod is only usable for emergencies in health care institutions, and has to be placed under a mattress. The product can’t be used for evacuation in other circumstances, if somebody has to be recovered from the water for example. It’s neither usable for moving death bodies. 
2.2 Competitor analysis
There are several comparable products on the market for fire safety products and services. The biggest and most important competitors who sell similar products and services in the fire safety branche are set out in the table below. Competitors are active on  the home market as well as on the foreign market. 
	Company 
	Size of the company
	Strengths
	Product and price

	Järven AB Health Care. 

develops and produces health care products  with focus on comfort, hygiene and safety.

Swedisch company

Brought on the Dutch and Belgium market by Dencor Medical
	one of the largest producers in Scandinavia of mattresses for the health care sector.
Active on the Scandinavian b2b market


	 - Washable up to 70 degrees
- Best  selling rescue sheet on the market.
- available in different sizes. 
- Qualified personnel
	- Rescue Sheet
- Price: € 105 Ex.VAT + € 75  for training and € 75 for safety certificate

- usable by one person

-three sizes

	Evac+Chair international ltd. 
· Producer and supplier of the original Evac+Chair

· British company
ESE international BV imports for Belgium, the Netherlands and Germany and Luxembourg
	Sells the Evac+Chair all over the world through local distributors
	- The Evac-Chair has high brand awareness.

> Known as the world’s number 1 

-maintenance and training is included
- Available all over the world
- Website in 10 different languages
	- Evac+Chair 

- Price: € 1195 Ex. VAT

- carries till 150kg
- Need for a min. of 2 persons

- 5 years guarantee 

- available in 4 different models

	Evac safety products
· Online shop for safety products

· Dutch company
	Total supplier of first aid and safety products

Webshop
	- Washable up to 70 degrees
- quantity discount
	- Transfer cloth

- Price: € 59,95 Ex. VAT

- usable for both transfer and evacuation

- evacuation cloth

- Price: € 98 Ex. VAT

- Need for a min. of 2 persons



	Felix Trading BV
· Professional partner in safety products and first aid provision products

· Dutch trading company
	7 online seperated product stores
	- as many as possible in stock
-provides very high quality equipment from major suppliers
- Specialist in first aid training for companies
	- Evacuation sheet

- Price: € 50,00 Ex. VAT

- Evac+Chair

- Price: € 1330 Ex VAT

- Sedan, evacuation chair

- Price: € 650 Ex VAT

	EvacuSafe ltd
Supplier of the Evacusafe chair and transit chair
Health and safety trainings

Britisch company
	Exports  all over the world


	- member of many safety organizations
- Good service

- High quality products
	-Evacuation Chair

- Price:€ 673,78
- carries till 136 kg

- Transit Chair

- Price: € 134,76

- carries till 100 kg

	Safelincs fire safety products
· international fire safety retailer and wholesaler
· specialist in fire safety advice as well

· British company
	Safelincs Ltd is represented in the UK, USA, Ireland, Germany, France and Italy.
	- BSI certified quality managment system to ISO 9001:2008.
- high price/quality ratio

- strives for the best price
	- Parachair evacuation chair

- Price: €  645,15

- carries till 150 kg

- Evacuation sheet

- Price: € 49,46

-carries till 170 kg

- Evacuation sledge

- Price: € 108,80

-carries till 170 kg

- Evacuation mattress

- Price: € 163,76

-carries till 170 kg


The most striking characteristics concerning the competitive environment:

· Similar products like the evacuation sheet and the evacuation chair are mainly sold by suppliers from the UK, Scandinavia and the Netherlands. 
· Given the current selling markets of the companies, there is a low competition intensity in France. The s-cape_pod will be a complete new product on the French market, partly due to its distinguishing caracteristics. 
· Most companies that sell safety products also offer safety trainings given by qualified people. 

· Evacuation sheets/sledges and clothes are either around the same price as the S-cape_pod or more cheap. Only the evacuation mattress sold by Safelincs is more expensive.

· The evacuation chair can be seen as a substitutional product for the s-cape_pod. It’s for evacuating people in case of an emergency as well, however it’s a complete different construction and different in use. As you can see in the table above, is the original Evac Chair very well known all over the world. Therefore it might be a hard product to compete with. An advantage may be the extremely high price compared to the S-cape_pod. Otherwise is the S-cape_pod less complicated in use and usable by only one assistant. 

· The rescue sheet (sold for about € 100) is in fact a very simple construction of the S-cape_pod. Hezemans tested this product herself and came to the conclusion that the rescue sheet didn’t meet the health and safety requirements at all. This in contrary to the S-cape_pod. 
· Compared to all similar products, the S-cape_pod has a very good price/quality ratio.
· Especially sellers of the evacuation chairs are strong in After Sales Service and delivering a total product package. ( including certificates and trainings by qualified personnel) 

· Several points which may be unfavourable for Hezemans in relation to her competitors;

· Most of the named evacuation products can carry people till about 170 kg, the S-cape_pod’s maximal carrying capacity is about 100kg. 

· The Evac Chair as well as the Rescue Sheet is available in different models and sizes. The s-cape_pod only has one size, though Hezemans is busy developing an extra piece for very fat people. 

· The S-cape_pod should be washed on maximum 60 degrees, the other products can be washed on 70 degrees. 
· At the moment, the rescue sheet developed by Järven AB is the best selling rescue sheet on the market. This product already obtained a strong position on the market, this hampers the entry for Hezemans. 
2.3  Distribution analysis
What does the distribution network for the s-cape_pod looks like on the current selling market?

The Dutch market is relatively a small market, therefore it’s possible for Hezemans to sell directly to hospitals and nursing homes. However they also work together with several companies which are specialized in first aid assistance. In Germany and Belgium, they work together with WIBU and SIOEN,  major players on the market for health care products. For export to Switzerland they work together with Järven AB, a large Swedisch distributor for health care products. This company is Scandinavia’s largest producer for mattresses. 
What might be good distribution channels in France? 

Because of the large size and unfamiliarility of many other foreign markets, it’s not a bad choice to work with resellers. Especially in French it’s very difficult to set up an own distribution channel. Here you should work with large distributors to obtain a certain selling area. The French market for fire safety products is a sizeable and diverse market.
The product sales goes through large (international) distributors, who are specialized in fire prevention and fire safety. Two large distributors are Sicli and Chubb sécurité ( both subsidairies of UTC fire and security). Sicli has 20 agencies is all regions of France, products are sold all over the country. For further information could people contact one of the 22 agencies. An other distribution channel for fire safety products and services are sales through companies for first aid assistance in France. These companies are mostly named; conseils et assistance en sécurité. Many of these organizations offer both fire safety trainings and matching products. Beside it, there may be possibilities to work together with laundry industries. However the S-cape_pod should be sold on the French market before Laundry industries may be interested. A large laundry in French is Elis. Other interesting potential distributors in the French health care branche are; CHU (French network for hospitals), Médica France and Orpea. Distributors of fire safety products and first aid services are Eurofeu, France sécurité and CNNP. I would refer you to appendix 3 for the definitive list of distributors Hezemans is going to approach in the very near future. 
Many fire safety companies exhibit their product range on the internet. Customers either order their products online or contact the company through the company’s website by telephone or email. 

Distributors in the fire safety branch in France mainly sell products and services to companies, barely to privates. Because of this Hezemans will generate higher sales. More elderly homes are established in North and South France because of the higher percentage of elderly in those regions. However they shouldn’t only focuss on these regions, because many distributors serve the whole country. By focussing on several regions, their sales will be limited. 
Large distributors provide for a website where they place advertisements, contact information and product information. Orders are usually placed through the telephone or email, after which the customers will be contacted. 
2.4 Industry Analysis

Hezemans Textiel has to conquer a position in the market of fire safety products and services isince they’ve introduced their new product the s-cape_pod. What does the French market for these products and services looks like?

The market for fire safety remains very split up. Specialists strive for more private customers, while the demand from companies increases. The sector is very large existing from the following activities; physical protection of persons and goods, including surveillance and security, alarm and fire safety. Installation of systems, trainig for employees and security advice. ¾ of sales is gained by surveillance, 11% by surveillance at distance and 4% is earned by intervention. The security companies aim at private companies, privates and public markets.

The sector is composed of almost 4790 companies, realizing a turnover of 4,64 billion euros.  The average anual grow in this sector is 4 to 5% since 2000 with many different activities. Video surveillance is the fastest growing segment within the fire security branche.  Within this sector, 40% of the national market is managed by foreign companies. Mayor players doubled the repurchases in order to compete on the new niche markets. Some groups are; le groupe Francais Schneider and PME France Gardiennage. The last group already has 6 agencies in France and an internal training centre. PME also offers other fire safety trainings. While 6000 vacancies will be occupied in 2015, the fire safety sector has difficulties with recruiting personnel. The branche’s representatives signed a contract in 2007 in order to improve the working- and education conditions. Several large companies are busy assuming the profession a new image. They emphasize the employee’s growing competences. 
2.5  SWOT-analysis
To gain a better overview of the company’s possibilities on the French market, I set out the most important strenghts and weaknesses concerning the organization. Which external factors have an effect on the company’s success? 
	Strengths

· High quality and innovative product that meets the highest requirements
· Hezemans is patent holder of the s-cape_pod
· Cooperation with Sioen Industries: reputable company in the textile sector
· Promotion material (Brochure,DVD,website) is available in French. 
· Sufficient experience with export of the s-cape_pod  to several European markets.
· Hezemans has a show- and care room to demonstrate the s-cape_pod. Products are in stock, because of her own supply room
· The company is very strong in observing all the customer’s needs and wants, to develop new products continuously 
· Healthy financial position
· The s-cape_pod can be used for all ages

	Weaknesses

· Hezemans is a relative small company with only twelve employees. 

· Most of the employees have little knowledge of the French language

· No experience with export activities on the French market

· Investments can’t be too high, the s-cape_pod already cost a lot of Money
· The S-cape_pod carries people till hundred kg. An extra piece for very fat people is available on request.



	Opportunities

· Increase in demand for the s-cape_pod on the current Dutch market
· Sharp rise in the ageing population
· 10,2% of the total French population is handicapped. 43,7% of the elderly is in institution.
· Large investments in health care by the French government
· More attention for fire safety in hospitals and nursing homes, need for modernization
· There are several major players in the French health care sector and fire safety branche with distribution channels through all France
· Competition intensity is low in France
· Similar products on the market don’t meet all the requirements, are relatively expensive and have an expired patent. 
· More elderly live in South and North France
· Increasing number of fire victims in hospitals due to evacuation problems

	Threats

· Hezemans has no brand recognition in France and they introduce a new product
· Competitors already built up high brand awareness and gained a strong market position in the world
· Many institutions changed their evacuation plan recently 
· It’s difficult to set up a distribution channel in France



What are the requirements for succes on the demarcated French market and is Hezemans able to meet these strategic requirements? The strategic options are set out in the table below.
Confrontation Matrix
	
	Opportunities


	Threats



	Strengths


	· Hezemans could distinguish herself by price, quality and innovativity
· Hezemans should anticipate the increasing ageing and growing infirmity. The high percentage of handicapped people together with problems evacuating them in case of an emergecy are interesting factors.
	· brand recognition in France can be increased by publishing well-known business partners and quoting references. 
· It would be helpful to find out what exactly attracts people to competitive products. How could Hezemans complete this market?


	Weaknesses


	· Hezemans shouldn’t entry the French market on her own. Cooperation with distributors is very important, because of the market size and diversity. 
· Because of her little knowledge of the French market and language, investments can’t be too high

	· Hezemans should choose her distributors very consciously, to avoid loosing too much money and work effectively. 
· Time is money. Once entered the French market, all the following steps should be known in order to take up a position. 


3. Strategies

3.1  Growth strategy and Market selection

There are several internal and external factors that’ll influence the entry on the French market positively. However, the French market is a large and diverse market. This makes it important to select some regions to start with. At first Hezemans could better focus on North and South France for the following reasons;

· More old people requiring help

· More economic activity, interesting potential distributors are located in these areas

· These regions are more receptive to foreign companies
Given the French market potential are there many ditributors operating in all France, so Hezemans could certainly reach a large selling area on the longer term.

On the question how Hezemans could grow by terms of growth strategies, I’ll refer to the Product-Market Growth Matrix of Ansoff. Concentric diversification fits in the best with Hezemans’s export objectives. They enter a new market with a new product and therewith they partly switch from the textile branche to the fire safety branche. Two export objectives on the long term found this grow strategy:

· One of Hezemans’s objectives is to get most of the sales out of the S-cape_pod on the long term. In fact is this a shift in the core-business. 

· An other objective is to finally expand her selling area outside Europe, which leads to multinational export activities.
3.2  Competitive strategy

The most suitable competitive strategy for Hezemans, is defined through the help of Porter’s 5 forces model.
 The influential factors defining the competitive area are worked out in the diagram below.

[image: image5]
Differentiation is the generic competition strategy that would fit in the best with Hezemans. The company distinguishes herself by the development of an practical unique product. There are only a few similar products on the market, and they stay behind on several points. The price/quality ratio is for example lower and eventual patents have expired. Besides, the S-cape_pod meets all the current health and safety requirements in contrary to her competitors. An other outstanding caracteristic of the S-cape_pod is that it slows down bed sores, which is very beneficial for all bed ridden persons. 
Especially in France it works well to exploit all the product advantages. There’s a strong need for safety and security and they really appreciate references. This competition strategy fits well to the innovative character of Hezemans, because they will always be able to adapt her products to changing needs and wants. They strive for developing unique products of very high quality and for a reasonable price. 
Advantages of differentiation:

· Possibilty to gain a more than average profit in the concerning industrie
· Increasing loyalty of customers leads to entry barriers for other companies and a stronger position regard to substitutes
· More negociating space

An additional valuable strategy would be customer intimacy. Customer relations are at least as important as just selling an interesting product. Especially in B2B marketing, it’s very important to build up customer relations on the long term. This because of two reasons; The supplier can only meet the customer needs, if he fully participates in the process. The second reason is that customer relations lead to loyal customers and repeating purchases. 
3.3  Market entry strategy

The question is; what would be the entry strategy that fits in the best with the company and the target market ? Hezemans is in the first stage of internationalization with her new product. They have little knowledge of the French market and the possible distribution channels. 
From experience with distribution in the Netherlands and export to Germany and Switserland, Hezemans knows more about attractive distribution points. Export to Germany and Switserland passes through large distributors in the health care sector and fire safety branche. Hezemans first idea is to work with large distributors in France as well. Research to possible entry strategies has shown that direct export to French distributors might be a good option to entry the market due to the following reasons:
· Hezemans has little knowledge about the market. Large distributors are well known in the concerning sector and they take care of further distribution through the whole country. 
· Hezemans will be responsible for her own production and marketing activities and keeps a hand in the market process.  
· In order to save expenses. 

· Sales representatives in the pay of Hezemans will visit French (potential) customers.

· Large orders. 

· The French market for health care and fire safety products is very large and diverse, it’s advisable to approach several major players in different distribution channels.

· Hezemans could profit from the many distribution possibilities,  Because of the low competition intensity in France. 

For the first contact or approach to potential customers Hezemans will cooperate with a French export office. However, market research and the selection of potential customers has been done by Hezemans’s own export department. On the advice of the Dutch-French chamber of commerce, Hezemans has decided to choose for a professional approach. The company’s knowledge of the French language isn’t sufficient to make a professional first impression. In France it seems very important to make a good first impression and presenting a good story about the company and her product. Besides this will lead to saving in costs because of gaining in time. As soon as Hezemans has reached some customers, she’ll continue the export process on her own. Together with the export manager Hezemans will approach a selected list of distributors in both the health care and fire safety branch by telephone. For specific names of these distributors in France see appendix 3.

Hezemans excluded cooperation with an agent because of their little infuence on the agent’s way of working the market. The network of commercial contacts built up by the agent could get lost in the next stage of internationalization. The second reason for Hezemans not to work with an agent is the financial risk. When the turnover increases, the agent will become more expensive. Cooperation with an agent is accompanied with many different rules and laws. 
One of the company’s  objectives is to sell the products on a large scale and maintain good relations with the distributors. Responding to all the customer’s needs and wants is at least as important. The distributor sells the products on his own name and for own risk, Hezemans’s risk of not selling products will be smaller by that. 
· Criteria and characteristics of the distributor:

-
Potential distributors should have a decent selling area in France

· Financially advantageous because commission is out of the question
· Hezemans will keep her marketing activities in her own hand and is able to choose her own customers.

· Hezemans won’t give exclusivity to her distributor, because they should work with several mayor players in different segments

· The relation between exporter and importer is usually seen as a normal buyer/seller relation, the distributor has less juridical protection. 
· The juridical position of distributors in France becomes better, Hezemans has to include clear rules about this in the distribution agreement. 

Given the fast and worldwide development of e-commerce as an additional entry strategy, Hezemans should pay more attention to sales through the internet. Either now or in the future. France is one of the European leaders in the field of ‘sales at distance’, including e-commerce. Especially in North France, sales through the internet arose quickly. Business-to-Business e-commerce came to 3,65 billion euros in 2006. 
Through this distribution channel Hezemans could exchange electronical data with French distributors. Different suppliers can be compared mutually. Many resellers in the fire safety branche offer their product range on the internet and customers can reach them through their website. For the rest will online activities lead to cost- and time savings.
3.4  Export marketing strategy
· Marketing objectives:

· Hezemans aims at a market share of 0,10% of the bed ridden and/or disabled persons on the French market  within 5 years. 

· Finally Hezemans hopes to enjoy a certain reputation with te S-cape_pod,  they strive for a market share of 3% within 5 to 8 years on the European market.
· The final goal is to make the s-cape_pod that successful, so that most of the annual sales will be realized by this product.
Given the objectives as formulated above, Hezemans should develop a marketing strategy to finally take up a strong position on the French market.  To define a suitable strategy, it’s important to apply market segmentation on the current and new export market. Hezemans occupies herself with customer relations on the current export markets. At first Hezemans could use the same segmentation criteria for France as for the other export markets, because it concerns the same target groups. However it is of importance to adapt the market approach to cultural differences. For example French people prefer a lot of information, in contrary to German people. 
Given the high costs and the lower expected profits for Hezemans at the beginning of internationalization, it’s advisable not to spend too much on marketing activities. Marketing activities on other export markets can be used for the different segments in France as well.  (Cross border segments). The b2b market segments for the S-cape_pod:
· Companies for advice and assistance in case of emergencies

· Distributors of fire safety products and services

· Nursing homes, Elderly homes and hospitals

· Laundry industries

The first stage of marketing is to inform customers about the product and make them enthusiastic. Hezemans could better approach the wide target group through mass marketing, this saves costs and time. On the longer term, when Hezemans has a certain reputation and built up a clientele they could better focus on customer relations. By then, Hezemans will be able to spend more money on marketing. A more transactional oriented approach fits in better with their marketing objectives. B2B marketing is more characterized by advertisements in brochures and trade journals. Taking part in trade fairs is an effective way to increase brand recognition. 
The marketing strategy that fits in the best with this target market definition, is concentrated marketing. Hezemans addresses herself to several segments on the French market  with one certain marketing program. This strategy is attractive for companies with limited resources. It isn’t cost-effective to develop a specific mix for every single segment. Advantages of this strategy are lower investments,  less competition, and the reputation of a specialist. Hezemans uses the same marketing program for other export markets, adapted to internal cultural differences. 
4.  Export marketing mix- 5 p’s
The export marketing mix shows which marketing tools will be put into service, to make work the export marketing strategy. The chosen competitive strategy together with the segmentation strategy make up the final marketing mix. Refering to differentitiation as the best suitable competitive strategy, Hezemans should emphasize quality, innovativety, safety and security. Or bringing up all the characteristics that make the S-cape_pod unique.
4.1  Product

The S-cape_pod is an unique evacuation tool to evacuate bed ridden persons within 30 seconds to a safe zone in case of an emergency. The product is characterized by the following characteristics;
· High-quality product for a very reasonable price. Resellers price is €85.
· Meets all the current health and safety requirements

· Meets the customer’s needs and wants for safety and security

· User-friendly, need for only one assistant

· Usable for all ages

· An extra piece is available for very corpulent people

· Guarantee and service: After 100 times washing, still the same quality. Hezemans gives product demonstrations in her own care room as well as on location. 

The following USP’s should be highlighted in order to gain a distinguished position on the French market.
· The patient can be evacuated by only one assistant

· The S-cape_pod is much lower in price than its competitors
· The S-cape_pod is very practical in use and meets all the latest health and fire safety requirements.

· The S-cape_pod consists of very high quality and durable material, which is proved by many tests. 
4.2  Promotion
Direct adressed approach

Selling the product on a B2B market requires an other market approach than on a B2C market. Hezemans introduces a complete new product on the French market. At first they need to select several potential distributors who serve a large part of the market. Hezemans will approach these distributors with the help of an external export manager. They’ll test the interest of companies for the product, and if they’re not interested they’ll try to arouse interest. It’s advisable to approach companies in different segments to spread chances. They’re not familiar with the product yet, so product information should be provided as much as possible. Especially the French people appreciate a lot of information. 
Brochure and DVD

Hezemans adapted the information quantity in the French brochure about the S-cape_pod. An other thing French people appreciate are named references, such as figures and history of the company and other product references. 

Hezemans also developed a DVD with product information and visual material, available in the French language. Companies that show interest will receive an informal invitation for a possible demonstration on location, a brochure and a DVD. 
Visiting customers

A small selection of serious potential distributors will be visited in France for a product demonstration and further negotiations. The French export manager will also attend these meetings for necessary translations and to make a professional impression.

Website and online advertisements

Hezemans developed a website for the S-cape_pod in French as well. The website provides product information and a demonstration video. Interested people can contact Hezemans through the website for questions and more information. Hezemans will try to get as much as possible domain names and company references on the websites of French distributors.
Trade fairs and trade journals

Advertisements and references in French trade journals are useful promotion tools on the B2B market in order to increase brand recognition. Participation on a trade fair or visiting a trade fair can be very useful to find new distributors. In France are many trade fairs organized in the field of health and security and prevention of risks. 
The following trade fairs in France may be interesting for Hezemans and are organized recently:
· Hopital Expo- Intermedica 2009 in Paris. Products and services for health care.
· Support fair in Utrecht. The largest event in the Benelux for people with a physical handicap. This trade fair may be useful for sales on the Belgium-French market. 
· Expoprotection 2010 in Paris. Health and safety. Organized every two years. 
· Hit Paris 2009 in Paris. Health Information Technologies. Organized annually in May. 
4.3  Price policy
The resellers price in France will be the same as for other export markets. Investigation shows that similar products are sold for higher prices in France, the s-cape_pod has a very good price/quality ratio.  
· Hezemans will sell the s-cape_pod for € 99,00 ex. VAT  per piece to French end-users. The resellers price will be € 85,00. Principally resellers get a commission of 15%, however they are free to take higher commisions. 
Hezemans gives an reduction in the price, when customers buy more pieces
· Selling price: 
1 - 16 pieces

€ 99,00



17 - 64 pieces

€ 97,00




65 – 128 pieces
€ 94,00




129 – 256 pieces
€ 91,00




257 and more

€ 87,50

· The shipment is free of charge for orders over € 750,00. Customers will be charged € 15,00  for Orders under € 750,00. 
· French customers won’t be charged for demonstrations on location, on condition that it concerns a serious negociation. 
4.4  Place

The s-cape_pod  will be distributed directly from Hezemans to  French distributors in the fire safety and health care branch. Potential distributors will be selected by Hezemans, a French export manager only interferes in the market approach. Hezemans keeps the S-cape_pod in stock in her own supply room. The advantage is that the delivery time can be shorted, export from door to door will take about 2 to a maximum of 6 days. The delivery time depends on the order size; Pallets are assumed to take 3 to 4 days, boxes will take about 2 days. An other factor is the location in France. 
Transport of the S-cape_pod goes through the road traffic per lorry.  Hezemans will keep about 1000 pieces in stock for the French market. Hezemans pays attention to her customer service policy on the following ways;
· questions, remarks and eventual complaints are taken very seriously and will be treated immediately
· product demonstrations are given on location

· Fast delivery and attractive terms of delivery

If distributors show interest in the S-cape_pod they will receive productinformation, which is addressed to the facility or purchasing manager of the organization. Once Hezemans has reached several business partners they will pay a visit to these organizations. In principle the different segments will be approached the same way. In this case Hezemans will try to combine more visits in the same regions. The time that will be spend on visits depends on the distance between the different customers. When a serious business relation has arosen , and S-cape_pods are sold in France the next visit will be planned in order to check the customer’s satisfaction. 
4.5  Personnel

Two sales representatives will go to France to visit current and potential customers. From the Netherlands, two marketing assistants keep up with French customers. Their knowledge of French isn’t sufficient, so for the most will negociations be in English. This problem will be removed in the first stage of export by cooperation with a French export manager. It will be advisable to integrate the knowledge of French in the company in the second stage. When the French export market grows, the knowledge of export management should be increased. Hezemans’s final goal is to expand markets outside Europe, in that case it’s important to gear the company’s capacity to the possibilities. For the rest are all the employees expected to know everything about the product, they are trained in how to use it. This fits in well with Hezemans’s strategy to take up a market position by emphasizing the product characteristics. 
5.  Logistical aspects

The French infrastructure by land belongs to one of the best in the world and keeps on developing. There’s an increasing number of TGV connections and the road system extends as well. The government policy geared to the development of connections between Paris and the rest of France for a long time. Nowadays, they pay more attention to the improvement between regions in all France. Two important logistic advantages are;
· The exceptional geographical location of France.

· The high quality local infrastructure and logistic facilities

Road transport

France has a roadsystem with 10.843 kilometre motorway whose 8.236 km is toll road. In the foreseeable future the road sytmen will be extended with another 1.005 km motorway. France gives priority to the construction of roads from East to West over the roads from North to South. The biggest part of transportation of goods happens through the road. In total, 37.200 companies are active in road transport. 
On which way could well organized logistic activities contribute to the company’s succes in France?

· Good logistic management could increase the turnover, because the customer service can be improved.

· The transport and packaging costs are a substantial part of the total export costs. The thing is to keep the costs for transport in balance with the expected proceeds. 
There are several points Hezemans should take into account towards the physical distribution of her goods. 
· The customer service will be improved by keeping the logistic process in her own hands as much as possible. France has very good facilities for cargo transport and Hezemans has good experiences with cargo transport to other European countries. It’s advisable for Hezemans to cooperate with an dispatching agent, they have specialistic knowledge of a certain way of transport. Many dispatching agents reserve a fixed volume of cargo space which will be filled up with small supplies of different exporters. The dispatching agent arranges all the necessary documents. 
· International terms of delivery should be determined in the distribution agreement with France. To prevent eventual misunderstandings, it’s useful to insert the Incoterm DAF ( Franco board)   which concerns a standard rule for international transport. 
"Delivered at Frontier" means that the seller fulfils his obligation to deliver when the goods have been made available, cleared for export, at the named point and place at the frontier, but before the customs border of the adjoining country. The term "frontier" may be used for any frontier including that of the country of export. Therefore, it is of vital importance that the frontier in question be defined precisely by always naming the point and place in the term.

Hezemans makes use of this term of delivery for other export markets, however they didn’t insert it to the distribution agreement as an official Incoterm before.
· EDI ( electronic data interchange) is an useful electronic system to exchange information between companies. Export transactions can pass much faster through this system and it will become even more important in the future. The same goes for E-business. Given the internet as an usual distribution channel for similar goods in France, Hezemans will do good by further development of her website and advertisements on other websites. Potential customers will find them earlier.
The S-cape_pod will be transported through the road transport by lorry. This is an usual way of transport within Europe, saves costs and good accessibilty. The product is in a solid state, has no high volume and weight and a low value density. 
Important transportdocuments 

· The CMR waybill is a transport document for international transport by road. This agreement includes the necessary documents and liabilities of the shipper, transporter and addressee. Most of the times the transporter draws up the CMR waybill. 

· Insurance of goods in transport (cargo) covers damages or losses of goods in transport, including the luggage, regardless of the type of transport.
· Enig Document. This is a standard form which is used for transport of goods between countries within or outside the EU. There is a possibility to call in your transporter to fill up the form. Since 2005, all exporters are requested to make their declaration digitally, through Sagitta. 

Customs and the EU

There is a free movement of goods, persons, services and capital within the EU. In this case Dutch products imported in France are duty-free. Transactions within the EU are always taxable, this could be in the Netherlands or in an other EU country. Principally the taxation happens in the importing country. 
There is rumour of an intracommunautaire delivery, when you deliver goods to an importer who is liable to VAT in another EU country. The supplier doesn’t have to pay taxes over the delivery of goods. However the delivery is taxable at the 0% rate. This means that the supplier won’t charge taxes over the delivery, but still retains his right on relief of pre-taxes. The tax authorities always asks for sufficient evidence.
Product requirements
Producers and importers of packed products in France are obliged to collect and process packing waste released on the market. Since 2007, this rule applies to products in the health care sector as well. Companies are obliged to add the ‘Point Vert’
 symbol on their products. However Hezemans isn’t responsible for this.
In many European countries as well as in France should a product sucs as the s-cape_pod be CE marked. CE marking shows that a product meets the safety requirements.
In france it’s a statutory requirement to use the French language on instructions, manuals and packings. This law
 applies to delivery of services as well, invoices need to be in French as well. However, since 1996 they’ve made an exception on invoices not meant for end-users. 
This law applies to advertisements and brand names that are registered together with addition in other languages. The brand name can be in an other language,  the addition has to be in French. Another guideline that is applied to textile products which are introduced on the European market is Guideline nr.96/74/EG. Textile fibre designations, label designations, markings and documents in the whole product process will be harmonized. 
6.  Juridical aspects
Juridical apects with regard to export activities are at least as important as the commercial aspects. The most important aspects are worked out in the section below.
In order to prevent misunderstandings I would advise Hezemans to draw up a distribution agreement. The distributor has a more independant position than a trade agent would have. These days, distributors in France get more legal protection. The general lay-out of a distribution agreement
 is as follows;
· Participating parties

· Subject of the agreement

· Defenition of sales area  - exclusivity or not?

· General conditions as Terms of delivery (incl. Incoterm), Terms of payment, delivery time, reservation of property, price, quality and quantity
· Legal position of the concerning parties and manufacturer

· Length of the agreement

· Rights of  industrial property
· Noncompetition definitions

· termination of the agreement and consequences

· Applicable law and competent court

Further more should be noticed that Distributors in France (on behalf of their better legal position), could ask for compensation in case of termination of the trade agreement. It’s advisable to establish rules about a possible compensation in the distribution agreement.
The contract should be drawn up either in English or in French. However the French people prefer a contract in French, because of their need for security. 
Hezemans could better not grant exclusitivity to a distributor, because than she will restrict her own selling area. Especially in the beginning there is a chance to spread out her selling possibilities. 

Intellectual property
The S-cape_pod already has patent protection in the Netherlands. In the meantime they filed a patent for the European market. This patent has a validity of 20 years. already 31 countries joined the European patent agreement. A general European patent law doesn’t exist yet. The patent application goes through the European patent office, but is still different for every country. The patent should be registered in France and the patent holder has to pay for about 20 years  to maintain the patent law in this country. A patent application for Europe takes an average of 4 years. 
France is under the obligation to emulate the EU guidelines in the field of product health and safety, environmental protection and protection of consumers. There are for example two European directions
 that define product liabilty. In principle the manufacturer is liable for eventual damage caused by a faulty product. 
7.  Cultural aspects

Even though France is a West European country, there are several cultural differences that Hezemans should take into account with when entering the market. The 5 cultural dimensions of Dr. Geert Hofstede
 give a better insight in the French culture;

· Power distance : France scores 68 points on the PDI, 24% higher than the world average. The country  is more centralized with tall, hierarchal organization structure featuring a high proportion of supervisors who give orders at the lower levels.
>
In this case it’s very important for Hezemans to know exactly who should be approached in the  French organization.

· Individualism: France scores 71 points, 65% more than the world average. this means that the individual is more important than the sectional interest.
· Masculinity: France has a relative low masculinity score of 43 which is 14% below the world average. Success, money and material possessions are less important values. The French place more emphasis on caring for others and quality of life.
>
Even though the French attach less value to success, it’s important to make a professional impression when you approach the company. The French really appreciate business partners who speak French and show affability. 

· Uncertainty avoidance: France’s  score is 86, 34% higher than the world UAI average. The French strongly resist changes to their traditional beliefs and institutions.
>
The French need security and certainty, in this case Hezemans has to include these values in their marketing policy. The French brochure gives more information for example and they are interested in figures and references. 

· Long-term orientation: France is characterized by Long Term Orientation, associated values are thrift and perseverance. 
>
Customer relations is very important in France. They are not only interested in business, the whole story ‘behind’ the company is at least that important. 

8.  Financial aspects
Money transfer  in France

The cheque was a very common term of payment in France for many years. Nowadays it becomes more and more complicated to pay with a cheque in European countries. French banks now stimulate international payments through bank transfers and direct debits. Therefore international transactions pass much faster and easier than by cheques. It’s important for Hezemans to determine clear terms of payment when doing business in France. They could make use of payments in open account . This means payments without using documents which go through banks. Necessary documents will be send to the importer directly. In this case it’s important to mention in the distribution agreement that payments should happen through bank transfer. Otherwise transactions will be insure and could take a long time. The supplier charges at the moment of delivery and agree on when the actual payment will take place. Hezemans already uses this payment method in other European countries. Given that the French are average payers
, the risk on non-payment won’t be high.
To finance the transaction and ensure the financing, Hezemans will give credit to her customers. This is called a supplier’s credit. Payment should occur within an agreed period. 

Times of payment in France vary from 30 to180 days. The most usual term is ‘payment on 60 days’. This term has to specified more detailed to prevent misunderstandings. It could be 60 days ‘date de facture’, 60 days ‘fin de mois’ or ‘fin de mois le 10’. The seller has to deliver the invoice as soon as the goods are delivered. An advantage of this method of payment is the simplicity and administratively inexpensive procedure.  
At the moment Hezemans send her goods to France, she’ll has to wait if the goods will be paid within the agreed time. (Debtor’s risk) 
· This could be insolvency of the customer, for example bankruptcy, juridical or private agreement and execution. 
· Supposed insolvency or protracted default. An importer refuses to pay because to his opion he didn’t  receive the goods as agreed between supplier and customer. 
Possible national risks in France could concern transfer difficulties, political risks, government measures and other disastrous risks. 
Risks are practically never covered by 100%. The exporter always has to carry a certain part of the risk. The amount of  the percentage of coverage depends on the importing country and the size of the transaction. Own risk is generally about 5 to 10%. 
It’s advisable for Hezemans to conclude an export credit assurance in order to be sure to receive money for her delivered goods. Atradius Dutch State Business NV is the authoritative insurer that assures risks concerning transactions with other European countries. This transactions will be reassured by the Dutch government. The premium for this assurance will be between 0,1% and 1,5% of the assured amount. Given the financial position and the products of Hezemans, a short-term credit should be sufficient. 
9.  Feasibility
Hezemans wants to achieve a market share of 0,10% of the bed ridden and/or disabled persons on the French market within 5 years. Is this a realistic objective given the market potential in France based on the information as incorporated in this report?
At first I listed all the expenses involved in the first stage of export of the S-cape_pod to France:
Product  expenses
· Cost price per piece:
€ 48







2529 pieces









€ 121.392
· Costs for keeping stock







€ 24.278
· Premium Export credit assurance per year:




€ 7524

(About 0,35% of the assured amount)

· Costs for patent application and maintenance (the first year)

€ 976
Per year € 280
Marketing expenses

· Brochure: 1000 pieces:






€ 800,00
· Stickers:    500  pieces:






€ 65,00

Expenses for market research
· Intern: ( € 375 p.m.)







€ 1875
· Consult ‘business in France’ Chamber of Commerce


€  85


· Costs for activities Export manager per day:




€ 800

3 days









€ 2400

· Travel costs








€ 420
+

· Total expenses







€ 160.615
What does the French market potential look like in 2009?

* Total number of inhabitants in France:




63.213.894 

* The total percentage of French people who run a higher 




   risk in case of an emergency
 :




20%


- By this are ment people of all ages and all sort of disabilities 

  (physically, mentally and conditionally)
* Handicapped population in France in % of the total population:

10,2%

 - By this are ment people with physical disabilities
* Older dependant people in % of the total population:


6,7%

* Percentage of older dependant people in an institution:

43,7%
* 0,10% of the bed ridden and/or phisically disabled persons in France:

(0,001 x ( 0,20 x 63.213.894) = 12.643 

Hezemans objective is to sell 12.643 S-cape_pods within 5 years.

Converted to 1 year: 2.529 pieces
Possible proceeds the first year: 2.529 x ( Resellers price p.p.)
2.529 x € 85,00 = € 146.682
· Estimated proceeds






€ 146.682
· Trading results: 
Proceeds - Expenses
(€ 146.682 - € 160.615)



- € 13.933
Another way to get an impression of the French market potential is the following:

The largest and most important health care institutions in France have around 499.578 beds together. On the assumption that Hezemans wil serve 0,10 percent of the above mentioned part of the French market within 5 years, the following estimation can be made:

· If they’ll sell 12.643 S-cape-pods on a total of 499.578
 beds in France,  2,5% of the beds will be equipped with an S-cape_pod within 5 years. 
· About 2500 S-cape_pods have been sold in the Netherlands and Switzerland, since the product is introduced on the Dutch market in 2007. This leads to the estimation below:
· Within 2 years 2500 pieces sold  on a population of 16,5 + 7,5 million people.
When this number will be applied on the French market, multyplied by 2,6
, there could be sold about 6500 S-cape_pods in France within 2 years. 
Conclusion: Given the achieved sales results the last two years, the French market potential and the prognosis for the next 5 years, the objective of achieving a market share of 0,10% on the French market within 5 years should be attainable. Hezemans should be conscious of the extra expenses the first year. The estimated loss the first year, based on the calculations above, will be around € 13.933
.
10. Conclusions and recommendations
· Now that the S-cape_pod has received successfully in the Netherlands and Switzerland and has possibilities in Belgium, Germany and Austria, it’s time for further internationalization. France shows interesting possibilities because of the following reasons: 
· There’s a sharp rise in the ageing population, which means more infirmities

· About 15 to 20% of the population runs a higher risk in case of an emergency

· More need for safety since a higher number of fire victims in hospitals.
· The French government now pays more attention to fire safety,and still invests a lot of money in the renovation and modernization of health care institutions. 
· The CHU network, Orpéa, Médica France, France Sécurité and Sicli are examples of mayor players in the health care and fire safety branche with channels through all France. 
· Competition intensity in France is low
· The S-cape_pod is a product that’s usable in case of an emergency at home, in hospitals and nursing homes. The product is characterized by innovativity, very good price/quality ratio, it’s usable for all ages and meets all the necessary requirements.
· The competitive strategy differentiation would fit in the best with the company’s objectives on both the short and long term. Hezemans distinguish herself by developing unique products of very high quality for a reasonable price. They are always able to adapt the product to changing needs and wants in the market.

· Given the achieved sales results of the S-cape_pod the last two years and the estimated expenses and proceeds on the French market the first year, the company’s objectives should be attainable within the fixed term of 5 years. 
In order to make a successful entry on the French market and to build up a certain reputation during the next coming years, I would recommend Hezemans to take the following steps;
· Distribution of the S-cape_pod in France could happen the best through large distributors in the fire safety branch as well as in the health care branch.Important is to spread chances,because of the country size and market diversity. These distributors sell products in all regions and have sufficient knowledge of the market.
· The first approach of potential customers has to happen professionally. This means a good product and company presentation, preferably in French. In this stage, the calling in of a French export manager would be very practical. This person speaks French fluently, knows exactly how to do business in France and could direct the market entry. 
· Direct sales to large distributors in France is an efficient way to generate more sales and save costs. Hezemans will be responsible for her own production and marketing activities and keeps a hand in the market process.  

· The competitive strategy differentiation could be expressed in France, by exploitation of the product characteristics, to name references and to focus on safety and security. 

· The marketing policy in the first stage should be focussed on product advantages and a sympathetic attitude towards (potential) customers. Try to catch attention through visiting trade fairs and visiting and informing customers. Important is to bring the product to life by using visual material. Later on, the marketing focus should be moved to customer relations and ongoing changes in needs and wants.
· In spite of the company’s healthy financial situation, I would advice to try to limit the investments. Important here is the possible risk of the financial crisis worldwide, the company size and the internal knowledge of export activities.
· Hezemans should keep an eye on the growing importance of the following developments;
· In North and South France live more dependant old people
· E-commerce is a very fast growing and important distribution channel in France

· Semi-state controlled companies show growing interest in fire safety issues and people’s state of health. 
Go!

Given the interesting opportunities as a result of my research, I would like to bring out a positive advice for the export of the S-cape_pod to France. The market shows certain possibilities on the long term. Obviously the expenses for export the first year will be more than the exceeds in the first year. However the desired market share of 0,10% within 5 years is very reasonable. There is a sales potential of 12.643 S-cape_pods within 5 years. Which is comparable to a turnover of € 146.682 the first year. The proceeds within 5 years could be € 1.074.655. 
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Bijlage 1:  Interne analyse

Organisatiestructuur Hezemans Textiel
                                                Directie/ eigenaar                                            


Verkoop-Marketing en export                                                      Administratie/inkoop                                                                                                                                                                   


Confectie en magazijn

Financieel

NWC  2007:  
1.566.873 -  1.778.963 = - 212.090

NWC 2008:

1.451.077 – 1.649.900 = - 198.823

The NWC is negative for both years. 
Now the Current Ratio will be defined, to show the company’s  liquid situation. The current assets will be divided by the current liabilities. 

Current Ratio 2007:
1.566.873 / 1.788.963 = 0,88

Current Ratio 2008:
1.451.077/  1.649.900 = 0,88

Conclusion liquidity

Compared to 2007 the CUR has remained the same. That means that Hezemans still has the same amount of money to pay her current liabilities and to do investments. A healthy value for the CUR is 1 or higher. In that case Hezemans is close to the value of , so the liquid position looks quite decent.

The solvability shows the company’s possibility to pay her financial liabilities to the lenders of debt capital in case of liquidation. In that case Hezemans has to pay off all debts obtained by the sales proceeds. Property of one’s own functions as a buffer. To calculate the Debt Ratio, the debt capital will be divided by the total assets. 
Debt Ratio 2007:

1.916.463 / 2.680.664 = 0,71

Debt Ratio 2008:

1.737.400 / 2.650.663 = 0,66

In addition to the Debt Ratio it is useful to verify to what extent Hezemans will be able to continue her activities in bad times. This can be explored by calculating the Interest covergage ratio. From this could be concluded to what extent the operating profits could descend without running the risk of not being able to pay the interest due to lenders of debt capital. 
Interest coverage ratio  2007:
1,64

Operating profit + interest/interest

- 47.123 + - 74.133/ - 74.133 = 1,64
Interest coverage ratio  2008:
1,73


Operating profit + Interest / Interest

257.000 + - 94.000/ - 94.000 = 1,73
Conslusion solvability

The Debt Ratio of Hezemans shows that the part debt capital slightly descended in 2007 compared to 2008. A healthy value for the current ratio is about 0,75. Hezemans will fairly  be able to pay off her debts with own funds.

The interest coverage ratio shows a positive result. In 2007 as well in 2008 the ratio is higher than 1. It follows that the interest costs out of gained profits can be payed. 

A company’s rate of return is the ratio of money gained or lost (realized or unrealized) on an investment relative to the amount of money invested. The rate of return is a very important indicator for decision-making on the long term, seeing as this defines the company’s  profitability. 
At first the gross profit will be determined over the several years. To ensure  the company’s continuation, making profit is very important. Therefore we divide the operating profits by the turnover, to retrieve the percentage.  

Gross profit margin 2007:
gross profit / turnover

1.124. 676 / 5.215.321 = 0,22 X 100% = 21,6%

Gross profit margin  2008:
gross profit/ turnover

1.257. 718 / 4.084.445 = 0,31 X 100% = 30,8%
Rate of return

Return  total assets  2007:
operating profits  / total assets

-47.123 / 2.680.664 X 100% = - 1,76%

Return total assets  2008:

257. 478 / 2.650.663 X 100% = 9,71%

Return  debt capital  2007: 

-47.123 / 1.916.463 X 100% = - 2,46%

Return debt capital 2008:

257. 478 / 1.737.400 X 100% = 14,82%

Return net assets  2007:

-47.123 / 764.201 X 100% = - 6,17%

Return net assets  2008:

257. 478 / 913.263 X 100% = 28,19%
Conclusion

After analysing the financial situation of Hezemans, turns out that the company financed a big part with own funds. This is a positive development. Hezemans has a good solvability. In 2008 they made a profit of 149.062 euros compared to a loss of 113.453 euros in 2007. The part own funds increased with 19,5% in 2008.  

Hezemans has the disposal of sufficient fluid assets to do investments. These investments shouldn’t be too expensive, seeing as they didn’t reach a Current Ratio of 1 or higher yet. 

Bijlage 2 : Externe analyse

Development import and export France 2002-2007 ( x million euro)

	Year
	Export
	Import
	Balance

	2002
	330.592
	325.201
	5.391

	2003
	323.148
	322.203
	945

	2004
	341.823
	346.633
	-4.810

	2005
	356.680
	379.846
	-23.166

	2006
	388.824
	417.249
	-28.425

	2007
	401.249
	440.500
	-39.251


	Établissements de santé ayant des capacités d'hospitalisation

	en nombre

	(1) : comprennent en 2002 et 2003 les autres établissements.

	(2) : établissements de soins de courte durée et centres de lutte contre le cancer en 2002 et 2003.

	Champ : France métropolitaine.

	Source : Drees, statistique annuelle des établissements de santé.

	
	au 31 décembre 2007

	Catégorie d'établissements 
	Établissements ou entités juridiques
	Total des lits et places
	Lits en hospitalisation complète
	Places hors hospitalisation à domicile (HAD)

	Public 
	
	
	
	

	Centre hospitalier régional (CHR/CHU)
	29
	84 771
	77 947
	6 824

	Centre hospitalier (1)
	498
	167 451
	155 434
	12 017

	Centre hospitalier spécialisé en psychiatrie
	86
	40 903
	27 080
	13 823

	Hôpital local
	340
	21 360
	21 294
	66

	Autres établissements
	19
	2 066
	1 893
	173

	Total public
	972
	316 551
	283 648
	32 903

	Privé 
	
	
	
	

	Établissement de soins de courte durée (2)
	751
	90 866
	79 778
	11 088

	Centre de Lutte Contre le Cancer (CLCC)
	20
	3 453
	2 833
	620

	Établissement de lutte contre les maladies mentales
	240
	22 652
	17 699
	4 953

	Établissement de moyen et long séjour 
	757
	56 179
	52 040
	4 139

	Établissement de soins de suite et de réadaptation
	662
	50 404
	46 290
	4 114

	Établissement de soins de longue durée
	95
	5 775
	5 750
	25

	Autres établissements
	32
	1 775
	1 540
	235

	Total privé
	1 800
	174 925
	153 890
	21 035

	Total public et privé
	2 772
	491 476
	437 538
	53 938


Commentaire

Au 1er janvier 2008, la capacité d'accueil dans les établissements de santé représente plus de 491 000 lits et places, dont 438 000 lits d'hospitalisation à temps complet. On enregistre une diminution de plus de 21 000 lits depuis 2002.
En revanche, 7 300 places d'hospitalisation à temps partiel ont été créées en six ans. On en recense actuellement près de 54 000. 
Tabel 2.1
Geschatte aantal gehandicapten en ouderen (60+) binnen de EU.

	Land
	Aantal gehandicapten (in miljoenen)
	Gehandicapte bevolking (%  van totale bevolking van land)
	Aantal ouderen 60+ jaar (in miljoenen)
	Aantal oudere gehandicapten (in miljoenen)
	Gehandicapte ouderen (% van alle ouderen)

	België
	1,1
	11,1
	2,1
	0,76
	36,1

	Denemarken
	0,6
	12,0
	1,1
	0,41
	37,2

	Duitsland
	8,0
	13,1
	16,3
	5,51
	33,8

	Griekenland
	1,0
	9,0
	2,1
	0,69
	32,8

	Spanje
	3,9
	14,9
	7,4
	2,69
	36,3

	Frankrijk
	5,6
	10,2
	10,9
	3,86
	35,4

	Ierland
	0,4
	11,6
	0,5
	0,28
	56,0

	Italië
	6,9
	12,1
	11,9
	4,75
	39,9

	Luxemburg
	0,04
	10,5
	0,1
	0,03
	30,0

	Nederland
	1,8
	11,9
	2,6
	1,24
	47,6

	Portugal
	1,2
	11,4
	1,8
	0.83
	46,1

	Verenigd Koninkrijk
	6,6
	11,6
	11,9
	4,55
	38,2

	Totaal
	37,14
	-
	68,7
	25,6
	37,3


Bron:
Besson, R (ed.), 1995

Tabel 2.1 toont aan dat tussen de 9% (Griekenland) en 15% (Spanje) van de bevolking van de EU landen gehandicapt is. Onder andere de verschillende definitiecriteria (wanneer is iemand ‘gehandicapt’) en meetmethoden zullen schuldig zijn aan de (relatief grote) variatie tussen de percentages. De tabel toont verder aan dat ongeveer 70% van alle gehandicapten ouder is dan 60 jaar (waar voor alle EU landen). Echter, de meerderheid van de ouderen is niet gehandicapt.

Tabel 2.2
Gehandicapte bevolking van Europa naar verschillende handicaps

	 [%  van de bevolking]
	Lichamelijk: onderste ledematen
	Lichamelijk: bovenste ledematen
	zien
	horen
	geestelijk
	Verbale communicatie

	Totaal
	5,8
	1,9
	2,0
	2,7
	2,3
	1,1

	België
	3,1
	1,0
	2,4
	2,4
	3,4
	-

	Denemarken
	5,7
	1,9
	2,0
	2,7
	2,3
	-

	Duitsland
	6,0
	2,0
	2,3
	3,1
	2,5
	-

	Griekenland
	5,3
	1,8
	1,7
	2,4
	2,0
	-

	Spanje
	5,8
	1,9
	2,0
	2,7
	2,3
	-

	Frankrijk
	5,1
	1,7
	1,8
	2,4
	1,9
	-

	Ierland
	5,8
	1,9
	2,0
	2,8
	2,3
	-

	Italië
	6,9
	2,3
	4,0
	1,7
	2,6
	-

	Luxemburg
	5,8
	1,9
	1,9
	2,6
	2,2
	-

	Nederland
	5,3
	1,8
	1,1
	2,0
	2,3
	-

	Portugal
	5,7
	1,9
	2,0
	2,7
	2,3
	-

	Verenigd Koninkrijk
	7,9
	2,6
	3,0
	4,7
	2,8
	-

	Zweden
	7,8
	2,6
	1,3
	5,5
	1,9
	-


Bron:
Sandhu, J.S. en Wood, T. (1990)

Tabel 2.2 geeft een verdieping van de percentages gehandicapten naar aard van de handicap. Deze getallen zijn een synthese, gemaakt door de COST 219 groep van een studie uit 1990. Het is natuurlijk mogelijk dat iemand meerdere handicaps heeft. Vandaar dat de som van de percentages van de verschillende handicaps hoger ligt dan het in tabel 1 genoemde Percentage gehandicapte bevolking (%van de totale bevolking van een land). De tabel toont een redelijke consistentie tussen de landen: alle Europeanen zijn het meest gehandicapt aan de onderste ledematen (5-6% van de bevolking). De bovenste ledematen scoren zo’n 1,5-2%, het zien rond de 2%, het horen rond de 2-3%, en de geestelijke (verstandelijke) handicaps zo’n 2,5%.
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van 1998 tot en met Juli 2001
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Potentieel aantal bedden tot nu toe in Frankrijk:

Ouderenzorg:

Medica France:  
9462 bedden
Orpea:
     

18595 bedden

Ziekenhuis:

Publieke ziekenhuizen:
309.047 bedden
Private ziekenhuizen:
162.474 bedden 

Waarvan: 

for profit:


93.511
Not for profit:


68.963

Totaal:


499.578 bedden
Bijlage 3 : Distributie

Selectie van potentiële distributeurs

Ziekenhuizen en verzorgingstehuizen

· Reseau CHU: Netwerk van grote Franse ziekenhuizen
32 Centres Hospitaliers Regionaux et Universitaires. 

Contacten:

Inkoop en logistiek: Philippe Domy, Président, André Fritz, Vice-Président, R. Pignard, Vice-Président suppléant

Internationale relaties: Alain Hériaud, Président, Jean-Pierre Dewitte, Vice-Président

Tel: 02 54 38 06 59

Grootste commerciële spelers in de ouderenzorg:
· Orpea: Europees netwerk van 251 vestigingen en 23.656 bedden. Actief in Frankrijk, Spanje, België, Italië en Zwitserland.  

Maisons de retraite/ klinieken voor middellang verblijf en psychiatrie. 
Contacten:

Algemeen directeur: Yves le Masne

Tel:  +33 (0)1.47.75.78.07

Investeringen & media : Emmanuel Huynh / Steve Grobet

Tel :  +33 (0)1.44.71.94.94

· Médica France : Frans netwerk van 134 vestigingen en meer dan 9462 bedden.
Actief in de sociaal medische sector en in de verzorgingssector.

Contacten :
Algemeen Directeur : Christine Jeandel

Tel :  01 41 09 95 21

DRH: Alexandra Devic

Tel : 01 41 09 95 36
Bedrijfshulpverleningsorganisaties 
· SNOFOPS: Syndicat National des organismes de formation en Prévention et Sécurité. ( Overkoepelende organisatie voor veel BHV organisaties in Frankrijk)
Tel : 01 53 58 08 08
· Hopale Formation: Opleidingen voor personeel in de Franse gezondheidszorg, ook gericht op brandveiligheid. 
Tel : 03 21 89 95 80

Verkoop brandveiligheidsproducten
· Contact Sécurité: Hulpmiddelen en spoedbeheersing/ evacuatiehulpmiddelen

Tel: 33 (0) 247 28 29 30

· France Sécurité: Spécialiste de la distribution d'Équipements de Protection Individuelle, de matériel d'hygiène et de sécurité. > Gevestigd in alle regio’s van Frankrijk

Contacten:
Commercial: Patrick Buzat

Tel. : 05 57 92 36 00

Marchés ( achat): Françoise Carboulec

Tel. : 02 98 80 87 83
· Eurofeu: Leider in de brandveiligheidsbranche Frankrijk. Opleiding en producten brandveiligheid.

Tel. algemeen:  02.37.53.58.00

Tel. Distributienetwerk: 02 37 53 58 00

· Sicli ( dochteronderneming UTC Fire and Security): Producten en opleidingen gericht op preventie, extinction en evacuatie

Tel: 33 1 42 93 40 92
· CNPP: Expert in brandpreventie en beheersing van risico’s
Tel: +33 2 32 53 64 00
Bijlage 4: Financieel

European Payment Index (EPI) voorjaar 2007
Intrum Justitia doet ook onderzoek naar betalingsrisico’s, betaalgedrag en diverse creditmanagementvariabelen in 22 landen in Europa. Uit de verzamelde data, aangevuld met de economische gegevens per land wordt de European Payment Index (EPI) ontwikkeld. Deze index geeft de betalingsrisico’s per land aan. 

Onderstaande tabel (2007) geeft een overzicht van het gemiddelde toegestane betalingstermijn en de gemiddelde betalingsachterstand (in dagen) in de landen van Europa.

	Land
	Gemiddelde Betalingstermijn
	Betalingsachterstand
	Totaal

	Italië
	73
	23,9
	96,9

	Portugal
	48,1
	39,9
	88,0

	Spanje
	67,4
	15,2
	82,6

	Frankrijk
	51
	14,3
	65,3

	Ierland
	38
	14,2
	52,2

	VK
	35,5
	16,1
	51,6

	België
	34,9
	15,3
	50,2

	Tsjechië
	23,9
	25,2
	49,1

	Oostenrijk
	31
	16,1
	47,1*

	Duitsland
	31
	15,5
	46,5

	Hongarije
	28,8
	16,3
	45,1

	Zwitserland
	31
	13,7
	44,7

	Polen
	27
	17,1
	44,1

	Litouwen
	28,8
	14,9
	43,7

	Nederland
	27,1
	13,2
	40,3

	IJsland
	2,67
	8,2
	35,8

	Zweden
	27,1
	7,8
	34,9

	Letland
	22,8
	11,9
	34,7

	Denemarken
	27
	7,2
	34,2

	Estland
	20,3
	8,2
	28,5

	Finland 
	20
	6,7
	26,7

	Noorwegen
	19
	7,4
	26,4


*gegevens voorjaar  2006
Bron:Intrum Justitia, European payment index Spring 2007
Bijlage 5: Extern research

Kamer van Koophandel Eindhoven, consultdag ‘Zakendoen in Frankrijk’

23-04-09

Aanwezig: Nicole Lafrasse (Exportmanager Emerod), Piet Hezemans, Karlijn van Noort

Wat is van belang als je zaken gaat doen in Frankrijk?

· Het is belangrijk te weten wie wie is, ze hebben een ander beslissingsmodel

· Een vooroordeel van de Fransen over de Nederlanders is dat ze vrezen door de Nederlanders ‘overspoeld’ te worden.

· Potentiële Franse relaties moeten professioneel benaderd worden: Weet waar je het over hebt, straal professionaliteit uit. Bereid goed voor wat er bijv. over de telefoon gezegd gaat worden.

· De Fransen stellen het op prijs als je met referenties komt over het product en bedrijf. Maak er een interessant verhaal van inclusief historie, cijfers etc.

· Welk voordeel biedt het product t.o.v. soortgelijke producten?

· Productnaam moet mogelijk aangepast worden, s-cape_pod is voor Fransen moeilijk uit te spreken, doesn’t make sense! Minstens anders omschrijven.

· Mogelijk een Frans contract aanbieden, de Fransen gaan voor zekerheid. 

· Franse markt moet bewerkt worden met een wederverkoper, direct is geen optie.

Feiten:

· Frankrijk telt 63mln inwoners. In 2050 zou 1 op de drie personen ouder zijn dan 60 jaar. > Vergrijzing is een voordeel.

· Het percentage oudere hulpbehoevenden is 6,7% , waarvan 7,8% vrouw en 5,2% man. 

43,7 procent zit in een instelling

· In het Noorden en het Zuiden van Frankrijk wonen meer afhankelijke ouderen. 

Wat moeten we nagaan?

· Mogelijk te bewerken segmenten: Paramedisch, Brandveiligheid, Bedrijfshulpverlening en industriële wasserijen. > Mogelijk een goed idee om distributeurs te vinden in de verschillende segmenten. 

· Exclusiviteit verlenen zou in eerste instantie niet verstandig zijn, ga met meerdere spelers in onderhandeling. 

· Gelden er in Frankrijk andere normen en reglementen waar we rekening moeten houden?

Volgende stappen:

1. Karlijn stuurt een bestand op met namen van mogelijke distributeurs in de verschillende sectoren, Nicole zal deze distributeurs gaan benaderen.

2. Contract en Brochure in het Frans opstellen

3. PowerPoint presentatie in elkaar zetten, om het product bij de klant aan te prijzen. Het moet een interessant verhaal worden. 




Core-business


Since 1980 already Hezemans Textiel delivers textile to the horeca and health care in both foreign countries and the Netherlands. Hezemans is always searching for the best new textile solutions to meet all the customer´s needs and wants.








Customer groups





Technologies





Customer functions





Care hotels


Fire brigade





Bed ridden patients


The physically handicapped


Invalids


Hospitals


Nursing homes


Homes for the elderly


Laundry industries


Companies for fire safety assistance and products














need for safety and security


responsibilty


good price/quality ratio


product needs to be user- friendly and ergonomical safe


modernization


usable for very corpulent people


guaranteed durability


reducing fire victims


quick evacuation














usable in the operating theatre


increase obesity


sharp rise in the ageing population





S-cape-pod


Evac-Chair


Evacuation Sheet


Invalid transfer lift


Transfer cloth


Evacuation matress


Ministretcher


Evacskate











BS





Barriers to entry


- unfamiliairity with the product


- market size and diversity


- Less knowledge of the French market








Supplier power


- low competition intensity


- given all the product caracteristics, S-cape_pod is unique in France


- similar products score less on many points





Threat of substitutes


- Evac+Chair is sold worldwide> high brand recognition


- Upper price range and different in use





Buyer power


- attention for good price/quality ratio, innovativity and service


- wide target group


- Need for safety and security











Rivalry





5 Forces











� Source: Financial annual report 2007-2008 Hezemans Textiel BV, executed by Van Oers accountancy & advise. (see appendix 1)


� See appendix 2


� Source : Insee, estimations de population (résultats provisoires arrêtés fin 2008).


� Source: Besson, R (ed.), 1995, http://www.bk.tudelft.nl/users/rooij/internet/beperktemobiliteitsbehoefte.doc


� Source: Sandhu, J.S. en Wood, T. (1990)


(See appendix 2)





  � Source : Drees, statistique annuelle des établissements de santé


� PSPH= French private, non profit hospital participating in the public health sector.


� Artikel juni 2008, bron: cadres.apec.fr


  Branch report : Enquête de branche Prévention - Sécurité - Septembre 2008





� Source: http://www.12manage.com/methods_porter_five_forces.html


� www.douane.nl/codeboek_sagitta/static/html/intro.html 


� Decree (92-377, valid since 1992)


� ‘Loi Toubon’ ( 94-665, valid since 1994)


Source: http://www.evd.nl/zoeken/showbouwsteen.asp?bstnum=2030&location











� Source: http://www.kvk.nl/Images/Model%20distibrutie-overeenkomst_tcm16-125928.doc


� Directive nr. 85/374/EEG and Directive nr. 1999/34/EG. 


   Source: http://europa.eu/scadplus/leg/nl/lvb/l32012.htm.


� Sources: http://www.geert-hofstede.com/hofstede_france.shtml


� Source: Intrum Justitia, European payment index Spring 2007


( See appendix 4)











� Making the assumption that Hezemans will serve 0,10% of the French market for bed ridden and/or disabled persons within 5 years. 


�Stock costs are often 20-30% of the value of goods. (20% of € 121.392)


� This percentage is based on the Figures of the Dutch market translated to the French market.


Source: Report ‘risico’s voor mensen met beperkingen bij calamiteiten’. Amsterdam, nov. 2006 


� See appendix 2


� Population France: 63,2 mln/ Population the Netherlands and Switzerland: 24 mln = 2,6


� Financial assets, liabilities and taxes are not included.
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