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Executive Summary
Aruba Aloe is looking to expand their sales out of the Americas and is looking at other markets. This research paper will make a case for the Netherlands as the market of choice and at the same time give the company insight as to what they can expect. First off, the basic information of the company is outlined, to provide the reader with general information of Aruba Aloe. Secondly, by analyzing the market with market segmentation, a structured vision is provided to see whether there is a market for the products offered by Aruba Aloe. After looking at the market, the next step was looking at the company itself and examining its elements. In order to get a better understanding of the company, the strength and the weaknesses of the company get analyzed and outlined. This forms the first part of what is known as the SWOT analysis, a much used tool to analyze a company and its strategies to enter a market. Furthermore, the threats and the opportunities that are presented to the company in the Dutch market are presented. This outlines the external factors that might affect the company and compromises the other half of the SWOT analysis. With the needed information gathered, a confrontation matrix is set up to create the strategies that Aruba Aloe might be able to use and a recommendation is made as to which of these strategies should be implemented into the entry plan to the Dutch market. 
Any company looking to expand into foreign markets have to have an idea what to expect in all the factors that are important. By setting up an export marketing mix that includes the four main elements like price, promotion, distribution and products as well as other important factors like Processes and problem solving, a very solid structure is created where all the above mentioned factors are examined. With the market segmentation in place, as well as the internal and external factors, combined with the export marketing mix, a set of recommendations are made for Aruba Aloe’s entry to the Dutch market. 
The main question being asked in this paper is: Should Aruba Aloe attempt to enter the Dutch market? What can be concluded from the findings is that while the jump from operating in a couple of small markets and a relatively big market in Colorado, to operating in a bigger rising market like The Netherlands does pose its challenges and threats, the findings show that because of the unique set of products that Aruba Aloe provide combined with the solid market they would enter and create their own niche in, they will do well by doing business in the Netherlands. It might require some additional operations and strategies that might be new to them at first, but with great strengths they possess, the company will do well to seize the opportunities that will arise for them and do very well in the Dutch market.
Table of Contents

2Executive Summary


3Table of Contents


6Preface


71.
Introduction


71.1 Objective


71.2 Company description


81.3 Company History


81.4 The Aloe Vera Plant


91.5 The Aruba Aloe Products


102.
Market Definition


102.1 Abell model


102.1.1 Customer needs


112.1.2 Technologies


122.1.3 Costumer groups


132.1.4 Abell model Chart


143.
Company Analysis


143.1 SWOT Analysis


153.1.1 Internal Analysis


15The organizational structure


15The products


17The financial situation


173.1.2 Conclusion Internal Analysis


17Strengths


17Weaknesses


173.2 External Analysis


183.2.1 Branch Analysis


18DESTEP


18Demographical factor


18Economic factor


19Social/Cultural factor


19Technological factor


19Ecological factor


19Political factor


193.2.2 Competition & Consumer Analysis


20Porter’s Five Forces Model


20Competition Analysis


20Substitutes


20Suppliers


20Consumer Analysis


21Market segmentation


21Demographical Criteria


21Psycho-graphical


22Behavioral


22Geographical


22Potential New entrants


22The consumers


243.2.3 Distribution Analysis


24Physical Distribution


27Distribution channels


28Distribution channel for the Dutch market


303.2.4 Conclusion External Analysis


30Opportunities


30Threats


303.3 Confrontation Matrix


313.3.1 Confrontation Matrix


323.4 SWOT Conclusions


344.
Export Marketing Mix


344.1 Presentation


354.2 Process


374.3 Physical Proof


374.4 Personnel (Staff)


384.5 Problem Solving


404.6 Promotion


40The Website


43Social Media


46Mass Media


48Trade Fairs


504.7 Distribution (Place)


544.8 Price


584.8.1 Total Transportation Costs


595.
Recommendations and Conclusion


63References




Preface
I decided to write this dissertation as an internalization advice paper for an Aruban company that has big aspirations. It is one of the major companies in Aruba that has a very rich history dating from the late 1890’s. Aruba Aloe N.V. is looking to really expand their sales internationally and being from Aruba myself, there would be nothing greater to have an Aruban company shine in the international market. While Aruba Aloe is still relatively small in size, it offers a very unique set of products that are very rare in most parts of the world because of the climate that is required to harvest its main ingredients and a plant that really symbolizes Aruba, so much so that it is featured on the Aruban shield, the Aloe Vera plant.
Even though they are a company that has big ideas for the future, they leave much to be desired. By making this paper, it is a way to show the company what they are lacking and what they should fix in order to really get to the next level. By making their weaknesses more apparent, Aruba Aloe can then realize what they can change.
There would be no greater satisfaction as a proud Aruban to see one of our own companies succeed and by doing so elevating the status of Aruba in the international sphere. While we may be small in size and population, Aruba is a very proud island with a great future ahead of it. Aruba has a lot to offer in many different aspects, like cultural diversity, a thriving economy with strong ties to the United States, Latin America and the Caribbean, and a very happy atmosphere on Aruba, making it one of the premier destinations in the world for a great vacation full of sun, beach and lots of happiness. Like the national anthem says, the greatness of our nation is our cordiality, and we hope to maintain this for eternity and also share this with everyone.

Aruba Aloe is a great part of the Aruban history and has become one of the main companies in the world that focus on the Aloe Vera plant, making it a very unique company. Aruba Aloe is the pride and joy of the Arubans and all of the Aruba population would love to see them do well and really push Aruba past the notions of being a small island with no real value. Aruba Aloe has the chance to really show the world, the true beauty of Aruba, its people and its pride.
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1. Introduction
1.1 Objective

The main objective of this paper is to examine the possibility of Aruba Aloe entering the Dutch market. Aruba Aloe is a company with great ambitions of expanding their already successful sales into different markets around the world. While they might have different ideas as to where they want explore first, the fact that they are part of the Dutch Kingdom and the fact that the countries share a rich history, with each country being well known in the other, makes the Dutch market one that should be considered first. While Aruba Aloe has already experienced some success in venturing to international markets like the United States and some Caribbean Islands, the Dutch market would pose great opportunities for the company. While there might be some challenges Aruba Aloe would have to face and overcome, the fact remains that with a strong brand and with a unique set of products to offer, the rate of success could be high. By using different research methods, this paper will try to illustrate why and how Aruba Aloe should approach the Dutch market.
1.2 Company description
Aruba Aloe is an Aruban company that specializes in the sale of Aloe Vera products with various purposes. Aruba Aloe has its factory in Aruba which is adjacent to the 150 hectares of Aloe Vera plants that provide the raw materials for the products. The factory also serves as the national museum for the Aloe Vera plant and attracts a lot of locals and tourists daily. From the Aloe plants, they extract the Aloe gel that is used to make the various products that they company sells. While all the products use the Aloe Vera as its main ingredient, because of the great diversity and uses of the plant, many different products are made with each having various properties. This means that the company has control over every aspect of the production, from cultivating the raw material to the manufacturing of the products and packaging to marketing and selling the products. Ever since Louis Posner, the current owner took over the company in 2000, the company has really emerged as one of the top companies in Aruba and also has had great success in other international markets like in the United States and the Caribbean. Currently, Aruba Aloe has over ten locations in Aruba including most of the big shopping malls, the cruise ship terminals and the airport. Additionally, Aruba Aloe now has a couple of international locations in St. Maarten, where there is currently one store with one coming on the way and two stores in Colorado, United States. The stores in Colorado also provide the company with an international post for sales through the website to Canada and the United States. The successful penetrations to the American market and the great sales they achieve through their website have led them to formalize the branch that managed the North American sales into their own international Company called Aruba Aloe of North America LLC.
1.3 Company History
Founded in 1890, Aruba Aloe began by only cultivating the Aloe Vera plant and has since then evolved into the company that it is today. Founded by the Eman family, the company started out during a period where the market for Aloe Vera hard gum started to decline. This did not deter the Eman family, as the continued cultivating the Aloe Vera plant. The persistence clearly paid off. By the year 1905, the market had picked up considerably and Aruba Aloe has extended their fields to over 63 hectares of land, making it one of the largest companies of Aloe Vera around. As time went by, the company evolved. From selling raw aloe gum, they starting selling Aloe latex, making the company more than just a cultivator, but also a company that now processed the main ingredient. This made Aruba Aloe one of the leaders in the world of Aloe Vera. As time went on, the company had its ups and downs until the big change that happened in 1984. Another member of the Eman family took over and really revolutionized the company. More experienced personnel were brought in from The Netherlands to further improve the products and also modernize the company as a whole. From then on, the company evolved to produce their own creams and lotions, the foundation of the products of today. In the year 2000, due to the departure of the owner into the political world, Aruba Aloe was turned into a public company and Louis Posner bought all of the shares of the company.  From that day on, the company started to become the great company that it is today. They continued making new and better quality products and also started venturing into foreign markets, even selling products online. Nowadays, the company operates in several markets in the Americas and also has a successful online shop in Aruba and The United States. The main vision of the new leader is to turn Aruba Aloe into a global entity. Louis Posner still has many great plans took for the company, and in his own words, wants to make Aruba Aloe, what Heineken is for the Netherlands and what Coca Cola is for the United States. ("Our history," 2012)
1.4 The Aloe Vera Plant
To get a better understanding of the products that Aruba Aloe can put on the Dutch market, we first have to take a look at the raw material that is used as the main ingredient of all the Aruba Aloe products. We will start by briefly outlining the Aloe Vera plant itself and all the great qualities it possesses. Furthermore, we will look at how they make the Aloe Vera gel from the raw material and how it is used to make all the great products that Aruba Aloe offer.

The Aloe Vera plant is a plant which originated on the North African soils that spread to the fertile lands with mild climate. Its physical characteristics are very similar to those of a cactus, a thick rich hide/skin cover and protect the succulent rich core which is mostly formed of water. The Aloe Vera plant is used mainly because of its anti-bacterial and anti-fungal effects. 
It also contains a mineral called Magnesium Lactate, which works as an itch inhibitor and cooler, making it a good material used to relief itchiness from insect bites, acne, sunburns, rashes and other topical skin conditions. The International Aloe Science Council has also indicated that the plant has abilities to heal, and control the accumulation of fluid and can also reduce pain. The council also found that the Aloe Vera plant can reduce inflammation and discomfort from fungi and bacteria. All of these great qualities have been known to man for many centuries, even going back all the way to the Babylon time of 2200 B.C. The Egyptians were known to use the Aloe Vera plant as a medicine and for its beneficial effects, but also for cosmetic means as beauty enhancers for the skin. The Aloe Vera plant was introduced in Japan for the treatment of the victims that were in pain and burned during the catastrophes of Nagasaki and Hiroshima.  Nowadays, wide arrays of products with curative and therapeutic effects are made from the Aloe Vera plant. The plant is used for various products that vary from vitamins, creams, lotions and even laxatives. The Aloe Vera plant contains B- sisterole, a very powerful any inflammatory and anti-cholesterol ingredient and lupeol, a strong antiseptic tranquilizer. Lastly, the Aloe Vera plant can also be administered internally due to its high level of vitamins and minerals. Aruba Aloe extract the Aloe Vera gel from the Aloe plant and use this form in order to make their products. (" Aloe Vera," 2009) This is now the most used substance from the Aloe Vera plant that is used worldwide. The gel is found in the interior of the hard rough leaves. The Aloe Vera gel contains many different minerals, vitamins, enzymes and amino acids, all which are vital components that the human body requires. The Aloe Vera plant is a very diverse plant that provides various great qualities and is also very rich in many essential vitamins and minerals, making it the perfect natural products to create a whole product assortments which provide many various types of products, whether it be cosmetic, pharmaceutical or therapeutic. ("The health benefits," 2005)
1.5 The Aruba Aloe Products
As the name implies, Aruba Aloe makes products from Aloe Vera, which specialize in face and hair products. These products all use Aloe Vera cultivated in Aruba as the base ingredient for their products and use 100% natural Aloe Vera. While they exclusively sell products that are only for the skin and hair, they do offer a great variation in the types of products with each serving a distinct purpose. Aruba Aloe makes great use of the fact that all of their products are made with 100% natural ingredients and all of the other ingredients that are also added to the various products are also natural of organic. This clearly separates Aruba Aloe from most of their competitors for two reasons. They make all natural products, which puts them in a small market and they specialize in Aloe Vera products, which narrows down the pool of competitors by a great deal. 
Furthermore, the rich history that Aruba Aloe has makes for a great marketing tool and also a confidence builder in the Aruba Aloe products. Aruba Aloe products are not made for the low price market, but rather for the high quality market where consumers are looking for the best of the best when it comes to skin and hair care.
2. Market Definition
In order to properly asses how Aruba Aloe should approach the idea of entering the Dutch market, we have to assess the market definition of the products. This will give us a better idea as to which markets Aruba Aloe can operate in when entering the Dutch market. In order to do this, the Abell model will be used.
2.1 Abell model
By using the basis of the Abell model we can identify the scope in which a company operates in. It looks at what technologies are used and how the company thus responds to the needs of the market and at what part of the market anticipates. The Abell model thus uses three criteria’s to assess the scope of a company. (“Abell model”)
1. Customer needs

2. Technologies

3. Costumer groups
2.1.1 Customer needs

Under costumer needs we can understand what a costumer might need from the product that the company offers. In this case, Aruba Aloe offers multiple products that can be identified as soaps, shampoos, creams and lotions. We must first identify what the costumers would expect from such products and if Aruba Aloe complies with the needs.
· Does it clean properly?

· Does it offer protection?

· Is it high quality?

· Is it effective?

· Does it hydrate the skin/hair?

· Does it smell nice?

· Is it cheap?

· Is it easy to use?

· Is it chemical free?

· Is it natural?

· Is it appropriate for anyone of any age?

Any costumer that is looking to buy Aruba Aloe products knows or will eventually find out that Aruba Aloe products have a certain quality.
Being one of the very few companies in the world that deals with Aloe Vera products, the company makes sure that all of its products are high grade, natural products. Furthermore, Aruba Aloe offers various forms of the same product.
For example, a costumer might want a hydration cream for the face. Aruba Aloe has one that is pure Aloe Vera and also has a couple with extra natural ingredients. This gives the costumers choices to which type they would want, but still enjoying the Aloe Vera in each one. The main things to look for when buying the products that Aruba Aloe sells are mostly the quality, the effectiveness and the fact that they are natural. Moreover, the usual things that costumers look for in high quality products are the smell of the products, the look of the products and the price. Most of the time, a costumer will also pay attention to brand recognition and brand awareness, meaning that they check if they have used the brand before, heard of the brand before or seen the brand before. While normally this is pretty important, because of the fact that Aruba Aloe is not really known in The Netherlands it becomes less of a point when assessing the market.
2.1.2 Technologies
The term technology has to be broadly interpreted. What is meant by technology in the Abell Model is whether the company meets certain requirements from the market. Different things can be interpreted here, from the technology and techniques used to make the products, to how to product looks to the marketing pan and if the company has introduced any different type of products based on the same product sort. An example of this is like introducing a light version of a drink or food.
· How is the packaging?

· Does it come in different sizes?

· Does the company offer packages?

· Is it attractive?
· Does the company have a marketing campaign?

· What type of materials are they using?

· Are there perfumes added for scent?

The most obvious technological aspect of Aruba Aloe is the fact that they control every part of the product process, including harvesting the main ingredient. This means that the main ingredient of all the products is home grown. This gives the company an extra point of attention, because not many companies can claim to be in control of every aspect of the company and all of the processes. Another great aspect is the wide array of products made with the Aloe Vera. The company boasts five different lines with each serving their own purposes, while providing the great attributes of the Aloe Vera. 
This gives the costumers a great variety of products to choose from, given them the freedom to really explore all the products, while still getting the great effects of the Aloe Vera. Moreover, due to the design and the packaging, Aruba Aloe offers their products with a great look that is heavily influenced by the Aruban atmosphere and come in many different shapes and sizes, making the whole product line looking attractive. As far as the use of the internet goes, Aruba Aloe has a great website that provides the costumer with all the information they might want and need. The website is well made and is attractive and easy on the eye. While the website does offer a web shop, the use of the web shop is now mostly for the American and Caribbean markets, and should be considered in the future once they establish themselves in the Dutch market. In conjunction with the website, the company offers newsletters to keep the costumers up to date with all the changes and sales, as well as providing great online support.
2.1.3 Costumer groups
As always in marketing, it is also important here that the correct customer groups are drawn. This means that under costumers groups the target groups have to be examined. Pinpointing a target group is a very important aspect for any business. By identifying your target group, you can play on the target group´s age, culture and past consumer trend history and current trends. This provides a much more solid look as to how you should market your products in order to get the attention of the target group.
First of all, you have to decide who your target group will be in a general sense. Just like if you are a company that sells motorcycles, you would say the general target group would be younger adult males with a good income. Aruba Aloe provides body, hair and face products. While they are not exclusively female products, it is safe to say that the main target group would consist of women. Furthermore, there are many men specific product lines that provide the same products exclusively for men and include ingredients that are appropriate for men. In addition, based on the fact that Aruba Aloe provides excellent quality products that consist only of natural and organic ingredients, which are more expensive that synthetic ingredients or products made of cheaper ingredients, the Aruba Aloe products are not trying to be a price competitor, rather a quality competitor that provide a unique set of products. This means that they are looking at more established women that have a steady income in order to pay the extra price for better quality products. This would mean that the target group would be women with a solid income. Moreover, Aruba Aloe is a very mature product in the sense that they use very basic yet effective packaging and their main concern is the quality of their product provides the benefits of Aloe Vera. This clearly shows that the main focus of Aruba Aloe is not the teen crowd. On the other hand, the products do not provide any real anti-aging or anti-wrinkle properties that might be a focus of older women. 
This would mean that the ideal target group for Aruba Aloe would consist of women with a solid income in the age group 24 to 50 years old. Moreover, the location of the target group is also important. For example, one cannot expect to sell a lot of SUV’s in a densely populated city with a very limited amount of parking possibilities. It is safe to assume that the main locations for Aruba Aloe would be the bigger cities which provide a great shopping area for the targeted women group. 
This is especially important in The Netherlands, considering more than 50% of the Dutch population lives in the agglomeration of cities in what is called the “Randstad”, which is the metropolitan area which includes the four major Dutch cities which are Amsterdam, Rotterdam, Utrecht and Rotterdam. In addition, the four major cities and all the other big cities in this area are all very accessible via public transport and normal traffic. Most Dutch consumers that live in smaller towns or outside of the metropolitan area all go the major cities to do their more extensive shopping. So targeting the main metropolitan area would make for a great geographical addition to the target group Aruba Aloe would target with their marketing plan. The last point one would have to consider to narrow down the target group is to analyze the current trend of what the consumer is looking for in the current market trends and what you may have to offer to the target group. ("Hoe bepaal ik," 2012). The trend of the last couple of years is to move towards more natural and organic products in all product ranges, from food to even automobiles running in electricity. This clearly puts Aruba Aloe in an advantage because of their sole use of natural and organic ingredients in their products. ("Je doelgroep bepalen," 2010)
2.1.4 Abell model Chart
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The abell model chart illustrates what the most important attributes are when looking into the marketing definition. By making  the chart with three axis and ranking the attributes from more important to less important and creating a box in the middle of the three axis, one can narrow down which attributes are the ones that require the most attention. The attributes that are not in the box, are still useful and important, but by focusing on the ones that made it into the box based on the importance and relevance one has a better idea of what the market definition is for the particular company.
3. Company Analysis

Now that the market definition has been composed, a thorough examination of the company has to be performed. An extensive research done of the internal and external aspects of the company should be performed in order to get all the information and data needed to really entertain the thought of entering a new market, in this case the Dutch market. By analyzing the company internally, a better understanding of how the company functions is gathered. By analyzing the external factors that might affect the company in relation to the Dutch market, a better understanding as to what might change if the company does enter the Dutch market, what the opportunities are and what might be threats that the company must be aware of. Once all of this information is gathered, one can create strategies based on the information gathered.
3.1 SWOT Analysis
A SWOT analysis is an analysis that uses the strengths, weaknesses, opportunities and threats of a company to give insight in the strategy choice and development of a company. In this case, the SWOT analysis will focus on the introduction of Aruba Aloe in the Netherlands. The reason for choosing the SWOT analysis is the fact that it is a simple method that can give real results and at the same time by using a confrontation matrix provide any company with some strategies that they can employ, with each strategy having its own purpose.

3.1.1 Internal Analysis
The goal of an internal analysis is the focus on the internal characteristics of a company. (Veldman, 2009, p.74) The internal analysis looks at the strengths and weaknesses part of the SWOT. By looking at these attributes that are mostly apparent internally in a company, one can examine and deduce what the strongest attributes of the company are and also see where there might be some weaknesses that might affect the company internally. In order to get the strengths and weaknesses of the company, we have to examine various aspects of the company.
· The organizational structure

· The product(s)

· The financial situation

The organizational structure

Based on the information that can be found about Aruba Aloe, there is little information to be found on the organizational structure of the company as a whole. What is known is the fact that the company consists of two main branches, the North America branch that was separated and made into its own company because it deals exclusively with the American based side of the company and the original company which deals with the rest of the operations. In this situation, we have to look at the main company that deals with the majority of the operations. This is the side of the company that will look into venturing into the Dutch market. What is known however, is the fact that the company has several layers of structure within the company. This is a rare company in the sense that they control every step of the product process, from cultivating the main raw ingredient all the way to packaging, logistics and selling the product. In a company with so many layers and operations, it is logical to assume that every different operation has its own organizational structure. There is one majority owner that owns 100% of all the shares of the company, which were bought recently in 2000. All the operations of the company are done at the same main facility, which features the Aloe Vera fields, the factory, the museum and the administration offices. Each operation has an overseer, and under him various managers that each handle their own team of workers. In essence, there is a hierarchical structure based on the fact that each layer has its own managers and people working for them. Like most companies in Aruba, the employees have little say in the company.
The products

Aruba Aloe has an extensive line of products that feature over 50 different products, which are all based on the main ingredient Aloe Vera gel. Aruba Aloe has 5 different products lines, each serving another purpose. Each product line specializes a different sort of products, ranging from all natural ingredients mixed with the Aloe Vera to shampoo’s and even aroma therapy products. The Island remedy line has the most products of any line. 
These products are made with Aloe Vera and extra natural ingredients that specialize in either body, face and hair care. This product line is a great line that would be great to sell in any market. Due to the extensive amount of products in this line, the consumer has a wide array of choices in each type. This product line would also be great for marketing purposes, due to the fact that they contain all natural ingredients and provide various products that each serve their own purpose. The Aroma therapy line provides the costumers with products for the body and hair which also have organic essentials oils that provide a wonderful aroma. These products include body lotions, bath gels, body mists, shampoos and conditioners. This product line would do well in the Dutch market but also has a lot of competition from other brands sold in the market. Scented lotions and creams are very common and in order to separate from the other products, it would require some extra attention to the fact that the ingredients are natural and organic and Aloe Vera based. The third product line sold by Aruba Aloe is the Body Care line. This line is pretty similar to the Island Remedy line, but the difference is the fact that this line does not use any extra ingredients in their products, making this the most pure Aloe Vera line sold by Aruba Aloe. All these products are 100% Aloe Vera which would make it the perfect line to put as the main product line for Aruba Aloe. This product line provides the most unique line in regards to the competition, making it the perfect product line to market the most in order to increase the popularity of the brand in the new Dutch Market. As the name applies, the Sun Care line specializes in sun care products based on Aloe Vera. This is based on the fact that the Aloe Vera plant provides great burn treatment, reduces inflammation and also works as an anti-septic. Unfortunately, this product is too specific to a certain target group that is not really a big group in the Netherlands. Because of the different season, there is no need for sun creams in The Netherlands. This product would only sell in the summer period when the sun is out for enough days for people to actually have enjoyed the good weather. This product line is much better served for their other market in the Caribbean. The last line sold by Aruba Aloe is the Hair Care line which sells shampoos, conditioners and styling gels. This is the most different lines; it uses a different packaging from all the other lines making it really stand out in the complete product line of Aruba Aloe. While it is a very specific product line that only provides hair products, they fact that they sell different shampoos and conditioners for every type of hair, makes it attractive for people looking for a natural shampoo with no damaging chemicals for the hair. Aloe Vera is known for its hydrating properties and because of all the minerals and vitamins in the Aloe Vera; it provides lots of nutrients which are vital for healthy hair.
The financial situation

Real financial information about Aruba Aloe cannot be found because of the fact that even though the company is a public company, it still only has one “owner” who controls all the shares in the company. This means that there is no need to publicize any information on the company, seeing that there are no other shareholders. Despite this misfortune, based on what has been seen in the development of the company ever since 2000, it can be concluded that the company is doing very well, nationally and in some international markets. Even though concrete financial information on the company cannot be found online, based on the expansions the company has made and its ambitions to continue doing so, it is safe to say that Aruba Aloe has been growing as a company.
3.1.2 Conclusion Internal Analysis

After looking at the abovementioned aspects of the company and based on what is known about the company, a list can be compiled of the strengths of the company as well as the weaknesses of the company.
Strengths

S1.Aruba Aloe is one of the few companies in the world to exclusively work with the Aloe Vera plant
S2. Controls every aspect of the production

S3. Uses all natural products and ingredients

S4. Offers a wide array of products

S5. Makes high quality products
Weaknesses
W1. No clear organizational structure

W2. Company offers no records of financial status
W3. High product prices because of the import costs from Aruba

3.2 External Analysis

For this report, the external analysis is of outmost importance, based on the fact that this paper examines the the market potential of the Netherlands. (Veldman, 2009, p.86) The external factors might have a bigger impact to the success of the entry to the Dutch market because of the influences of the possible competition they might face and the different consumers they will encounter. Based on these external factors and how they might affect the company, we can get the “OT” part of the SWOT. The “OT” part of the SWOT consists of the Opportunities and Threat. 
With opportunities one can see what external factors benefit the company and how the company might use these opportunities, and with threats one can see what external factors might obstruct the progress of the company and/or what factors limit the company when entering the Dutch market.  The analysis of the external factors can be divided into four categories:

· Branch Analysis
· Competition Analysis

· Consumer Analysis

· Distribution Analysis

3.2.1 Branch Analysis

In order to properly analyze the external factors, a couple of research methods will be used. The DESTEP method and the Five Forces model by Porter.

DESTEP

The DESTEP method is commonly used in order to examine the Macro-Environment and its developments. DESTEP stands for demographically, economic, social/cultural, technological, ecological and political factors. The analysis of these external factors will give great insight as to what these factors might bring for or against the company.

Demographical factor
Here we look at the Dutch demographics. The Netherlands is one of largest European countries, placing 9th in the list. It boasts a population of 16.5 million citizens, which is growing at a slow rate every year. 
As abovementioned in the target group subchapter, the greatest part of the population live in what is called the “Randstad”, which is the western part of the country and where over 7.5 million of citizens work and call home. (Centraal bureau voor de Statistiek [CBS], 2006, “Inwoners Stedelijk en Landelijk Gebied”).
Economic factor

The structure of the Dutch Economy is one which is seen as open and outward looking. This is illustrated by the GDP, which 60 % of the GDP consists of export and import of goods and services. Therefore, the Dutch economy has been seen as one of the wealthiest in Europe with high potential for foreign investors. Ever since 2006, the Dutch economy has been growing at a steady rate up until the recent recession, which has been causing some drop in consumer spending. The recent recession has caused some decrease in the growth of the economy, but the Dutch economy still remains stable and strong.
Social/Cultural factor

Everywhere you look in the busy shopping spots in the Netherlands; there is no lack of stores that offer the consumers with sort like products which Aruba Aloe would compete with. There are stores that sell soaps, shampoos, creams and lotions in general, but there also some stores that are more specific like The Body Shop and Lush those also sell products based on natural ingredients. So the market is pretty saturated and the Dutch people buy these products daily. Based on the success of these stores nationwide it is clear that these products do sell well. This means that the Dutch population is fond of these products.
Technological factor

In the technological aspect of things, Aruba Aloe possesses various techniques which are not known or used in the Netherlands, based on the fact that Aloe Vera plants are not grown here. Furthermore, there are no processing factories that deal with Aloe Vera in the Netherlands, which would be impossible due to the weather and dealing with a plant that is solely grown and used mostly in countries with warmers climates. Aloe Vera have developed their own technique of mulching, which entails manipulating the ground in which the Aloe Vera is planted. All of this is irrelevant though, because all of the operations regarding the cultivating and manufacturing of the products are done in Aruba. This is also the case for the exported products to the other markets in which they operate.
Ecological factor

The Netherlands has a seasonal weather which varies almost daily, with cold temperatures being experienced the most, outside of a couple of months of summer. While this is no issue for most of the product lines, except the sun lotion line, which would not do so great because of the lack of sun in the Netherlands most of the year.
Political factor

The Netherlands has a stable political situation. Moreover, with its European Union membership, the country is part of one of the largest world powers. Furthermore, Aruba is also part of the European Union because of its status of being part of the Dutch Kingdom and because of the “Koninglijkse Verdrag” , which states that anyone with the passport of one of the European Union countries are considered to be European Union members. This facilitates the entry into the Dutch market for Aruba Aloe when it comes to bureaucratic or political factors.
3.2.2 Competition & Consumer Analysis

The next two categories of the external analysis are the competition and the consumer analysis. By using the “Five forces model” by Porter we can analyze both these aspects at once and also analyze another couple of factors that might be important to Aruba Aloe entering the Dutch market.
Porter’s Five Forces Model

This model illustrates the competitive forces in the environment of the company. The Five Forces model by Porter describes the force of competitors, substitute products, suppliers, consumers and potential new entrants in the market. ("Vijfkrachtenmodel van Porter,”)
Competition Analysis

The threat of competitors should always be one of the main concerns for a company. There are various companies in the Dutch market that also sell sort like products that may pose a threat to Aruba Aloe. The only advantage for Aruba Aloe here is the fact that it would be the first company in the Netherlands to solely focus on products based on the Aloe Vera plan, making it a unique player in the market.
Substitutes

Based on the fact that all Aruba Aloe products are made with natural/organic Aloe Vera and some extra natural ingredients, the only substitutes that might affect the Aruba Aloe sales are other companies that also sell all natural products in The Netherlands. This would include companies like Lush, The Body Shop, and Sabon. The main difference between these companies and Aruba Aloe is the fact that even though all these companies sell natural products, none of them have the extensive line of product types like Aruba Aloe and they do not specialize in 1 specific ingredient.
Suppliers

There is no threat of suppliers in this case, because of the fact that Aruba Aloe controls very aspect of manufacturing and logistics. This means that any problem they would have would be considered an internal matter. All products would get shipped from the factory in Aruba.
Consumer Analysis

For Aruba Aloe to have a better idea to which group of people would consider buying Aruba Aloe and the size of the group, a consumer analysis done by the use of market segmentation would provide the information needed.
Market segmentation

With the help of market segmentation, we will find the information needed to identify the people that would buy Aruba Aloe, how to find these people and how to attract to Aruba Aloe. In order to achieve this, the segmentation will be based on the following criteria;
- Demographical

- Psycho-graphical

- Behavioral

- Geographical

Demographical Criteria

The use of creams, lotions and soaps is pretty popular in the Netherlands. This is clearly illustrated by the excessive amounts of companies that specialize in selling sort like products. Furthermore, many companies that sell other product like cosmetics also have their own line of abovementioned products. From a young age, usually around the time of puberty, mostly females start making a shift to buying more female related products. From then on, all females all the way to when they are seniors make use of these products. There also male sort like products that are bought by males, mostly starting from a young adult age. However, the male population usually buys these products only when they are specified to be for males only, and the actual effect is more important than the look, smell or texture of the product.  Based on the demographics, the ideal base of customers to use for the rest of the market segmentation is the female population, ranging from puberty to seniors.
Psycho-graphical

People that are most likely to consider buying the products which Aruba Aloe offers are people of high income with a higher level of culture and education. This is based on the fact that Aruba Aloe offers high level quality products that are seen as a luxury line. Because of the import, uniqueness of the products and the quality, Aruba Aloe is not a price fighter, but more a high quality product. Therefore, people with more income and that are looking for higher quality products would consider buying Aruba Aloe products. Moreover, because of the natural/organic profile of the products, people that are looking for such products have to be considered. This group of people is more in tune with going green and the whole thought behind the phenomenon.
Behavioral

It is difficult to say what the behavior towards Aruba Aloe will be in first instance. There are no other stores of Aruba Aloe in The Netherlands, or even other stores that specialize in Aloe Vera products. Therefore, the initial reaction towards Aruba Aloe will indicate how the company will do in the beginning. Based on this information, they can then formulate a strategy post introduction. However, with the whole natural/organic movement which stems from the going green trend lately, Aruba Aloe will enter the Dutch market at an opportune moment.
Geographical
The way in which the Netherlands is composed, makes it pretty simple to find the people that would buy Aruba Aloe products. Most of the big cities that have over 50 % of the Dutch population all reside on the west coast of the country, called the Randstad. The Randstad has all of the major cities in The Netherlands, from Amsterdam, to Rotterdam and The Hague, just to name a few. Furthermore, a lot of the population in the Netherlands travels to these cities for work. It would make sense to focus on first selling these products in the big cities, looking for major shopping areas with available space.
Potential New entrants
The threat of potential new entrants in the new market is a constant threat. While there might be new companies entering the Dutch market that also handle in the natural product business, there are no real threats coming from other companies that specialize in Aloe Vera products. So there is no real eminent threat from direct competition, but more from companies that provide substitute products. Even though these companies might cause more choices for the consumer, the niche that Aruba Aloe will create due to its uniqueness will make the indirect competition relevant.
The consumers

Pinpointing a target group is a very important aspect for any business. By identifying a target group, you can more effectively put your efforts into this more specific target group in order to achieve the most with you marketing plan and other aspects, like your website, you product look and your main goals. By identifying your target group, you can play on the target group´s age, culture and past consumer trend history and current trends. This provides a much more solid look as to how you should market your products in order to get the attention of the target group.

First of all, you have to decide who your target group will be in a general sense. Just like if you are a company that sells motorcycles, you would say the general target group would be younger adult males with a good income. Aruba Aloe provides body, hair and face products.  While they are not exclusively female products, it is safe to say that the main target group would consist of women. Furthermore, there are many men specific product lines that provide the same products exclusively for men and include ingredients that are appropriate for men. 
In addition, based on the fact that Aruba Aloe provides excellent quality products that consist only of natural and organic ingredients, which are more expensive that synthetic ingredients or products made of cheaper ingredients, the Aruba Aloe products are not trying to be a price competitor, rather a quality competitor that provide a unique set of products. This means that they are looking at more established women that have a steady income in order to pay the extra price for better quality products. This would mean that the target group would be women with a solid income. Moreover, Aruba Aloe is a very mature product in the sense that they use very basic yet effective packaging and their main concern is the quality of their product provides the benefits of Aloe Vera. This clearly shows that the main focus of Aruba Aloe is not the teen crowd. On the other hand, the products do not provide any real anti-aging or anti-wrinkle properties that might be a focus of older women. This would mean that the ideal target group for Aruba Aloe would consist of women with a solid income in the age group 24 to 50 years old. Moreover, the location of the target group is also important. For example, you cannot expect to sell a lot of SUV’s in a densely populated city with a very limited amount of parking possibilities. It is safe to assume that the main locations for Aruba Aloe would be the bigger cities which provide a great shopping area for the targeted women group. This is especially important in The Netherlands, considering more than 50% of the Dutch population lives in the agglomeration of cities in what is called the “Randstad”, which is the metropolitan area which includes the four major Dutch cities which are Amsterdam, Rotterdam, Utrecht and Rotterdam. In addition, the four major cities and all the other big cities in this area are all very accessible via public transport and normal traffic. Most Dutch consumers that live in smaller towns or outside of the metropolitan area all go the major cities to do their more extensive shopping. So targeting the main metropolitan area would make for a great geographical addition to the target group Aruba Aloe would target with their marketing plan. The last point you would have to consider to narrow down your target group is to analyze the current trend of what the consumer is looking for in the current market trends and what you may have to offer to the target group. ("Hoe bepaal ik," 2012). 

The trend of the last couple of years is to move towards more natural and organic products in all product ranges, from food to even automobiles running in electricity. This clearly puts Aruba Aloe in an advantage because of their sole use of natural and organic ingredients in their products. Another group that should be considered is the existing Aruban/Antillean community in The Netherlands. This group will have a direct connection to Aruba Aloe, and probably have heard of the company. This group would be the first group to really know about the products in The Netherlands and can help further expose the company. Even though this group is rather small in size, it does provide an extra advantage, especially to a company that is virtually unknown in The Netherlands. The target group for Aruba Aloe in The Netherlands should be women with a solid income that live in the Dutch metropolitan area in the age group of 24 to 50 years old. 
This is the safest bet to the group of consumers that would be interested and would buy the Aruba Aloe products. ("Je doelgroep bepalen," 2010)
3.2.3 Distribution Analysis
There is little information to be found on the actual international strategies of Aruba Aloe. While Aruba Aloe has entered many different international markets in the last couple of years, they are mostly relatively small markets compared to the Netherlands. These markets are close enough and really small enough that all of the stores can be handled from the home base in Aruba. However, the first foreign market that Aruba Aloe entered in the past, which is now the biggest market in which they operate as well, is the United States. Recently, they opened 2 branches in Colorado, and after the success they experienced there, they decided to make the North American side of the business an independent company. They transformed the North American branch into a Limited Liability Company. The main company is also a LLC company. A limited liability company (LLC) is a flexible form of enterprise that blends elements of partnership and corporate structures. It is a legal form of company that provides limited liability to its owners in the vast majority of United States jurisdictions. As implied, Aruba Aloe of North America operates under American jurisdiction, and that cannot be applied to the European situation. In the Netherlands, the equivalent to an LLC is a Besloten Vennootschap. Its name always starts or ends with the letters BV. Besloten Vennootschap is the Dutch name for a private LLC. The company is owned by shareholders, and the company's shares are privately registered and not freely transferable. The phrase means private partnership and it is the most common form of enterprise in the Netherlands. This would be the most logical form of company that Aruba Aloe can use when they enter the Dutch market.
Physical Distribution

The fact remains that all the Aruba Aloe operations are handled and done in Aruba, which makes for the physical distribution more of a challenge compared to other companies that might produce the products in the land or continent of sales. While Aruba Aloe also operates in other foreign markets, all of them are relatively close compared to the distance between Aruba and the 
Netherlands. All of the Caribbean markets in which Aruba Aloe operate in is less than 1 hour away by plane and a day by container ship, making the choice more of a financial one rather than one to quickly get the products to the destination. While Aruba Aloe provide little to no information as to how they transport the products to the branches in the foreign markets, by analyzing various aspects that pertain to the shipment of the products t like the costs of the shipping the products and the methods, it can be concluded that Aruba Aloe most probably handle their current shipping to the Caribbean markets by plane. The reasoning behind this is the fact that the Caribbean markets are rather close and consist of different islands that are in a close radius, making the plane shipment method the most effective, efficient and fast. 
While the costs might be a bit higher, the cost of the sending them by ship would also be expensive due to the various short distances they would have to travel to get to each island. Another important factor that needs to be considered is the size of the shipments. While the actual size of the shipments would have less of an impact on the costs of shipping when it comes to sea shipment, due to the size of the vessels handling the shipments, when it comes to air shipping, the actual size of the shipment is crucial to determining the price of the shipping. Here is where Aruba Aloe also has an advantage, because of the relatively small packaging they use for their products. Even if they would to send 2 dozens of each product that they produce, the size and weight of the shipment is small compared to many other products types that are shipped daily. This clearly helps out with the costs of shipping by air.
When it comes to the two American branches in Colorado, the shipping methods are a bit more complicated due to the fact that there are new variables to consider. Colorado is in the middle of the United States, which means there is no direct shipment by sea. For example, if Aruba Aloe would to handle their Caribbean market shipping by sea, the shipment would reach the harbor to only be transported by land for a very short distance and arrive very quickly. In the case of the Colorado branches, the distance that the shipment would have to travel by land is far greater and the costs for the land shipment would be greatly increased. Another aspect that needs consideration is whether Aruba Aloe has 1 storage unit for both branches in Colorado or if each branch has their own storage unit. This also has to be factored in the distance that the vehicle carrying the shipment would have to travel. Furthermore, choosing which harbor to transport the shipment to by sea also factors in the distance and the costs of the shipment by sea and land. This method of shipping might be cheaper, but has many more variables that have to be considered and also many different parts of the operations that are not in control of Aruba Aloe. The other shipment possibility, air shipment, might be more expensive, but would provide with a much faster delivery time, a much more efficient shipment procedure and also more control of the shipment because of the lesser amount of necessary arrangements and operations required. The shipment by air would leave Aruba and arrive to the nearest airport to the Colorado branches, and from there travel a much shorter distance to reach their final destination. Once again, the fact whether there is one storage unit for either stores or 2 separate unites for each branch also affects the price of the shipping. While the former shipping cost might be more cost effective, it would provide much more work and time to get the product to the branches. The latter would be a bit more expensive, but the shipment would get there in a much faster rate and provide the company with less work to get them there. Aruba Aloe does not provide any information on how they transport the products to the American market, but I would suspect that they use air shipment, based on the fact that it would provide a much faster travel time and also a more efficient shipping system. 
Moreover, Aruba Aloe has to constantly provide the American branches with a fresh supply of the products, due to the great amount of online orders to company receives. This requires a faster rate of restocking then the other branches that do not provide that possibility.
With the Netherlands as the next possible market in which Aruba Aloe wants to operate, once again there is an increase in the distribution challenges. While Aruba Aloe started out locally, they branched out to the Caribbean, which started the international distribution process, but on a simple and small scale. Then the next step emerged with the addition of the American branches, and now an even greater challenge is presented with the distribution of the products across the Atlantic into the European continent. Luckily, the Netherlands provides the most secure, innovative, easy and efficient shipping route for Europe. The Netherlands has one of the biggest harbors in the world, and definitely in Europe, and is the gateway to all European shipping. Clearly, this is the number one way to handle shipping from Aruba Aloe to the Netherlands. While air travel is faster, the great distance it would have to travel would make for a very high shipping price and because of the great distance, it would be recommended to lessen the times that shipments should be sent to the Netherlands, rather, they should send larger shipments that would last longer, thus lowering the need to restock the storage as much as possible. While the amount of branches that would operate in the Netherlands would affect the size and the frequency of the shipments, one has to plan ahead and see that multiple branches would require more frequent shipments and greatly increase shipment costs compared to the possibility of shipping them by sea. The Caribbean region is no stranger to shipping products to Europe through the Rotterdam port, and Aruba Aloe should use this great port as their shipment method, combined with the great infrastructure that the Netherlands has and the great system of land transportation. Furthermore, The Netherlands is a small country where any shipment from the port to the store by land can get to their destination on the same day. Aruba has many different shipping companies that are also very well versed in the shipping business to the Netherlands, and would provide a safe and efficient shipment to the Rotterdam port, where the rest of the shipping operations will be handled in a very secure and professional manner. By using of one of these companies, they can handle all of the operations with the shipping company in Aruba, and the company would take care of all the shipping operations. This will make for an easy control and checkup of the shipments.
Distribution channels

Before analyzing and selecting the distribution channel that Aruba Aloe should use for its entry into the Dutch market, the type of distribution that they should use should be examined. There are three types of distribution, which each having their own aspects and their uses.

1. Intensive distribution: This type of distribution is the one most used of the three. This type of distribution is used for products that are stocked in the majority of stores/outlets. This type of distribution is used mostly for basic supplies like food.
2. Selective distribution: This type of distribution is where the producer chooses only a few of intermediaries to carry the products. This strategy is used more often by specialized merchandise or brand merchandise.

3. Exclusive Distribution: This strategy is even more selective then the abovementioned selective distribution, where the producers choose mostly one or two intermediaries to carry their products and is often characterized by the fact that these intermediaries only sell these products exclusively. This is the strategy mostly used by luxury goods or rare goods.
The type of distribution that Aruba Aloe would use when entering the Dutch would be no different to how they have been doing it in other foreign markets. In all of the foreign markets in which they operate as well as their national market, distribution is done as exclusive distribution. This means the people selling the products do so by selling Aruba Aloe exclusively, making it the only product sold in their store. This means that each store that sells Aruba Aloe products are also the exclusive retailers that carry the brand in the market they operate in. So far, this way of distribution has been working for Aruba Aloe in all of the foreign markets, including the biggest market they operate in, Colorado, United States. 
With the distribution type now chosen and taken into consideration, the best channel for distribution for Aruba Aloe would be one with the least amount of intermediaries in the way. This is the strategy that has been used by Aruba Aloe in the other markets they operate in. The distribution channel is characterized by having mostly none to mostly one intermediary, mostly being a merchant. This channel should also be implemented to the Dutch market entry strategy. By doing so, they operate in a familiar fashion and also control more of the operations regarding the distribution. With the company already controlling everything from cultivation to packaging, it would only make sense that they keep controlling most of the operations that they can. This way they are accountable for every aspect of the process from the beginning all the way to the final distribution of the product to the designed selling location. 
What remains to be seen is whether Aruba Aloe will sell to a merchant that will exclusively sell the brand in The Netherlands or whether they will open their own branch under complete control of Aruba Aloe from Aruba by using a region manager that control and oversee all operations in The Netherlands and report these to headquarters. By doing the former they will have to manage the channel, which includes channel motivation. 
This means that in order to appease the merchant and maintain a solid relationship, actions need to be offered and/or other incentives in order to keep the merchant selling them product line and being able to offer the products at good prices in which both the merchant and the company can make some profit while still being able to compete with the biggest threats to the company. 
By doing the latter, they can avoid all of the hassle of dealing with the intermediary, but rather than dealing with that issue, they would then have to deal with other issues like staff training. This would be more time consuming and require more effort than just dealing with an intermediary that would have to deal with the issue of staff himself. Therefore, Aruba Aloe would be better off dealing with an exclusive distributor that is willing to exclusively sell the Aruba Aloe brand and work with the merchant. This way they can just worry about getting the product to the seller directly and work on offering him the best deals so that he can do the same for the consumers.
Distribution channel for the Dutch market

With all the distribution information in place, a look must be taken at what for distribution Aruba Aloe uses in their home market and foreign markets, and see whether their current strategy could be applied to the situation in the Dutch market. Moreover, if their current distribution strategy is not well devised for entering the Dutch market, an alternative strategy must be made with complete detail as to why the changes or additions need to be made in order to have a successful distribution strategy for the Dutch market. Even though Aruba Aloe operates in different markets, there is little to no information that can be found about their distributions strategies. Because of this, only the basic information available can be used in order to deduce the possible distribution strategies used by the company. 
First of all, by looking at how they handle the distribution in their current largest market, Colorado, USA, we can see that the distribution channel used by them was a direct one where the product went from the company directly to the consumer through a selling agent selling them by using a storefront. We can deduce this information from the fact that because of the great success in the American market, they separated the department in charge of this region and made separate company. This implies that there is indication of a direct distribution channel. If there was no direct distribution channel, it would mean that they would make use of an indirect distribution channel, which would mean that the company only gets to products to re-sellers that in turn revalue the products and sell them to the consumers. 
The direct distribution channel is also used for the store in St. Maarten en the stores in the local market of Aruba. This can be deduced from the stores featured on the Aruba Aloe website. In the case of the American market and the local market in which they operate, there is also use of another type of direct distribution channel, namely the internet. This type of direct distribution channel is the shortest route between the producer and the consumer, and can reach any consumer globally.
Even though it may seem that Aruba Aloe only use direct distribution channels, there are many other markets in the Caribbean islands as well as stores in the local market of Aruba that also sell the Aruba Aloe products. This implies that Aruba aloe also make use of indirect distribution channels. The type of indirect distribution channel mostly used by Aruba Aloe has to be the use of a retailer. This is based on the fact that Aruba aloe does not sell their goods to wholesalers/distributor because they are the wholesalers/distributors themselves in a sense. This then implies that apart from selling directly through selling agents and the internet, they also sell large amounts to merchants that then revalue the products and sell for a profit. While this type of distribution channel might not provide the most profit for Aruba Aloe, it does help sell large amount of products to a merchant who increases the overall volume of goods sold and also the amount of locations that sell the Aruba Aloe products, thus increasing the exposure and popularity of the company.
In the case of the Dutch market, it would advisable to make use of an indirect distribution channel, in this case a retailer. The reason for this is that Aruba Aloe has little experience in the Dutch market. By selling to a merchant that will then handle the remaining operations, Aruba Aloe can cut back on the costs and risks of using a direct channel to distribute the Aruba Aloe products. By selling large amount to a merchant, the company has to just make sure to get the goods to the merchant and the merchant will then calculate the added value that is required to make a profit. Aruba Aloe would still make their usual wholesale profit. 
3.2.4 Conclusion External Analysis
By analyzing the 4 abovementioned aspects, the opportunities and the threats that Aruba Aloe will encounter can be extracted.
Opportunities

O1. Big market with over 16 million consumers

O2. Aruba Aloe has a unique advantage because of the technologies used to make Aloe Vera

O3. Stable political situation and a good relationship between Aruba and The Netherlands

O4. Little direct competition because of the uniqueness of the products sold by Aruba Aloe

O5. Large potential group of buyers that match the type of group that would buy Aruba Aloe products
O6. Distribution of the products to the Netherlands is relatively easy, cheap and safe.
Threats

T1. Current economic situation not optimal

T2. The weather would render some products not marketable in The Netherlands

T3. Many competitors that offer adequate substitutes

T4. No brand awareness, Aloe Vera is virtually unknown in The Netherlands

T5. No real international strategies in place for potential markets that they might enter
3.3 Confrontation Matrix

By using the information gathered from the internal and external analysis, a confrontation matrix can be assembled. By using the confrontation matrix we can get a set of strategies that Aruba Aloe could use for when entering the Dutch market. Each set of strategies offer different ideas as to what Aruba Aloe should do in order to achieve the most success.
3.3.1 Confrontation Matrix

	Confrontation Matrix
	Strengths

S1. Is one of the few companies in the world to exclusively work with the Aloe Vera plant

S2. Controls every aspect of the production

S3. Uses all natural products and ingredients

S4. Offers a wide array of products

S5. Makes high quality products


	Weaknesses


W1. No clear organizational structure

W2. Company offers no records of financial status

W3. High product prices because of the import costs from Aruba




	Opportunities
O1. Large potential group of buyers that match the type of group that would buy Aruba Aloe products


O2. Aruba Aloe has a unique advantage because of the technologies used to make Aloe Vera

O3. Stable political situation and a good relationship between Aruba and The Netherlands

O4. Little direct competition because of the uniqueness of the products sold by Aruba Aloe

O5. Easy distribution to the Netherlands
	S/O

SO1. Large potential group of costumers that like buying these sort like items will be inclined to test out a new product line with ingredients unique to this market

SO2. Aruba Aloe can really focus on pushing the quality and uniqueness of product and worry less about price competing due to the lack of competition

SO3. Unique set of technologies to manufacture Aloe Vera products make for very exclusive products that are very rare in The Netherlands, niching a unique place in the market
	W/O

WO1. Because of the lack of direct competition, can focus more on showing why Aruba Aloe products might be a bit more expensive, thus showing the quality of products, instead of lowering the prices

WO2. Based on the good relationship between the two nations and the fact that it can be easily seen that Aruba Aloe is doing well, the fact that they lack organizational structure and financial records to show might not have a great effect

WO3. Product prices can be adjusted due to the relatively cheap and safe shipping due to the Rotterdam port and the relation with Aruba and sea shipments

	Threats
T1. Current economic situation not optimal

T2. The weather would render some products not marketable in The Netherlands

T3. Many competitors that offer adequate substitutes

T4. No brand awareness, Aloe Vera is virtually unknown in The Netherlands

T5. No real international strategies in place
	S/T

ST1. Aruba Aloe can still sell well in today’s market due to the niche it will make in the market

ST2. By using its uniqueness and high quality products, little companies will offer a direct threat and many substitute product do not offer same quality

ST3.By really pushing the qualities of the Aruba Aloe products, Aruba Aloe can create a positive image as the first impression in the new market


	W/T

WT1. Because of the lack of structure and financial awareness, may get a bad reputation in the market

WT2. Due to high prices, consumers might rather go for substitutes

WT3. No real structure of financial plans shows bad planning by company. This might be a bad sign for any strategy for entering a big new market like The Netherlands


3.4 SWOT Conclusions

With the information gathered through analyzing the internal and external factors relating to Aruba Aloe entering the Dutch market, with the help of the confrontation matrix, various strategies have been compiled that can be useful for Aruba Aloe to use as guidelines to enter the Dutch market. While the matrix offers multiple strategies that might be beneficial, it would be in the best interest of Aruba Aloe to choose one or two of these strategies to plan their strategy for penetrating the Dutch market. In order to choose the strategies for market penetration that Aruba Aloe should use to enter the Dutch market, you have to take in consideration all of the factors that were seen during the analysis of the company. It can be clearly seen that the positive traits outweigh most of the negative traits found, and thus might even have a reversing effects. 
What this means is that by exploiting the opportunities that the company might get when they enter the Dutch market by using their strengths, they can reduce the effects or even get rid of the most of the threats and weaknesses the company sees. Aruba Aloe has already shown great success selling their unique set of products in their own market, some Caribbean markets and their biggest test to date, a part of the American market. With the next challenge in sight, the Dutch market should be confronted head on and be penetrated just like they have successfully done so. 
With this in mind, the two strategies that should be used as the head of the Aruba Aloe spear that will penetrate the Dutch market should be:
1. SO3: No other strategy offers a more direct positive mindset to enter the Dutch market. Making use of all the attributes that make Aruba Aloe and its products unique in order to really push the products into the Dutch markets and using these great qualities to help promote the company should be the main objective of Aruba Aloe. There is no company in The Netherlands that even comes close to offering the high quality products made with quality home grown natural Aloe Vera. This clearly puts Aruba Aloe in a distinct advantage and to not make use of this great opportunity would be shameful. Introducing the products as a unique set of items that can be found nowhere else as the first great characteristic, then showing all of the great beneficial uses of Aloe Vera and what they can do for your skin and hair should be the main focus of the marketing efforts. As the strategy name implies, using the Strengths and Opportunities owned and seen by Aruba Aloe will push Aruba Aloe hard into the Dutch market.
2. As an alternative to the first choice, or more of an extra strategy plan to the first one, Aruba Aloe should choose a strategy that uses the strengths of the company to combat what might be seen as the main threat the company has with the penetration of the Dutch market. This way they can use their strengths to reduce the effects of the threat and while doing so still focusing on pushing the company hard into the Dutch market. With this notion in mind, the second strategy choice should be ST2. This strategy shows Aruba Aloe still doing well against companies that offers sort like products or appropriate substitutes. Any company with aspirations to sell into a foreign market where they have little information about how the market works always needs to look at the competition and assess how much of a threat they pose. In this case, Aruba Aloe has almost no direct competition, thanks to the uniqueness of the products that Aruba Aloe offers. This leaves the door open for other competition, from companies that sell products that are similar, companies like The Body Shop and Lush, and companies that offer substitutes, which are many in the Dutch market. The hair and skin product market in the Netherlands is quite large, thus providing the consumers with a large choice of skin and hair products. 
From this large group, the most problematic group of companies that provide substitute products are companies that also focus more on high quality products that use natural products. Nevertheless, with the heavy marketing and promotion of the unique selling points of Aruba Aloe being used to counter the competition, the choice will be clear for most consumers. 
The fact that Aruba Aloe offers products they have never used, the products have many benefits that they might be looking for and the fact that they offer very high quality products will make the target group which is looking for such products to seriously look into Aruba Aloe.
4. Export Marketing Mix

After using all the internal and external factors to decide which strategies to use to enter the Dutch market, a complete export marketing mix has to be completed in order to have an idea as to how the products will be sold in the Netherlands. An export marketing mix includes 8 important aspects that need to be examined. These eight aspects include: the price, promotion, presentation, place of distribution, staff, problem solving, process and physical proof (Veldman, 2004). Each of these points need examining and will as a result provide the structure which Aruba Aloe could use for entering the Dutch market. The different points of the marketing are arranged in this particular order for various reasons. The first reason is that they are ranked according to importance pertaining to the distribution of Aruba Aloe products to the Netherlands, where for example promotion and price are way more important that presentation. The more important the points, the later in the marketing they are discussed. Secondly, in order to properly discus certain points in the marketing mix, other points need to be discussed first. In this case for example, the promotion and the distribution need to be addressed before the price, because these factors may also play a role in the price of the products. Each point will be discussed and an idea of what should be done will be given.
4.1 Presentation

The current look of the Aruba Aloe products represents the rich history and pride of being one of the only exclusively Aruban made products. The image of the products is one that should not be changed and will do well in the Dutch market. Recently Aruba Aloe overhauled their look and is now more in line with the current trends in product design and decoration. The products have bright packaging that certainly will attract the attention of any person looking for such products. Moreover, the package deals Aruba Aloe offer are also put together in a very attractive way making them ideal for many different occasions, like birthdays for example. 
There is one main concern however, and that is the language used on the products for the information provided about the company, the product and the ingredients. Including Aruba, all of the markets in which Aruba Aloe operate use English for all of their promotion and presentations. This however is not the case with the Dutch market. The Netherlands uses mostly the Dutch language on all of their products, even some international brands. It is advisable for Aruba Aloe to do the same. There are a couple of reasons for doing so. 
The first one is the fact that both nations share a common main language, and it would make more sense to make use of Dutch as the language in The Netherlands for the local promotion and their products. This can also work in the advantage for Aruba Aloe, making the brand more attractive and popular due to the long relations between Aruba and the Netherlands and the use of their common language. The second reason why they should use Dutch as the language on their products is to make sure that the greatest amount of people in The Netherlands can understand what the products are and what they are about. As mentioned before, the Netherlands does have a great understanding of the English language, but unless it’s the mother tongue in that country, it is always easier to communicate your message to the people by using their own language.
On the other hand, with the huge international influence in the Netherlands, and the sizeable international community in The Netherlands, it would be useful to also include as much as the English written version of the information as possible. The most efficient and effective solution for this dilemma is to provide additional Dutch information on the products itself, together with the English information. This can be seen in many international products. This way you can more easily connect and relay your information to the Dutch community as well as the sizeable international community in The Netherlands.

To do this, Aruba Aloe should start of by translating all the company and product information to Dutch. This should be of no real concern, and easily executed, based on the fact that most of the Aruban population speak Dutch at a high level and the company can look internally to the promotional and marketing department to handle this simple task. In addition, the labels used for the products need to be redesigned to fit the addition information. This would mean that the Dutch information should be added on the label where room is available; otherwise room has to be made by changing the layout of the label.

By making this simple yet very effective change to the look of the product, many positive effects are brought in to place and this will surely have a good effect on the brand recognition and brand awareness. The website and other media sources that will be used are also in need of similar changes, but these issues are addressed in the promotion part of the marketing mix.

4.2 Process

Under the process aspect, the process of the services and product support are the ones in question. These aspects by themselves or combined with the execution by the staff of these processes can have a great effect on the sales of the products. What is understood under these processes is everything that has to do with what the consumer’s experiences in his time in contact with Aruba Aloe, through physical interaction or non-physical, like online and by phone. The main idea is to simplify and enhance the experience the consumers get while interacting with the company. 
This can include a friendly greet when entering the store and providing them with all the help they might need, while also giving them vital information that might help them understand what Aruba Aloe is about or even just shortening the waiting them on the phone for customer service. By paying attention to detail and making the experience as enjoyable as possible, the chance of the consumer buying a product is increased and because of the positive experience they might buy again and even suggest the products to friends. By simply examining and improving the processes, the effects it can have on sales can snowball into big gains. 

There are a couple of things that can be looked at directly in order to improve the quality of the processes involved. The first thing that comes to mind is the online support and telephonic support. The online support is the easiest one to modify in order to improve its effectiveness. The current online support consists of helping people in all the other markets, and it just happens that all of these markets either speak English or Papiamento as their main language, both languages which are widely spoken in Aruba and by the Aruba Aloe support team. Now with the addition of the Dutch market, Aruba Aloe needs to make sure that the support team dominates the Dutch language. This should be no problem, because of the fact that in Aruba the Dutch language is widely spoken. Aruba Aloe needs to just make sure that the online support can provide the Dutch costumers with help in Dutch. 
The issue which needs to be handled is the support by phone. Aruba Aloe provides a number on the website where you can call for any information you want and also for support. This possesses no issue in all the other markets in which they operate, but because of the time difference and the costs of calling from The Netherlands to Aruba, the option of calling is almost useless. In order to still offer the best possible support to the Dutch customers, a couple of changes need to be made.

First of all, the Aruba Aloe employees that will be working in the store in The Netherlands are well versed in everything Aruba Aloe, including any type of support. By doing so, the Dutch customers can call up the store for any questions which does not require much work. If this is not the case, the staff can refer the clients to the online support. 
To further improve the online support, a Q&A section can be made available on the Facebook and Twitter accounts of Aruba Aloe, where the online support staff and the marketing staff can answer any questions regarding any problems a client might have. This shows the costumers that Aruba Aloe are putting effort in the communication with the costumers and providing the most support available, even though they are doing so from overseas. 
By making these two changes, the staff’s involvement in the process is improved, in such a way that they can provide the most help possible as the staff, and also help refer you to a different option if the question in hand is too complicated to solve by phone or in the store. 
By making use of the social sites to help any customer serves to show client satisfaction to other clients that also make use of the social sites to interact with Aruba Aloe and also providing many answers to a lot of questions that many customers might have. All of the clients or potential customers that are following the social sites can see the answers to the questions asked, thus illustrating the help provided by Aruba Aloe. By combining the social sites with the traditional form of online support and the staff’s role of support, Aruba Aloe can provide the most support from overseas without making it a costly endeavor for the customers.
4.3 Physical Proof

The aspect of physical proof is one that might be more troublesome for some companies. This is due mostly by the fact that when consumers are looking into products that are not tangible, like services, the level of insecurity and risk is increased and this makes the consumers doubt more about acquiring the services offered by the company. While this would be no problem for Aruba Aloe with their products, the additional aspects do carry some level of insecurity and risk for the consumers. The additional aspects that are meant are the customer service and the product guarantees. The customer service part is handled in the process aspect of the marketing mix. With Aruba Aloe being virtually unknown in The Netherlands, the consumers have no idea as to how Aruba Aloe handles the product guarantees. In order to create some assurance for the consumers, it is important to prioritize the information given about these aspects as much as possible. This includes providing extensive information on the Aruba Aloe policies regarding these aspects on the website, in the shop in forms of flyer’s, posters and or brochures and making sure the staff know all of this information and can provide it to the potential consumer.  By making sure that these aspects are well handled and disseminated to the potential consumers by all the possible means, the level of insecurity and risks felt by the consumers can be lowered or even eliminated.

4.4 Personnel (Staff)


As previously mentioned in the distribution analysis in the external analysis of the SWOT, this aspect is only relevant if the company decide to directly sell the products by opening a branch instead of using an intermediary. 
If they choose to do so, it is required for the company to do some type of staff training in order for the staff to be up to speed as to how daily operations are handled as per desire of the company. First off, by looking for an experienced manager type staff member with experience in the retail business, especially in the hair and skin products sector, the process of training the staff is simplified. By training middle management type employees, they can then train the other people that will work in the store. For the training of the management group, the best option is to send an experienced manager or someone else high in the command chain from Aruba Aloe to teach the group that will work in the store how things should be handled. 
This includes how to approach a potential consumer and explain and teach them about the great properties of Aloe Vera and really promote the Aruba Aloe products. With the products being so unique and the general public not having an idea of what exactly the company is about and offers, this information is vital in order to attract the consumers and spike their interest in the products. The simplest way to do this, is to send over 1 or a couple of employees of Aruba Aloe that are well versed in this type of information, for example people from the marketing or human resources department and have them lead the initial operations required to open op the store. This includes all of the planning required, including store layout, storage of goods and other sort like activities. While preparing for the grand opening of the store, the Aruba Aloe employees can look into companies that specialize in the field of recruitment and job offerings, for example Randstad. Randstad is the biggest private job agency in The Netherlands, and have a big database of people that are qualified to do any job and are looking for new work. From such an agency, Aruba Aloe can start looking for the right people to work in the store. This includes a manager with experience in the retail business, particularly the cosmetic sector. By using Randstad, you make sure that the people you hire are qualified and have the Randstad to stand in as the people responsible for the people hired. They also take care of payments for the employees and all of the paperwork required. This makes for a simple search for the right people to work in the store. Depending on the size of the store, multiple people can be hired. A normal size store in the big cities requires at least 3 employees with one serving a managerial position to take responsibility of the store and all of its operations. The other 2 or more employees will serve as the salespersons in the store. This group will serve as the initial group and will work in the beginning stages of the store and its grand opening. 
The Aruba Aloe employees will then proceed with teaching the new employees all there is to know about Aruba Aloe, their expectations and how things are supposed to be done. Furthermore, by using a company like Randstad, the need for contracts for the employees are not immediately required, which will help facilitate the changing of the staff if the company feels that a certain person is not suited for this line of work. Eventually, when the core group is in place and the company feels comfortable with the chosen staff, contracts can be offered, but this is all after the opening and the successful entry to the Dutch market and when the company is well established in The Netherlands.

4.5 Problem Solving

The problem solving aspect can be seen as an addition of all the factors that might contribute to the creation of the actual value of the products. By taking in account specific factors like legal, financial and customs regulations, they additional information gathered from these factors can implemented in the value mix which is used to decide the pricing of the products. 
Under legal regulations, the contract between the company and intermediary is an example. Another example regulations that are different in another market that might have effect on the company, like taxes. In this case, the actual legal changes that the company has to deal with are minimal. By being a special member states of the European Union by being part of the Dutch Kingdom, all legal regulations and laws that need to be taken in account are the EU regulation and laws. Because of the fact that Aruba is an autonomous member of the Dutch Kingdom, the actual Dutch constitution also needs to be taken in account. The customs regulations are the most straightforward one. Under this factor one has to think of the needed documents in order to export to the market of choice and the laws that might be different to your own, like limit to amount of import to the country and control rules. Again in this situation, the EU laws and regulations come into play. For this, Aruba Aloe has to look into the community customs code regulation which has been in effect since 2008. ("Regulation (ec) no," 23)
The financial regulations encompass everything that has to do with the payment options and how these payments are made by the company. Moreover, the payment options in the stores are also included. For example, if allowed to pay with credit card, the company has to take into consideration the fact of the fees that are asked of by the credit card company. In addition, every country might have their own rules on how payments are to be made and processed. Furthermore, the process of how to move the earnings from a foreign market to the Aruba Aloe bank account in Aruba also has to be considered, or whether the company opens up an account in the country of operations is more beneficial. 
In the case of Aruba Aloe, the company has to look into how payments are made in The Netherlands; first of all, the difference in currency needs to be examined. While all other markets operate using the dollar, including Aruba, there is no loss or gain from exchanging the money from Aruban florin to dollars or vice versa due to their fix currency rate. Now with the Euro, the change in currency changes almost daily for the dollar and the florin, which means that a big swing in currency might have an effect financially. To give an example, we can use the fact that most of the costs of making the products and distributing the products are handled with the dollar or florin, yet the profit that will be made in The Netherlands off the products are in Euro’s. A big swing in the currency exchange can be a big difference in actual once the money is again transferred to Aruba Aloe and used in Dollars. This is just one way how the currency differences can cause problems. In order to avoid this problem as much as possible, Aruba Aloe would be advised to open op an account here in The Netherlands, and make all earning transfers to that account and keep the money in that account. That way, the value of the money will not change. This can also serve a different purpose. This bank account can be the main account for Aruba Aloe when or if they decide to expand further in The Netherlands or the EU.
4.6 Promotion

In order to create some type of brand recognition even before the company gets to The Netherlands, it is a good idea to start promoting the company through various media outlets and with the current marketing trends, the most logical and cost efficient place to start is with social media. Social media provides the company with a huge group of people that use these social media outlets like Facebook, Twitter and YouTube. 
By using these outlets and creating an Aruba Aloe account for each one, the company can start connecting and interacting with all the consumers that might be interested in the products even before they get there. This will create a buzz and anticipation for the grand opening of Aruba Aloe in The Netherlands. Furthermore, by using the ad tools that are provided by each of these sites, Aruba Aloe can start advertising the company and its products for a relatively small price on all of the major social sites they wish to make use of. Currently Aruba Aloe does have a Facebook page and a website, but both need to be tailored in order to comply with the trends, language and customs of the Dutch culture/market.  
The Website

Like any company website, there are certain criteria a website should adhere to, in order to maximize the effectiveness of the website. Aruba Aloe has an international website that provides information about the company, its history, the Aloe Vera and the product lines. Furthermore, the website serves as the international order website of the company where customers can order the Aruba Aloe products worldwide. We will first examine the website and all the components it has. In addition, we will look at the different pages and what information they provide and see if they follow the criteria. Furthermore, any changes or additions that should be made will be outlined and explained.
First of all, each website, with no attention being given what the purpose is, should follow certain criteria points to make it a good website that will provide the consumer with a good quality website that is easy to navigate and use. In order to check the Aruba Aloe website, we will follow a couple of question very website developer should ask when making a website and see whether Aruba Aloe follow these points. The first of the questions is: Why are you creating this website? The purpose of the website should always be the main focus point when creating a website. The answer to this question will determine the content, design and development of the web pages for your website. Is the purpose of the website purely to provide information? Or is it to sell product/services? Once you explore these questions and have solid answer, you will know what type of website you want to make and what the content and design should be. It is clear that the Aruba Aloe website is for the purpose of selling products, because of this, the website has been designed with this in mind. 
The website is well suited for the selling of products, with multiple pages, with each page providing info on the different product lines and the products in those lines, and you can immediately choose to put them in your online shopping cart on the website. Another important question that you must ask is what the target audience is for the company and you should design the website accordingly. The target group for Aruba Aloe has already been examined in the aforementioned chapter about target group, and the target groups for Aruba Aloe are women with a solid income in the age group of 24 to 50 years old. The website is not too flashy and is not overcrowded, making it a good fit with the target group. Moreover, you have to analyze how you want to communicate with your target group on the website. In other words, you can you effectively communicate with your target group to get your point and products across as attractively and effectively as possible. Aruba Aloe has done a good job of communicating their products. From the moment you open the main page, you notice the pride they take of being an Aruban company that deals with 100% pure natural Aloe Vera. The main page makes it very simple to navigate the website which offers a relaxed environment when surfing the website. This shows that the company wants you to examine the website in a relaxed manner which often leads to the consumers browsing the whole site. 
Moreover, the main page is very well used in order to show the new items and packages that are on sale or being given extra attention to. This shows the repeat buyers on the website immediately what the new deals are or what new products the company may have to offer. In addition, by showing all the options for communication with the company on the main page, like the customer service phone number you can call, the newsletter you can sign up to and the email signup to create your account, it shows that Aruba Aloe wants to communicate with their customers. This gives the consumer a feeling that the company is very client oriented.  
The fact that they offer all this information on the main page is also important because like any company that sells their goods online, the clients like the have fast access to all the information when shopping online. The most useful addition they added to the website is the customer review box. This is certainly a good tool to show to consumers the thoughts of other buyers of the products sold by Aruba Aloe. Each customer that buys an Aruba Aloe product, either in a store or online can give their two cents as to what they bought, what they think of the product and if they would recommend it to someone else that might be interested to buy the same product. Moreover, this also benefits the company. If a product does get a bad review, they could use the information given by the consumer and use this information to improve the product. This way, the company always supplies the buyers with the highest quality products and also tends to their need, which again shows the fact the company is very client friendly.

While the website has many great qualities, there is much room for additions and improvements.  To understand why something must be changed or why some new information should be added, we will examine these changes or additions and explain what type of benefit they offer to Aruba Aloe. All the changes are with the idea in mind that we are optimizing the website for the sale of Aruba Aloe products in the Netherlands and with the target group information in mind. The first change that has to be made is the language. A Dutch version of the website has to be added to the main website. The English version of the website serves as the perfect website for the other markets where Aruba Aloe operates, due to the fact that all of those markets speak English as their main language with the exception of Aruba itself. Luckily, this is no issue in Aruba when you consider the fact that the economy is based almost solely on the touristic ventures on the island and the almost 90% of Aruban tourist speak English as their first language. Furthermore, due to the fact that the economy runs on tourism, all Arubans speak fluent English. Now that Aruba Aloe wants to expand their sales into a new market like The Netherlands, it would serve to have a Dutch version of the website. While most Dutch people speak more than adequate English, due to the size of the market and fact that Aruba has Dutch as their official language, it is expected for Aruba Aloe to have a website in Dutch. In addition, some information needs to be added to the website. 
Even though the website has an extensive summary of the company’s history; it lacks more information as to why Aloe Vera is a great ingredient for their products and how they make their products. While they do provide a tour of the museum and factory, this information is then only available for the people that visit the factory. Aruba Aloe should also provide the readers with information like the mission, vision and goals of the company. This provides the readers with the information they might want to know of the company and increases the trustworthiness between Aruba Aloe and the public. In this age of fast information, where everything can be found on the internet, people expect to obtain all the information they want on the website itself. 
So under the tab called “About Aruba Aloe” on the website, they should add an extra information in the tab called “Our Aloe Vera”.  This information should include how to cultivate the Aloe Vera, the procedures used in the factory to obtain the Aloe Vera gel and how to mix it with other ingredients to get the great products they sell. This can also be used as a great tool to push to fact that everything is natural and how they make the natural products. Under the same tab, they should also add just some general information about the Aloe Vera plant and explain why it is such a great plant to work with. This will provide the consumer with valuable information that can make him more inclined to try out the Aruba Aloe products. In addition, extra information on the ingredients of each product should be listed on the website, under each tab of a product. 
On the main page of each product line, it states what they use to add to the Aloe Vera to make the products, but very little information is given to which actual ingredients are used and how much of the ingredient is added. 
Most of the competitors here in the Netherlands, like The Body Shop provide that information. On every product page on the website, there should be an ingredient fact sheet added. This way you can again highlight the fact that the products are all made with natural and/or organic product and prove it right on every product page. This will give the buyer a better understanding of what exactly goes into every product and help him make a better decision between the similar products as to which one he or she might want to try.
Lastly, Aruba Aloe also has a newsletter where visitors of the website can sign up for. These news letters are received through e-mail and provide information on different subjects. These newsletters serve to keep old and new potential buyers up to date with any major changes or news in the company. While these newsletters are a great idea to disseminate information, some changes have to be made in order to make them effective for the use in the Dutch Market. First of all, the news letters should be translated to Dutch, for the same aforementioned reasons. Secondly, only information relevant to the Dutch market should be put in the newsletter. 
This to avoid any information that is useless and/or confusing to the Dutch costumer and to make the newsletter as efficient and short as possible, in order to keep it entertaining and short enough to keep the subscribers engaged.

Social Media

While the importance of a properly functioning website is essential in the process of online marketing, you cannot ignore the importance and value of Social Media. In today’s world, every big company makes excellent use of all the possible social media options that are available. Every time you see an ad either online or through the more traditional media outlets, like TV, newspaper, magazines or radio, you automatically get asked to check out the social media pages of the company being marketed. The main advantages of using social media to further expand your marketing prowess and exposure are many and very beneficial. The most important point from a financial standpoint is the fact that it is very cost effective. Most of all social media website are free of charge, both for the company and the users. This makes it virtually free to use online tools to promote your company to over 1 billion internet users worldwide that can see your website and the social media websites you might use. The use of social media channels is a good way of increasing a company’s trust with the clients and increases and improves the quality of the company’s image. This ultimately comes down to the company gaining more credibility and making the company’s ideas and visions clearer to the consumers. (Little, 2012)
The main reason for these positive changes is the fact that the company can engage with the costumers through the social media outlets. This will lead to more interaction with your current buyers that will keep buying more due to your increased credibility and trustworthiness, and you engage many new potential customers as well. 
The great value of engaging and exchanging information with your costumers is the added bonus of access to the costumer’s feedback. While the Aruba Aloe website already has some form of feedback procedure, the social media outlets will increase the amount of feedback you could receive and add new dimensions to the feedback that you receive. Instead of only getting information on what them costumer has already bought and reviewed, you can now access new information like what they would want to see made by the company, what the costumers think of your new ideas and also if they are into your new products, advertisements or future expansion in any area. Moreover, the world of social media serves as a very fast highway of news spreading. Once one client likes the page, or re-tweets some information that you might have posted, all of costumers get to see the information and also might consider taking a look as to what you as the company posted. This creates a snowball effect where from the first person to pick up the new information leads to many new costumers taking notice of your company. (Pencak, 2012)
As great as the social media outlets can be, you must examine and analyses the various possible sources you can use to promote your company. This way you can use these social media websites as efficiently and effectively as possible. There are multiple social media sites with new ones popping up every day, but the main social media websites should receive the company’s main attention. First of all, the most famous of all and used of all social media websites is Facebook. Facebook has over 800 million users worldwide and provides a great platform for information giving and receiving feedback. As a company you can make your own personal company page that can receive an unlimited amount of people that like the page. With costumers liking the company page, they would receive any information that the companies updates on their Facebook page. This keeps the people that liked the page up to date with any new information provided by the company. Aruba Aloe does have a Facebook page available, but due to the lack of effort to promote the Facebook page by any means they have a small amount that follows the page. When marketing the company in a new market, especially the Dutch market, it is imperative to use Facebook to help promote the website and the company. After opening the Facebook page, it should be linked to the main website of Aruba Aloe, as well as other social media websites and also the newsletter. This way you can ensure the maximal exposure for the Facebook page of the company. If a company does decide to use Facebook in order to promote their company, there are a couple of steps that any company should follow in order to make optimal use of the website and to protect the company in the process. 
Firstly, every company should create just a fan page and not a personal profile page. The main difference lies in the way people follow the page. In a profile page, you can only have 5000 people befriending you, which obviously limits the amount of people that can receive information. A fan page has an unlimited amount of people that can follow you on Facebook. Furthermore, you have to properly customize your fan page in order to show only the information you want shown in your page. This can be in the form of loading pictures, what information is accessible when liking the fan page and if you allow the people that like the fan page to have the chance to write on the wall or not. All these important decisions have to be made before hand in order to have a fully functioning fan page by your standards from the start. By following these steps, a company fan page on Facebook can provide you with a lot of quality information, a platform to communicate with your old and new costumers and the company gets to show what they are all about. (Kramer, 2012)
In addition, every company should use Twitter as well to help promote the company. Twitter has been one of the fastest growing social media outlets that really have had a big impact on how many companies promote their products. Twitter is a micro blogging social network platform that enables users to send and read text based posts of up to 140 letters. These short messages are known as tweets. With over 140 million users worldwide, it is considered one of the largest and fastest growing social media platforms. Twitter has over 1.6 billion search queries a day, making it one of the most used platforms for information searching worldwide. Because of its micro blogging nature, people are way faster to update their twitter feeds and also read more information from twitter, this due to the fact that they limit of characters that may be used makes the information put out very fast and efficient ("Twitter turns six," 2012). When a company’s decides to use Twitter, they can also link their Twitter account with their Facebook, which allows for information exchanges between 2 social networks at the same time. Moreover, any tweet made by the company, can be re-tweeted by any Twitter user following the companies and made public on their own Twitter feed. This allows for faster information spreading than Facebook. 
When used in combination with the largest social network in the world, Twitter can be a very effective tool for any company looking into social media. It provides all the benefits of Facebook in a smaller size and allows for very fast information and news spreading through the world of social media. Just like with Facebook, every company should analyze the proper ways of using Twitter. Make sure you only tweet about what your company wants to express to the users, and make sure that all confidential information stays confidential. Upload proper pictures that show the users what your company is about and make your tweets fun and inviting. Another great feature of Twitter is the fact that you can get the company to trend on the website.
 This means that every time that someone talks about Aruba Aloe on twitter, the world will see that Aruba Aloe is trending on the website. The more it trends, the more people want to know what it is, more people will check it out, the more it will trend etc. So by using twitter you can have Aruba Aloe trending in The Netherlands which increases the company’s popularity. (Ward, 2012)
There are other social media sites that can also be used to further enhance the effectiveness of your website and your social media outlets. One of the most used social websites used is YouTube. YouTube is a video-sharing website that allows any user to upload and show their videos to all the users of YouTube around the world. With over 800 million people visiting YouTube every month, it has grown to the largest online video sharing website in the world. YouTube can also be linked both to Facebook and Twitter, making it the perfect video-sharing tool to use in combination with the other two social media platforms. 
Aruba Aloe provides a video on their website that shows the factory and museum, and this video can be uploaded onto YouTube and linked to Facebook and Twitter, making it instantly available for 800 million users of the three social media platforms to see.  Furthermore, Aruba Aloe can also use this great video-sharing tool and make new video’s showing how the products are made, how they come up with the ideas, for example giving a video edition of the history of Aruba Aloe. This would create even greater trustworthiness with the old and new buyers by showing them that nothing is a secret and everything can be shown proudly. Any new products can also be marketed by making a short video promoting the video. Another possibility is that buyers can upload video’s giving reviews of the products and give their opinion. This is a great tool to engage the buyers and receive great feedback. By combining these crucial social media elements to any marketing plan, you greatly increase the effectiveness of the marketing plan and the amount of people it reaches. These cheap, easy and useful tools can really make the difference when it comes to exposure, especially when you are entering a new market, thus improving your chances for success. (Kramer, 2012)
Mass Media
The use mass media also form a viable way to promote the company. By using the information gathered on the target group, Aruba Aloe could use mass media marketing with the preferences of the target group in mind. The most obvious and used form of mass media is the television. This is the only mass media tool that both provides images and sounds, making it the most effective tool of mass media to get your point across. Another great advantage is the fact that virtually every household in The Netherlands has a television. On the other hand, the price of running a commercial on national television is very expensive compared to the other forms of mass media. Furthermore, it is the most costly form of media to create and make as well. 
The use of television is too costly for a small company like Aruba Aloe and it requires too much financial funding to use. Even in Aruba, where the company does most of its business, Aruba Aloe does not run television commercials. This is why Aruba Aloe should not focus on television advertisement in The Netherlands. Secondly, the radio is a well-known and used form of mass media that also has great reach and is available in every household and car. Because of the different radio stations that each have their own target group, you can more easily reach the group of people that you want to reach. 
On the other hand, the cost of running multiple advertisements on the radio are less expensive then running an advertisement on the television, but still more expensive than the other forms of mass media, making it one of the more costly options. Considering the other options that are also available for Aruba Aloe, they should not focus their marketing to radio at this point. Lastly, printed mass media is a great option for any company. Printed mass media consist of newspapers, magazines, posters, folders and flyer’s. This is one option that Aruba Aloe should definitely explore and use for the marketing of Aruba Aloe in The Netherlands. It is a cheaper form of mass media marketing than the television or the radio. The newspaper is a great tool to expose the company to the public, especially in The Netherlands, where public transportation is a huge part of the infrastructure and many people use. Usually at train station and other forms of public transportation, many free newspapers are handed daily out to the commuters. 
This offers good exposure of the company by running advertisements in these newspapers. In addition, you have the national and regional newspapers that are sold on a daily basis. The national newspapers reach a good amount of the Dutch public, and should be used to really expose on the national level. The regional newspapers should also be used, especially in the metropolitan area, which is part of the characteristics of the target audience for Aruba Aloe. Moreover, magazines offer a smaller group of people reached, but you can focus more on your target group. Magazines that also share the same target group as Aruba Aloe, which means women with a solid income in the age group 24 to 50 years old in the metropolitan area should be used. This can include magazines like Vogue, Elle and Allure. By advertising in these magazines you really expose the company to the target group. 
To conclude, printed mass media provides Aruba Aloe with various great options to promote and expose the company in The Netherlands. Aruba Aloe should look to run small but effective advertisements in the free newspapers given out at the public transportations establishments, as well as the national and regional newspapers abovementioned. Moreover, Aruba Aloe should run some advertisements in the magazines that reach both target groups. Lastly, flyers and folders should be made and handed out to the ethnic stores or establishments in the metropolitan area. This way you also reach everyone visiting these stores and establishments.

Trade Fairs
After working on the marketing of the company through online and mass media, the last type of promotion that deserves some attention is exposing the company on the level of trade fairs. A trade fair is an exhibition that companies in a specific industry or sector organize in order to showcase and demonstrate their latest products, production techniques and services. They also serve to study the activities of the competition, current market trends and opportunities. There are two types of traditional trade fairs. There are the public trade fairs where the public can attend these fairs and there are the trade fairs where only people that work in the industry can attend. In order to find the right fair trade to attend, any company must first research the possible trade fairs that are suitable for the company. There are many different websites that list all of the fair trades happening every year. These website mostly provide basic general information on the fair trades. They might also provide additional information, for instance registration fees and requirements, the space allotted to each company, what companies are planning to attend the trade fair and past information about previously organized fairs that detail how many people attended these fairs and what is to expect at the trade fair in question. This would require the company to do their own research and make all the decisions. To give an example of how this is done, a trade fair will be searched for in The Netherlands that could be one which Aruba Aloe could attend. By doing this we can see the information that is available, choose whether going to this trade fair would be beneficial for the company and also see what is needed in order to attend.
First of all, a simple search engine inquiry is done, and immediately many different sites offer information on trade fairs in The Netherlands. For this example, we will choose the first website link available and go from there. The first link featured after searching using the term “Trade Fairs in the Netherlands”, is a website called Biztradeshows.com, which is a site that lists all of the trade fairs internationally, including the ones being held in the Netherlands. The website also provides a list of sectors to choose from, where you can more accurately look for the trade fairs you require. By narrowing down the trade fairs by sector, you will get a list of the trade fairs that are actually relevant for Aruba Aloe. After doing this, each trade fair listed needs to be examined to check whether it can be and should be attended by the company. For this example, we will choose the cosmetics sector, and the first trade fair listed in this sector. Even though the first one to pop up is a trade fair that has already taken place; we will use this one for the example. The first trade fair to pop up is one called “Vakbeurs Uiterlijke Verzorging”.  It states: “In the very first month of 2012, a show named as Vakbeurs Uiterlijke Verzorging will be organized in Gorinchem. The show will begin on the 21st of January and will go on for three days. The show will be related to beauty products and will really be very beneficial for the business promotion of products and services related to beauty. The show will provide a chance to the companies which deal in this field to showcase their products and services which will help them to increase their business and to attract new customers. People who are interested in beauty products and services will visit the show as they will be able to choose products and services as per their choice. ("Vakbeurs uiterlijke verzorging”). From the description, it seems to be an adequate trade fair to attend as a first trade fair, mostly to get the brand name out into the Dutch public. The people that will visit this trade fair are people that are interested in all goods that have to do with body care, including hair and skin care, which Aruba Aloe focuses on. So as the company, you may decide to attend this trade fair. On the top right corner of the website there is a registration button that reads book a stall. Here you fill in your company information and register for the trade fair. 
After doing so, there is still other issues that need to be handled before departing for the trade fair like booking flight tickets, booking a hotel nearby, trying to find out how to get to the trade fair. Most of these big halls that can handle big trade fairs have hotels nearby and also easy access to the trade fair. While taking the responsibility of looking for a trade fair and making all the arrangements required is possible, there is an easier and more fool proof way to handle getting to a trade fair. Another option for getting into trade fairs is by doing so through an intermediary. This means that they could use companies that specialize in connecting business internationally. This option might be more costly, but by having experts analyzing your company and investigating which trade fair would be the best for you improves the chance of finding the right trade fair and also increasing the chances of opportunities that can be obtained at such trade fair. 
Because of Aruba Aloe’s entry to the Dutch market, it makes sense to make use of a Dutch company that knows about all the fairs that take place in The Netherlands. One of the main companies that handle such jobs is the Netherlands Council for Trade Promotion in The Hague. This company has been helping companies broaden their horizons for over 30 years. They work very closely with the Dutch Ministry of Economic Affairs, Agriculture and Innovation. This ministry has a special division in the economic affairs department that specializes in international business promotion for Dutch companies. By combining the information of both companies and also the extensive network they possess, the Netherlands Council for Trade Promotion has the most experience and the most knowledge in The Netherlands to help any company with going into foreign markets. They also help all companies looking to get into the Dutch market as a foreign market by giving them all the market information they might need and also helping them by finding the right trade fairs and handling all the procedures required to participate in such trade fairs. In order to properly asses how to help you, the company holds interviews with the company looking for the services of the council and also investigate the company. This way they can provide the most efficient and effective help possible. It is advisable for Aruba Aloe to look into acquiring the services of the Netherlands Council for Trade Promotion.
 Even though the expenses of doing so might be higher than exploring all the trade fair options by the company itself, the lack of experience in the Dutch market and the lack of knowledge when it comes to trade fairs in The Netherlands would make for too much of a gamble for the company itself to choose one and invest all the money to get there, and it being not a good choice. By using the a company that specializes in such matters, the chances for getting it right the first time are greatly increased and Aruba Aloe will not have to deal with all the additional work in order to get there. This makes for an easier first time. From there on can the company chooses to start looking into the trade fairs, now that they know what to expect after the first couple of times. In order to get into contact with the Netherlands Council for Trade promotion, Aruba Aloe can look for more information on their website handelsbevordering.nl. The website will provide all the information needed to get in contact with the right department and start looking into the possibilities. 
4.7 Distribution (Place)
In the export marketing mix, the distribution aspect talks more about the actual physical distribution and the processes that are accompanied by such actions. In the external analysis part of this research paper, the whole physical distribution aspect is detailed quite extensively. Nevertheless, the actual paperwork aspect of the export is not detailed, and will be done in the export marketing mix. 
In the distribution analysis, it was recommended for Aruba Aloe to make use of the existing companies that have long standing relations and experience with shipping by sea to the Netherlands. Most of the time, these companies handle all of the necessary paper work for the whole process. By letting the shipping companies to do this, Aruba Aloe can rest assured that the shipping company will take of these operations quite effectively. Most shipping companies are great at handling all the paperwork and will provide Aruba Aloe with a copy and explanation of all the paper work handled with each shipment. The importance of proper paperwork is essential, especially in the aspect of customer service for the possible distributor of the Aruba Aloe products. In order to keep the customer service high, there are different aspects which need to be constantly checked in order to check that these are up to par and the wishes of both the company and the costumer. Aspects like distribution channels, physical distribution, and market coverage. The first two aspects abovementioned have already been detailed in the external analysis. 
Market coverage is not really of essence when dealing with a distributor that is willing to exclusively sell the brand in a market, especially when it comes to such unique products like Aruba Aloe products. Another aspect that needs to be considered is the location where Aruba Aloe would open up a store. With the information gathered on the possible consumer and how the Dutch market is set up. 
It would make sense to start out opening stores in the largest of the cities like Amsterdam, Rotterdam and The Hague and focus on finding locations in the busiest part of the main center. This is also were other hair and skin companies are located and where most of the population, including the possible target group do most of their shopping. By starting off at these locations, Aruba Aloe can then gauge how well the products sell in the most populated and visited spots in the Dutch market. 
To provide a concrete look as to how the whole distribution process would take place to the Netherlands, a preview of how it would be done will be given. For this example, we will say that Aruba Aloe has decided to open up a branch in Amsterdam. They have one intermediary, a merchant that has decided to run a store selling Aruba Aloe exclusively. This merchant is an Aruban living in the Netherlands that knows about the brand and has decided to become a merchant and help bring Aruba Aloe to the Dutch market. The first aspect that needs to be considered is the size of the store, the possible amount of goods that need to be distributed to the merchant, and how this is to be done step by step. Considering the fact that Aruba Aloe products are small in size, mostly bottles and little cream pots, the actual store size does not need to be big in order to show off all the products and also have a small space for storage. So for this example, we will assume that the store which the merchant decided to rent in Amsterdam has 20 square meters of store room and 10 square meters for storage room. This is roughly the same size of other stores in The Netherlands that sell hair and skin products like The Body Shop, Lush and Sabon. This gives more than enough room to showcase all of the Aruba Aloe products and also enough space to store a considerable amount of products for stock, thus minimizing the need for constant delivery of products. The other company’s abovementioned all have various locations in The Netherlands, where they can have a large warehouse or storage unit that holds all the products that need distributing to all of the branches. Aruba Aloe is going to start with their first store, and with only having to provide a certain amount of products for this one store, renting a warehouse or storage unit is excessive and unnecessary. With this information in hand, it is time to look how Aruba Aloe intends to get the products to the store in the Centre of Amsterdam. 
The actual route the products will have to travel to get to the store include sending from the goods from the factory by land to the shipping dock in Aruba where it will be put into a container and from there on travel a long journey across the Atlantic ocean and get to the Rotterdam port. From here, the goods will again travel by land until arriving at its final destination in Amsterdam. The first step is getting the goods from the factory to the port in Aruba. Considering that Aruba is a very small island, the trip is very short and the amount of goods to be shipped should fit into one big delivery truck. This means loading the goods into one truck and getting them to the shipping dock. Aruba Aloe already possess such trucks that make the other deliveries required for the other stores operating in the foreign market, and if any of these markets work with the same process of shipping by sea, it facilitates bringing the goods to the same port in Aruba. From here, the goods need to get transferred into a container. The actual container size is easy to deduce. Considering the fact that Aruba Aloe goods are made in small packages and are easy to put in boxes, making them very stackable, a 20 foot intermodal container which provides almost 33 cubic meters of space is more than adequate for the shipment of enough goods for one store and some for storage. ("20 foot shipping containers,”). In order to get the goods into the container, the use of euro pallets should be made, considering that it’s the easiest and most used type of loading goods onto containers. Once the goods are stored into the container, the goods are loaded onto the ship. From here they travel by sea to the Rotterdam port. To handle the sea shipment process, Aruba Aloe can look into one of the companies that deal with sea transportation in Aruba. The most well trusted and secure shipping company in Aruba that can help Aruba Aloe exporting to The Netherlands is Bon Bini Cargo. This shipping company provides any company with expertise and all the help needed to deal with customs, renting out the right container and having it shipped to the desired location ("Bin bini cargo," 2011). While it may be a bit on the more expensive side then doing some of the work by the company itself, with the experience and knowledge that Bon Bini cargo possesses, the shipment would be done right the first time, avoiding any mistakes that may cause into further payments needed to be made, for fines for example. 
This also takes of all of the responsibility of the cargo of the hands of Aruba Aloe and makes Bon Bini Cargo responsible for the shipment. This is a good insurance to have in case that something happens to the cargo from the moment it gets into the container until the moment it arrives at the Rotterdam port. One can see that they have a Dutch shipping company as one of their partners listed on the website. This shows that they already have a secure and established connection with The Netherlands and have experience with shipping in this route. Once the goods get to the Rotterdam port, it is the job again of Aruba Aloe to get the goods to the store in Amsterdam. The easiest way to do this is to hire a company that specializes in the transportation of goods in The Netherlands. The first company that pops up after a quick search online is Hereijgers. This company specializes in the fast shipment of goods in The Benelux area and is established here in The Netherlands ("Hereijgers Benelux transport,”). The company will pick up your goods in Rotterdam and deliver it wherever is necessary. With over 80 years of experience and having a great network in the Benelux area, they can provide all the shipping needs in The Netherlands and even in the Benelux in the future if Aruba Aloe decides to expand into those markets. This example gives a clear view as to how the complete distribution process would look like and what Aruba Aloe needs to look into in order to make the shipping of the efficient and effective as possible. 
By making use of all these companies that have ton of experience and knowledge, the shipping process would be done professionally by people that know what they are doing and also take the responsibility upon themselves. This can give Aruba Aloe a sense of trust and a guarantee that the products will get to their destination.
In order to get a more accurate idea as to how much it would cost to export to the Netherlands, Bon Bini Cargo was contacted and the price of transportation was asked. The question asked to the company was the estimated price for the shipment of a 20 foot container from Aruba to the Netherlands. The estimate given by the company suggested that the price would be around 2600 Euro’s, which at the current exchange rate would come out to about 3325 Dollars. The reason for  the conversion is simple, Aruba Aloe work by using American dollars on Aruba and all other markets in which they operate, and due to the fluctuating exchange rate, the costs need to be exchanged into dollars every time in order to get  a more accurate price. The price also includes the transportation of the goods from the Rotterdam port to the store in The Netherlands and any other additional transportation requirement. While this is only the transportation fee, the customs fee must also be included. To get such information, both Allways transport which is the partner company of Bon Bini cargo as well as Hereijgers Benelux transport were contacted, but without more concrete evidence as to what is being send they were unable to give much information. 
They did however recommend looking at the costs of exporting from the United States to the Netherlands to get the most accurate estimate because of the fact that the customs clearing is the same procedure for most countries and the United States get their estimate in dollars, which is what is required in this cost price. According to the World Bank estimates of the time of 2007-2011 the costs of exporting to The Netherlands including all the additional costs like costumes clearance are about 975 dollars ("Cost to import," 2012). One has to take in consideration that the distance traveled by the container from the United States to the Netherlands is much shorter than shipping from Aruba to the Netherlands. In order to give a more realistic total estimate price of transporting the goods from Aruba to the Netherlands, we will add the transportation costs number provided by Bon Bini Cargo and the price of import per container from the United States to the Netherlands to get an estimate. While the price per container also includes the transportation costs, by adding both these estimates you get a higher number that it might actually be, so if the total costs of transportation turns out to be less, it only works in the benefit of Aruba Aloe. The transportation costs provided by Bon Bini Cargo added to the Price per container cost from the United States to the Netherlands which includes all the additional charges like customs clearance gives an estimated cost of 4300 dollars for total transportation from Aruba Aloe to The Netherlands. 
4.8 Price
To determine the price that Aruba Aloe should put on the products in the Dutch market, one has to take all of the factors that might have an impact on the price in consideration. These include the production and manufacturing costs, the import costs, the shipment costs (distribution), the change in currency and the competitors. Each of these factors might have an impact on what the price of the product would be in the Dutch market.

The least important of the factors that needs to be considered in order to determine the product price in this situation, is the production and manufacturing costs of 
Aruba Aloe products. This is due to the fact that nothing changes in these operations as compared to any other markets Aruba Aloe operate in. All of the production and manufacturing operations are done in Aruba and thus remain the same for all the Aruba Aloe products made, even if they enter different markets.  This is sometimes not the case, for example companies that have multiple factories in different countries, causing sometimes a difference in production costs due to price changes and laws of that country in which they make the products.

The import and shipment costs are always of importance in situations where the company has no factory in the country in which they wish to operate, like how Aruba Aloe only produces in Aruba but always has to export and ship the products to other markets. This means that depending on where the market is located and the costs of shipping have a big impact on the actual price at which the products would be sold in that market. When you consider the fact that The Netherlands is the most far away market that Aruba Aloe will operate in, it would be logical to assume that the export and shipping costs would be high due to the distance. But as previously mentioned in this paper, the excellent relations between Aruba and the Netherlands based on their history and political and legal status have secured safe and relatively cheap shipping costs to The Netherlands for Aruba Aloe. Nevertheless, compared to the other close markets that Aruba Aloe operate in, the actual shipment and exporting costs will be higher than normal and thus have an impact on the price. 
The currency change is of outmost importance in this situation. Aruba Aloe does operate in many foreign markets, but have had the luxury that all of these markets operate using the American dollar, facilitating the currency factor in determining the price of the products. However, with the sight on the Dutch market, they now have to take in consideration the fact that The Netherlands which is part of the European Union operate using the Euro as their currency. This will pose a different problem which they have yet to face, but which is one that is relatively simple to handle. The Aruban Florin is fixed to the dollar, which has the effect that they value never changes. This is not the case with the euro, where the currency exchange changes almost daily. So now with the entry to the Dutch market, the currency change checked every time a deal is made with an intermediary (if there is one) or when choosing a price for a product.

In most situations of determining a price for any products, one has to look at the closest competitors in the market in order to assess whether you are even in the same price range. This is especially important for price fighters that are looking to give the cheapest price possible while still making a profit. This might not be the case with Aruba Aloe, because of their high quality products, but in order to even be attractive to the consumers, the prices given to these products should be in the same range as its closest competitors. Of the prices are too high compared to the nearest competitors or substitute products, the chance of actually selling the products drop quite a bit. As previously mentioned, there are no real direct threats for Aruba Aloe in The Netherlands, because there are no other companies that operate here, either national or international companies that deal exclusively with Aloe Vera based products. This includes companies that also offer a vast array of hair and skin products which are based on natural ingredients or based on plant based ingredients. In this aspect, the biggest and most well-known threats would be companies like The Body Shop and Lush. Both these companies offer some type of competition and are the most similar type of companies when compared to Aruba Aloe. By using these companies as gages as to how to price the products, Aruba Aloe can ensure that they do offer the greatest Aloe Vera products while still competing in the same price range like the abovementioned companies.
Aside from these aspects, the promotion required to properly market these products also play a significant role in the price. A complete marketing campaign entails many different types of media that are used, with most of the mass media options being quite expensive. In this case, Aruba Aloe will do the bulk of their advertising through online social media sources and their website. This makes for a relatively cheaper way of marketing the company. 

With these main factors in place and the other points discussed in the export marketing mix, an idea can be given as to how Aruba Aloe should determine the prices for their products in the Dutch store. The export marking mix aspects will be considered first to decide which ones and how they will affect the price. 
With the export marketing mix aspects accounted for, the other aspects in the price aspect will be examined and an idea as to what the price of the products should be will be given. First off, the least important aspects in this specific situation are the presentation of the product, the process aspect, the personnel aspect, the problem solving aspect and the physical proof. The presentation aspect is of little relevance to any change in the price that could be made, because it barely has to change and the change it has to make will be at no cost. This is an advantage of having every aspect of production in own hands. The process aspect showed that some changes need to be made to the online support and the website, and also giving advice on some other type of services that Aruba Aloe can provide, but again, these changes are minimal and should be of no additional costs. 
The physical proof aspect is of no relevance to Aruba Aloe, because they only provide tangible products and the only aspects that might cause some insecurity are dealt with in the process part of the marketing mix. While there are some changes as to how Aruba Aloe would handles the problem solving aspects as opposed to the other markets they operate in, it can be argued that the same team that handle the legal, financial and custom regulations for Aruba Aloe now will handle the new issues that arise with the move into a new market as well. The personnel aspect of the marketing mix would only be relevant if they decide not to use an intermediary and run the store themselves, but as discussed in the distribution aspect of the external factors of the SWOT analysis, it was advised not to do so and have a merchant be used as an intermediary. This makes the personnel aspect of the marketing mix of no use and needs not be considered in the price.

One aspect that will affect the price of the products is the promotion aspect of the marketing mix. Every company has to invest in the promotion of their goods. To which extent this is done is the main factor of importance here. Aruba Aloe will make use of online social media sites to promote their products, which are done at no initial costs, as well as using the website, which is already running and only requires a bit of modifying making it suitable for promotion in The Netherlands. 
The only expenses which will come from promoting the company is making the flyers, posters and brochures and also from any ad space Aruba Aloe may choose to buy in order to run advertisements in newspapers and magazines.

The one aspect out of the export marketing mix that will really cause an effect in the price of Aruba Aloe products is the Place (distributions). There are many factors regarding this aspect that will have a big impact. The first thing that comes to mind is the distribution of the products from the main factory in Aruba all the way to the store in that will be opened in the Dutch market. This includes getting the product from the factory by land to the shipping dock, which is of no real added cost, because Aruba Aloe already has the transportation required, makes other trips for the other markers in which they operate and the small distance it has to travel. From here on, the shipping company that is hired to take care of the shipping by sea to the Rotterdam port. This includes renting the container, the shipping costs of getting them there and the paperwork required. There are also the customs costs when claiming the goods in the port. From here on, getting the goods form the Rotterdam port to the store will also cost money. This is without including the help of unloading the shipment into the store by the company. On top is these changes, the actual renting, decorating and fixing the store in order to be operational will also increase the total money cost of the products. There is little one can do regarding the renting prices. The price of renting a location in any downtown in any big city is going to expensive. This is even more the case when you are talking of big cities like Amsterdam or Rotterdam. The decorating and fixing the store to become operational should be the concern of the merchant that will sell the products. 
The material needed to decorate the store needs to be provided by Aruba Aloe, because of all the material should have the Aruba Aloe logo and other attributes like the colors and pictures on them. 

However, with all these aspects taken on consideration, one still has to look at the competitors or substitute products and see how to best match up with these companies. Even though Aruba Aloe is not a price fighter, rather a quality products provider, there are still a couple of threats out there that can cause the consumers to choose for their products instead of Aruba Aloe’s because of the price.
With all of the above taken into consideration, it is clear that the major additions to the total costs for the company would be the distribution costs which are estimated at 4300 dollars, minor costs for promotion (if done mostly by social media and online sources) and any promotional material that could be sent to the merchant that will sell the goods in The Netherlands. By making the decision of using a redistributor in The Netherlands to sell the goods instead of opening their own store, Aruba Aloe really minimize the costs and also the risks of entering the Dutch market. 
With a rough addition of 1000 dollars for initial promotional and presentation costs, we can make a rough estimate as to how much the additional costs need to be taken into considerations are, which roughly to 5300 dollars per container shipment. This shows that Aruba Aloe would not have much additional costs to enter the Dutch market.

With the addition of the merchant that will sell the Aruba Aloe goods in The Netherlands, two deferent price suggestions need to be given. The first one is at how much Aruba aloe should sell the goods at a wholesale price to the merchant and how much the merchant should initially price the Aruba Aloe products at in order to make profit and also be competitive in the Dutch market.
With no information about the wholesale prices of Aruba Aloe available, it is difficult to give an exact number for the price. But with the knowledge obtained through this paper, an idea can be given as to how much the price should be. It is no secret that Aruba Aloe has been doing well the last couple of years with expansions in multiple areas, showing that the current prices which are used are providing enough profit while also making sure that the Aruba Aloe prices are competitive enough to sell well enough for a profit margin. The additional costs for Aruba Aloe to send the goods to The Netherlands are minimal when you consider the amount being shipped. It is fair to say that by simply exchanging the wholesale prices of the goods per dozen from dollars to Euro’s, the additional costs would be easily covered. This makes the price of selling the goods very simple, and also provides ample additional margin in order to keep making the same amount of profit. As far as the merchant goes, it would be advisable to do the same as well. 
By using the Aruba Aloe prices that are used in the other markets with great success and changing them into Euros, the profit margin would be the same, which has been shown by the current success of Aruba Aloe to be more then profitable. This will also allow for Aruba Aloe to compete well against other companies in the Dutch market, which sell their goods at about the same prices.
In order to provide a clear overview of the total costs related to the distribution of Aruba Aloe goods to the Netherland, by way of the indirect distribution channel suggested, a price calculation table will be included. The total estimated price shown in this table will reflect the costs of getting the Aruba Aloe products to the merchant that will resell the goods in The Netherlands. The total estimated price of getting the products to the location in The Netherlands should then be included in the calculation of the wholesale prices which will be used to sell to the merchant in The Netherlands.
4.8.1 Total Transportation Costs
	Transportation costs delivery of the products from the Aruba Aloe to the shipping dock in Aruba 
	No real added costs, same truck that deliver to goods from the company to the dock for the other destinations can handle the additional load, 0 Euros

	Transportation costs: Aruba port to Rotterdam port  and then to store location ( Done by Bon Bini Cargo and partner company Allways transport in The Netherlands
	About 2600 Euros

	Customs clearing in The Netherlands
	Estimated to 760 Euros

	Aruba Aloe promotional material for in store use
(Using same templates but changing the info to Dutch)
	500 Euros, includes all the material, which is printed in color and of high quality

	Promotional marketing materials 

(flyers/posters/informational brochures) Changed to Dutch and to provide English information as well
	1200 Euros ( includes an ample amount of promotional material)

	 Total estimated costs
	5060 Euros


5. Recommendations and Conclusion
Many important factors have been thoroughly examined in this paper and by combining the knowledge gained by the analysis of the market, the internal and external factors and the export marketing mix, a structured plan of entry to the Dutch market can be recommended for Aruba Aloe. By following the advice that is outlined in this chapter, Aruba Aloe can make a strong entry into the Dutch market and have a high success rate of having a profitable branch or branches in the Netherlands. 
First of all, the market segmentation has shown the market in which Aruba Aloe would operate in. This includes the needs of the customer group that would be interested in Aruba Aloe and what their needs are. Aruba Aloe can surely provide what the target group, which consists mostly of women between the ages of 24 to 50 with a solid income living in the metropolitan area, need and want in hair and skin products of high quality the market segmentation gives a clear indication that Aruba Aloe can make a successful entry to the Dutch market.
Secondly, the company analysis illustrated the strengths and the weaknesses of the company. While the company might have some organizational and financial challenges still ahead of them, the products that they make and offer are truly unique and offer a very rare opportunity for Aruba Aloe in virtually any market in the world. The greatest strength possessed by Aruba Aloe is having such a unique set of items, with which they can create a niche in any skin and hair product market. The main weaknesses possessed by Aruba Aloe are relatively simple to fix. What Aruba Aloe must do in order to get rid of most of its weaknesses which is the lack of information regarding their organizational and financial status, is to provide more organizational and financial information. By providing information on their organization and financial status they improve the company’s image and give the consumers and other possible stakeholders a better idea on how the company is run. All the best known companies around the world show how they are organized and how their finances stand, and so should a great company like Aruba Aloe. These changes are important aspects, especially when having to deal with other companies or markets. For example, Aruba Aloe wants to come to the Netherlands and open a branch, and by wanting to do so, must start exporting their goods to the Netherlands. As explained in the distribution analysis, this would most likely require a shipping company to handle their shipping operations. It would be logical to assume that the shipping company that would ship the Aruba Aloe goods to The Netherlands would do some research about Aruba Aloe. This is done in order to get a better idea of the type of company they would work with. By providing a much better overview of both their organizational and financial structures, they would ensure that the shipping company has a better idea as to who they are working with and also increase the chance that they want to do business with Aruba Aloe. 
There is no company in the world that does not look into another company and their situation before doing business with them. By reviewing the organizational and financial status of a company, one gets a much better idea of what the company represents and also if they would want to do business with the company. This is just one example where providing more information on their organizational and financial status, which the company already possess internally, would benefit Aruba Aloe.
In addition, the external factors were analyzed and the conclusion of this analysis gave a clear indication of what the opportunities and threats are for Aruba Aloe. The most obvious aspect that could be immediately seen is the great opportunities which are presented to Aruba Aloe. These opportunities are brought on by the great strengths the company possesses. 
The potential group of consumers in The Netherlands is quite large there is little to no direct competition for Aruba Aloe based on the uniqueness of the products offered by the company. The only threat when it comes to competition is the ample amount of companies that can offer substitute products which are made of other natural ingredients. While this might pose a threat, the strengths of the company will most likely compensate for this threat if correctly combined with a solid marketing plan. The consumer analysis shows that the group of consumers that might be interested in the Aruba Aloe products is a pretty substantial group that is formed mostly by people that have the means to buy the products. This also helps with the fact that Aruba Aloe sells product of high quality and does not plan to become a price fighter. The distribution analysis shows that the physical distribution will bring new challenges to Aruba Aloe which they have not yet encountered, but are necessary steps for the distribution to the Netherlands and also any other foreign market in the other hemisphere. The distribution type that needs to be applied is also the same one that the company has been using for their other foreign markets, namely exclusive distribution. Aruba Aloe offers enough products and variation for the brand to be sold exclusively in one store. This is the same strategy used in the other foreign markets where they operate and has been showing great success. When it comes to the distribution channel options the fewer intermediaries the better. There are to options, the first one is not having intermediary and selling the products themselves in a branch or have one distributor as intermediary and have him exclusively sell the products. 
While the current economic situation in The Netherlands is one that is in a current slump, it still is one of the strongest economies in the world. What the main issue would be in the start for Aruba Aloe is the fact that they do not possess any type of international business strategy. The confrontation matrix that was put together by using the SWOT analysis provided many useful strategies that Aruba Aloe can use. 
Of these multiple strategies devised by using the SWOT analysis and the confrontation matrix, the two strategies that are outlined the SWOT conclusions (SO3 and ST2) would yield the best results for the company. Both strategies focus on the strengths of the company seizing opportunities. This should come as no surprise, once you understand that the weaknesses the company has are easily fixed and that the threats do not come by way of competition, rather by lack of experience.
With the strategies in place, the export marketing mix will give a more elaborate plan for Aruba Aloe’s entry to the Dutch market. By combining the main points of the strategies and using the information gathered in the export marketing mix, a plan can be made as to how and what Aruba Aloe could do to improve their chances on succeeding in the Dutch market.
One has to start by scanning the 3 biggest cities in the Netherlands for locations in the busy city centers. Take a look at which one seems to be the one best located and approachable and open shop there. In addition, one has to look into the best way to procure shipping to The Netherlands. This has to be done in order to factor in the costs to the price lists of the products. This gives a clear view as to where the products will arrive and how they will get there. Once those two factors are handled, start focusing on all the marketing aspects that need to be addressed. This includes social media sites, improving and updating the website, looking for ad spaces in both the newspapers and magazine mostly read by the target group. Start off promoting the company even before the store opens. Make sure to organize a grand opening event where everyone can get the first look of the brand. This increases brand recognition and popularity. The marketing scheme should be centered on the strengths of the company. The composition of the products should be highlighted (everything is natural) and also the great benefits of Aloe Vera. Also try to include the long history and unique manufacturing techniques used by the company for more brand awareness. This makes the consumer see that the company has been around for a long time and provide the best quality products around, regardless of ingredients. 
While all of this is going on, the company should look into improving their organizational and financial overviews. This will provide the company with a better resume for other companies, the cities and the consumers to get to know the company better. While this might not seem important at first, who doesn’t for example know how Google, Starbucks or Apple operates? It becomes part of the company’s identity. After fixing the internal problems of the company, a look has to take as to how the pricing of the products are going to be decided. The currency change, shipping costs and the competition all need to be taken into account, without forgetting that the customer will pay extra for high quality products. 
After all of these factors are dealt with, it is time to physically open up the store. Before the company can even do that, training a small group of staff for the first location has to be done. This will require mostly looking for people with past experience selling hair and skin products in the retail business and educating them on what Aruba Aloe is all about and how they operate. After training the first group, they can then eventually train the staff of other locations. As the store makes its grand opening, remember to keep focusing on the marketing plans and on promoting the company as much as possible. Keep making promotional events and packages where the consumers will be enticed to take a look.
To conclude, by following the above mentioned steps which are to use the information gathered through the market definition, the strategies devised by using the SWOT analysis and the confrontation matrix and the advice given in the export marketing mix, there is no doubt that Aruba Aloe will do great in the Dutch market. The last couple of years there has been a trend of going natural or green, and Aruba Aloe fit in well with this trend and really do provide a great set of unique and high quality products. While there might be some challenges that need overcoming, the company will only grow and become more experienced, and maybe someday look into venturing even further in the European market.
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