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Editorial

Equidad de género; esfuerzos desde el
semillero Género y Negocios de la Facultad
de Ciencias Economicas y Administrativas

Viviana Adames Navarrete!

En un mundo de retos y contrastes, generar un espacio para visibilizar
la igualdad de género y la inclusién se hace necesario. La diversidad de mu-
jeres en la actualidad desafia a construir escenarios donde las instituciones
politicas, sociales, académicas ofrezcan posibilidades oportunas, seguras y
constructivas para el desarrollo de ninas y mujeres en el mundo.

La Universidad El Bosque ha demostrado un interés auténtico en pro de
la igualdad de género, tal como lo menciona su politica de género:

El objetivo es promover relaciones basadas en los derechos humanos,
la dignidad humana y la eliminacidn de cualquier accion que lleve a des-
igualdades de género dentro de la comunidad educativa, contribuyendo
a la consolidacion de la calidad desde el enfoque biopsicosocial y cultu-
ral (Universidad El Bosque, 2019, p. 9]

Que importante es construir desde la academia un significado nuevo
y trascendente de mujer en continuo proceso de aprendizaje, crecimiento y
empoderamiento, que relevante resulta ensenar a estudiantes, profesores, y
administrativos el valor de la igualdad, una mirada reflexiva sobre prejuicios
propios, estereotipos, machismos, y sesgos visibles o inconscientes.

Es asi, como el papel de las universidades tiene el reto de garantizar
politicas de igualdad e inclusion, pero también lo deben gestionar desde los
escenarios divulgativos y cientificos que contribuyan en la difusidn de temas
de género, tal como sucede desde el Semillero de Género y Negocios de la
Facultad de Ciencias Econdmicas y Administrativas. De esta manera, se tra-
bajan temas de igualdad e inclusién que se exponen a través de textos con
conocimiento cientifico, que a su vez crean un espacio y una invitacién para la
implementacidn de politicas de igualdad, cambios en estilo de vida y solucio-
nes a problemas como la discriminacidn.

Otro espacio visible y aliado en temas de igualdad son Los Objetivos de
Desarrollo Sostenible (0DS] enmarcados en la Agenda 2030 que busca garan-
tizar un futuro esperanzador y que mejore la vida de las personas al combatir
la pobreza, el hambre, la desigualdad, el calentamiento global entre otros. De
acuerdo con la Organizacion de Naciones Unidas, ONU MUJERES (s.f.) en lo

1 Profesora de la Facultad de Ciencias Econdmicas y Administrativas de la
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que refiere a la Igualdad de género (ODS 5), cuyo propdsito es lograr la igual-
dad entre los géneros y empoderar a todas las mujeres y ninas, para que la
igualdad sea efectiva entre mujeres y hombres, es necesario transformar la
construccidn social de los géneros y eliminar cuestiones de roles, estereoti-
pos y micromachismos.

Tal vez uno de los retos mas cruciales en nuestra actualidad, sea la de
reducir la brecha existente entre el desempleo femenino y masculino; puesto
que sin lugar a duda la pandemia ha hecho vulnerable mas a las mujeres que
a los hombres, exponiéndolas a circunstancias de violencia intrafamiliar, de-
pendencia econdmica, constante estrés y enfermedades.

De acuerdo con el informe Mujeres y Hombres: Brechas de género en
Colombia, presentado por DANE, CPEM y ONU Mujeres (2020), las mujeres se
incorporan al mercado laboral en condiciones de desventaja: mayor desem-
pleo, segregacion e informalidad. Ademas, en Colombia, la probabilidad de
que las mujeres no cuenten con un ingreso propio (27,5%) es casi tres veces
mayor que la de los hombres (10,2%]). En el entorno rural, el tema es mas com-
plejo porque la probabilidad de que una mujer no cuente con ingresos propios
es cinco veces mayor a la de los hombres (35,9% y 7,8%) respectivamente.

Si existiera igualdad entre mujeres y hombres el resultado no solo seria
altamente eficiente, sino que lograria incrementar positivamente los indica-
dores econémicos. Tal como lo menciona la estimacion de McKinsey Global
Institute (2019) “Al cerrarse las brechas de género en participacion econé-
mica, las horas trabajadas y en la productividad, se anadirian 28 billones de
ddlares al PIB mundial en 2025, lo que equivale a la suma de las economias
de Estados Unidos y China”.

Chin Ning Chu.
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Lo anterior demuestra los efectos positivos de la igualdad y nos habla
sobre la posibilidad que tienen las mujeres en acceder al trabajo, con bene-
ficios que no solo incrementa el PIB, sino que a su vez reduce la pobreza, la
dependencia econdmica y por ende indices de violencia.

Una ultima reflexidn, no podemos esperar en un entorno muchas veces
indiferente, donde ser mujer se convierte en un riesgo, en un problema, en
un dilema de supervivencia. Nuestra respuesta no puede seguir siendo que la
injusticia sea tolerable por temas como la cultura donde diversas situaciones
ponen en riesgo la salud y el bienestar de la mujer.

La voluntad para la realizacién de cambios sobre la igualdad de género
no puede esperar, el momento histoérico es jahora! Cada dia es una oportu-
nidad para ser mujeres y hombres que construyen cambios y escenarios de
progreso, un mundo de negociadoras, administradoras, financieras, interna-
cionalistas, escritoras, deportistas, artistas, cientificas, educadoras, ingenie-
ras, un lugar posible en el que unas a otras nos recordemos lo importante de
luchar por lo que creemos.
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Reflexiones
Percepcion general del emprendimiento
femenino en Colombia de 2010- 2020

Laura Oliveros y Lucia Rincon’

Resumen

Tradicionalmente las mujeres han sido vistas como protectoras del ho-
gar y han sido encasilladas por la sociedad en ciertos roles como las labores
domésticas o en ciertos trabajos como secretarias, enfermeras o profesoras;
situaciones que se derivan de la creencia de que la mujer tiene una capacidad
innata de cuidado, afecto, carino o emocionalidad, relegando tanto a mujeres
como a hombres en el trabajo; en el campo del emprendimiento no es una ex-
cepcidn ver estos estereotipos, partiendo de su misma descripcion: “El concepto
de emprendimiento proviene del francés entrepreneur, y desde los siglos XVIl y
XVIII, se adjudica a aquellos individuos encargados de generar cambios concre-
tos en la sociedad " (Verin, 1892 citado por Rodriguez 2009, p. 96 }, al referirnos
a “individuos encargados de generar cambios en la sociedad” se percibe un uso
de adjetivos que han estado predominantes al describir a los hombres, ademas,

El concepto de Emprendimiento esta ligado histéricamente a practicas
consideradas socio-culturalmente masculinas. Igualmente, algunos de
los atributos asignados a las personas emprendedoras como son la ca-
pacidad para correr riesgos, la autoconfianza, la conquista de objetivos
o la creatividad, constituyen en el imaginario social, caracteristicas atri-
buidas al género masculino. [Diaz Prez & Silva Nifio, 2017, 44]

Cada dia mas mujeres se atreven a emprender, sin embargo, siguen
existiendo grandes brechas de género que les impiden llegar a grandes re-
sultados o conseguir sus objetivos propuestos, dandonos una visién de un
progreso lento, pero a la misma vez significativo, abriendo posibilidades a
mas mujeres de diferentes culturas a tener la oportunidad de emprender
desde sus ambitos locales logrando cambios al interior de la sociedad.

Este articulo tiene como propdsito conocer el impacto econémico y so-
cial que tienen los emprendimientos femeninos en Colombia en el periodo
de 2010 a 2020, identificando las limitaciones que tienen las mujeres debido
a sesgos culturales, conociendo las politicas publicas enfocadas en el em-
prendimiento femenino y la perspectiva e influencia del mercado laboral en
cuanto a estas.

Palabras clave: Emprendimiento femenino, estereotipos, limitaciones de
género, mercado laboral, politicas publicas, cultura de género, patriarcado.
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Abstract

Traditionally women have been seen as protectors of the household and
have been pigeonholed by society in certain roles such as housework or in
certain jobs as secretaries, nurses or teachers; situations that derive from
the belief that women have an innate capacity for care, affection, fondness
or emotionality, relegating both women and men at work; in the field of en-
trepreneurship it is no exception to see these stereotypes, starting from its
very description: “The concept of entrepreneurship comes from the French
entrepreneur, and since the seventeenth and eighteenth centuries, is awarded
to those individuals responsible for generating concrete changes in society
“(Verin, 1892 cited by Rodriguez 2009, p. 96 ), when referring to “individuals in
charge of generating changes in society” we perceive a use of adjectives that
have been predominant when describing men, in addition,

The concept of entrepreneurship is historically linked to practices con-
sidered socio-culturally masculine. Likewise, some of the attributes assigned
to entrepreneurs, such as the ability to take risks, self-confidence, the achie-
vement of objectives or creativity, constitute, in the social imaginary, characte-
ristics attributed to the male gender. (Diaz Prez & Silva Nifio, 2017, 44)

Every day more and more women dare to undertake, however, there are
still large gender gaps that prevent them from reaching great results or achie-
ving their proposed goals, giving us a vision of slow progress, but at the same
time significant, opening possibilities for more women from different cultures
to have the opportunity to undertake from their local areas achieving changes
within society.

The purpose of this article is to know the economic and social impact of
female entrepreneurship in Colombia in the period from 2010 to 2020, iden-
tifying the limitations that women have due to cultural biases, knowing the
public policies focused on female entrepreneurship and the perspective and
influence of the labor market regarding these.

Key words: Female entrepreneurship, stereotypes, gender limitations,
labor market, public policies, gender culture, patriarchy.
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Introduccion:

El objetivo general del presente manuscrito es conocer el impacto eco-
ndmico y social que tienen los emprendimientos femeninos en Colombia en el
periodo de 2010 a 2020. Los objetivos especificos consisten en:

1. ldentificar las limitaciones que tienen las mujeres colombianas al
momento de emprender.

2. Conocer las politicas publicas y ayudas financieras que se tienen
para las mujeres emprendedoras en Colombia.

3. Analizar la situacién en el mercado laboraly como los emprendimien-
tos femeninos influyen en él. Diariamente las mujeres se enfrentan
a un mundo desigual que las aparta constantemente por su género,
encontrandose con distintas limitantes en el hogar, el campo educa-
tivo, laboral, econdmico y social que conforman, estos escenarios de
caracter multidimensional estimulan brechas en el emprendimiento
entre hombres y mujeres.

En primera instancia se identificaran las limitaciones que tienen las
mujeres colombianas al momento de emprender; Mejia y Vargas (2018) co-
mentan que las emprendedoras colombianas son un referente ejemplar para
las demas mujeres latinoamericanas y espanolas, aun asi, su mirada, des-
de una perspectiva patriarcal confirma que histéricamente la mujer ha esta-
do limitada por su capacidad reproductora y su confinamiento a las labores
domésticas, lo que implica reconocer elementos socioculturales limitantes
hacia el empoderamiento socioecondmico en el proceso de construccion del
emprendimiento femenino; no obstante, puntian que a las mujeres se les
senalan “particularidades que promueven y aportan a la generaciéon de em-
prendimientos, que se relacionan ademas con su desarrollo integral y empo-
deramiento, material fundamental para avanzar a propuestas de accion que
permitan emprender en contextos de dificultades” (Mejia y Vargas, 2018, p. 1).

Destacan asi mismo, Mejia y Vargas (2018), la capacidad de trabajo,
el sacrificio y la entrega de tiempo completo, como cualidades que forman
un conjunto de topicos fundamentales para el éxito de los emprendimien-
tos tanto a nivel nacional como internacional, ademas reconocen un cambio
en la mentalidad femenina ya que se recibe un mayor apoyo al apostarle a
sus emprendimientos.

Seguidamente, aluden a que el desarrollo de habilidades para afrontar
cambios en el entorno es fundamental para la toma de decisiones estratégi-
cas; también el acceso a obtener recursos financieros para las emprendedo-
ras es mas sencillo en la actualidad ya que hay entidades que se dedican a

Robert Jordan.

Deje siempre una salida,
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esto. Posteriormente, comentan que el empoderamiento femenino “es el mo-
tor que impulsa el rompimiento de barreras de género” (Mejia y Vargas, 2018,
p. 29) ademas la innovacion, la creatividad y el liderazgo conllevan al éxito de
los emprendimientos.

Por otra parte, en un estudio de caso Pefa, Prieto y Ruiz (2020) encon-
traron que existen varias limitaciones para el emprendimiento en Villavicencio
(ciudad de Colombia en el departamento del Meta), como la falta de apoyo, la
presencia estatal y el desconocimiento de entidades que promuevan y fomen-
ten la creacidon de empresas que apoyen estas iniciativas del emprendimiento
femenino.

En esta misma linea, Diaz y Silva (2017), dan a conocer las distintas
politicas publicas y ayudas financieras brindadas hacia las emprendedoras,
que se enfocan en incrementar y potencializar la participacion femenina en el
campo empresarial. Encuentran que “tradicionalmente, a causa de unos valo-
res culturales fuertemente arraigados al patriarcado, se excluye a la mujer de
determinados ambitos, el ambito productivo y dentro de éste el empresarial
(p. 51)

Se destaca que las politicas estatales respondiendo a las necesidades y
reclamo mundial de incorporar medidas que fomenten la igualdad de opor-
tunidades, derechos y deberes para hombres y mujeres, deben enfocarse y
determinar su impacto social y estructural de forma transversal, en este caso
en particular de aquellas enfocadas al fomento del emprendimiento, ya que
puede ser una herramienta de transformacion que permite ganar autonomia
y liderazgo, generando un proceso de empoderamiento de las mujeres que las
lleve a mejorar su calidad de vida y la de su entorno. (Diaz y Silva, 2017).

Finalmente, el presente articulo aborda el mercado laboral y como los
emprendimientos femeninos influyen en él, demostrando como la partici-
pacidon femenina en las empresas puede ser de ayuda en la incorporacion y
generacién de empleo en Colombia, ademas del fortalecimiento de este fac-
tor en cuanto a inclusion y aumento de la Poblacion Econdmicamente Activa
(PEA), estableciendo un motor econdmico mas fuerte, abriendo la posibilidad
de que las mujeres sean empleadoras y no sélo empleadas.

Es importante resaltar que debido a la pandemia la participacién de las
mujeres en el mercado laboral ha disminuido y esto no solo afecta las bre-
chas econémicas de género “sino que ademas podria exacerbar otros des-
equilibrios dentro de los hogares al reducir el empoderamiento de la mujer,
reduciendo el poder de negociacion de las mujeres dentro del hogar y agra-
vando la violencia intrafamiliar” (Cucagna y Romero, 2021, p. 4). Estos autores
senalan que durante la pandemia lo que ha impulsado la pérdida de empleos
en las mujeres es que “tienden a trabajar en sectores que dependen mucho
de interacciones presenciales vy, por ello, son mas vulnerables a las medidas
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de distanciamiento social.” (p. 4). Lo anterior nos da una breve perspectiva
de como las mujeres se han visto afectadas con la pandemia y los puestos
tradicionales que se les ha brindado a lo largo de los anos, por lo tanto, los
emprendimientos pudieran ser un salvavidas para las mujeres en el papel de
empleadoras.

A suvez al apostar por la mano de obra femenina que “es mas perdura-
ble, busca el desarrollo de la comunidad, genera empleo, estd comprometida
con sus empleadores y es proactiva” (Mufoz y Medina, 2019, p. 30) se genera
una participacion mas activa y diversa en el mercado laboral disminuyendo
una de las brechas de género y a su vez creando un impacto social.

Limitaciones de las mujeres colombianas al momento de
emprender

Los estigmas, estereotipos y limitaciones que vemos dia a dia vienen
desplegandose desde hace mucho tiempo. En el caso de aquellos asociados
al género, los constructos sociales que se encuentran en la actualidad estan
arraigados en ideologias y culturas que han venido forjandose en la sociedad
y el sistema, hoy derivan e impactan en todos los escenarios en los que la
mujer se desenvuelve.

En las distintas culturas, el predominio del hombre sobre la mujer se
atribuye a una serie de aspectos econdmicos, sociales y simbdlicos de
diversa indole; sin embargo, tienen como eje una division sexual del
trabajo basada en caracteristicas «naturales» de los sexos; un anali-
sis mas detenido muestra tal divisién, no solo como sustrato «natural»,
sino también cultural. [Aillén, 1995, p. 68]

La responsabilidad en las tareas productivas discriminatorias, como el
trabajo netamente en hogar, la idea de que solo las mujeres pueden ser se-
cretarias o ejercer trabajos de limpieza y cuidado, también constituyen una
limitante no solo en el desarrollo empresarial de las mujeres, sino también
en el surgimiento de un espiritu emprendedor para que puedan establecerse
en este marco.

Desde un contexto organizacional, las disparidades de género han he-
cho que las mujeres no se visualicen en un campo mas alla de sus ocupa-
ciones actuales, ademas, gran parte de ellas se encargan de las tareas del
hogar; en esta linea es fundamental que se incorporen estrategias que propi-
cien la efectiva insercion y manifestacion femenina dentro de la liberacion de
proyectos y asi poder generar cambios en los constructos sociales, en este
caso la responsabilidad de tareas que limitan el desarrollo dentro de una
empresa y un emprendimiento. Por lo tanto, no solo es necesario conseguir
una mayor igualdad de género, también es importante mejorar los procesos

on él.

Cuando sabemos que

Toba Beta.
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que fomenten el desarrollo del espiritu empresarial (Perez y Tallon, 2017),
Poniendo en practica estrategias como el upskilling (centrado en ayudar a
los empleados a desarrollar mas habilidades para mejorar su desempeno en
su puesto actual) o el reskilling (fundado en que los empleados se capaciten
para poder desempenfarse en otros cargos), enfocados en las mujeres de las
organizaciones se potencializarian y visibilizarian de lo que pueden ser capa-
ces y destruirian el imaginario social que va en contra de su progreso.

Desde una perspectiva educativa no solo desde una institucion sino tam-
bién desde el hogar, se ha encontrado que:

Pese a las mejoras en las tasas de matricula escolar, la calidad de la
educacion es un reto y aun se observan grandes brechas de género en
los resultados de las pruebas de la Alianza del Pacifico. [...) en ellos las
diferencias de género estan mas pronunciadas que en otras regiones, en
particular en matematicas: los ninos superan a las ninas por un prome-
dio de 25 puntos en Chile y Colombia, y por 19 puntos en Peru. (OCDE,
2016, p. 15]

Esto se refleja mas adelante en el area de estudio que elegiran;

El porcentaje de mujeres graduadas en las dreas de ingenieria, produc-
cion y construccion es de 18% en Chile, 29% en México y 32% en Colom-
bia, en comparacion con el promedio de la OCDE de 24%. La actitud de
los padres y maestros, y la confianza en si mismos de los nifos explica
parte de estas diferencias de género en lo que respecta a elegir el area
de estudio [OECD, 2016, p. 16].

Desde un marco financiero, los recursos son una parte fundamental en
un emprendimiento y se ha evidenciado que el acceso a ellos es también una
limitante para las mujeres, esto se da por diversos motivos y uno de ellos se
fundamenta desde una perspectiva cultural, pues se senala que las mujeres
tienen redes de contactos limitadas en comparacion con los hombres, quienes
tienen una ventaja competitiva en la estructura social.

Se considera que, por otro lado, las caracteristicas determinantes para
poder tener acceso a un crédito responden a acciones en las cuales las mu-
jeres han sido histéricamente apartadas y desagregadas, de esta manera no
estan dentro del radar o dentro del perfil que los bancos prefieren para poder
financiar los emprendimientos.

El Parlamento de la Unidn Europea recoge que las mujeres emprenden
con menor capital inicial que los hombres, pero cuando lo hacen, acuden a
fuentes informales como la familia en vez de acudir al mercado financiero
(McCracken, Marquez y Kwong, 2015), de este modo al existir una menor in-
version se limitara el desarrollo y la innovacion del emprendimiento creando
empresas débiles e incluso peligrando su existencia.
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Dentro de la encuesta de la OCDE sobre el emprendimiento se analiza el
porcentaje de mujeresy hombres que declara tener acceso a una financiacidn
para poder iniciar o crear un negocio, en la mayoria de los paises analizados
por la OCDE, las mujeres declaran en menor medida que los hombres que
puedan acceder a dicha financiacion. (Garcia, Villaseca y Gonzalez, 2019)

A continuacidn, se recopila e informa sobre algunas de las politicas que
ha tenido el pais en relacidn con la generacidn y potencializacion de los em-
prendimientos femeninos.

Politicas publicas y ayudas financieras para las mujeres
emprendedoras en Colombia

La mujer en las ultimas décadas ha sido importante para la consolida-
cidn de las economias emergentes, por lo que diversas instituciones naciona-
les e internacionales, como ONU Mujeres, promueven la igualdad de géneroy
el empoderamiento femenino.

Cabe resaltar, que la Agenda 2030 como hoja de ruta que propone aca-
bar con la pobreza, proteger el planeta y asegurar la prosperidad de todos y
para todos, incluye 17 Objetivos de Desarrollo Sostenible, dentro de los cuales
el ODS 5, se enfoca en la igualdad de géneroy el ODS 8 sobre trabajo decente
y crecimiento econémico. Estos dos objetivos pueden ser alcanzados median-
te el apoyo hacia los emprendimientos femeninos.

En cuanto al ODS 5 Igualdad de Género, para Colombia, se evidencia
grandes avances, se estad haciendo un gran esfuerzo y se espera que antes
de finalizar el cuatrienio del gobierno Duque la participacidon de las mujeres
en los maximos niveles decisorios del Estado sea del 50%. (DNP, s.f), ademas
que entre enero y mayo de 2019 se han beneficiado 832 mujeres de los proce-
sos de adjudicacion y formalizacién de tierras ([DNP, s.f). Adicionalmente en
el 2021 se sancionaron 6 iniciativas que buscan fortalecer y apoyar empren-
dimientos, a la par se ha llevado a cabo la feria EVA (Unica feria femenina de
emprendimiento en Colombia).

Segun la fundacion Mi Propdsito (2021) la mujer nunca habia tenido
tantas oportunidades y accesibilidad para la creacion de emprendimientos y
obtencion de empleo, pues ahora, con estas iniciativas, las mujeres podran
lentamente ir estableciéndose en el mercado de manera auténoma.

Por otro lado, Pacto Global Colombia (2020) en su tercera edicién del
reconocimiento a las buenas practicas de desarrollo sostenible 2020 dio a
conocer las practicas que mejor promueven el ODS 5 en Colombia en su ca-
tegoria empresarial, donde algunas de sus ganadoras fueron: Sodexo S.A.S
con el proyecto Diversidad e Inclusidn que se enfoca en la promocidn empre-
sarial para el Empoderamientoy cierre de brechas; Unilever Andina Ltda.y su
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proyecto #Muéstranos, también enfocado a la promocidon empresarial para el
Empoderamiento y cierre de brechas; Gases de Occidente SA ESP con el pro-
yecto Mujeres a la par: construyendo paz desde la participacion politica y se
dirige a la promocion de entornos seguros para la mujer; Repsol Servicios S.A.
Proyecto de fortalecimiento de la competitividad de las empresas asociativas
rurales (Procompite) enfocado en acciones que promuevan el emprendimien-
to en el campo - Rural; por ultimo Servicios Ambientales y Geograficos S.Ay
su proyecto Equidad de Género como pilar para propiciar un ambiente laboral
diverso e inclusivo dirigido al liderazgo en la promocion de mas mujeres STEM

Finalmente, para 2022, el plan nacional de desarrollo contempla en los
articulos 177 y 179 la obligacion de construir una politica nacional de equidad
de género para garantizar los derechos humanos integrales e interdepen-
dientes de las mujeres y la igualdad de género (Consejeria Presidencial para
la Equidad de la Mujer, 2022).

Asi mismo el ODS 8 en Colombia, apunta a fomentar politicas que esti-
mulen el espiritu empresarial y la creacion de empleo es crucial para este fin
(PNUD, s.f.), una de las metas es reducir el trabajo informal y para el 2030 se
espera que la tasa de trabajo formal suba al 60%, ademas de esto la dismi-
nucion de la tasa de trabajo infantil de 9,1% en 2015 a 5,5% en 2022, incluso
inferior a la meta propuesta para 2030 (6,0%). (DNP, s.f).

Aunque se establecen metas y se llega a varias de ellas, vemos que la
desigualdad sigue presente, “la participacion de las mujeres en la fuerza labo-
ral fue del 48 por ciento en 2018, en comparacion con el 75% de los hombres”
(PNUD, s.f.), claramente las cifras aumentan, pero no de la misma manera
para las mujeres, las brechas se siguen viendo, aunque un poco mas tenues.

La fundacion Mi propdsito (2021) destaca que de los 16.796 investigado-
res que hay en el pais, solo 6.411 son mujeres, representando tan solo 38%
de esta comunidad. Esta cifra es un indicio negativo y positivo porque, por un
lado, indica que hay una descompensacidn evidente en materia de género,
pero también significa que hay una gran cantidad de mujeres establecidas en
el campo de la investigacidn, esto hace 60 anos era impensable.

El ODS 8 ha avanzado en gran parte en el pais, sin embargo, siguen
existiendo brechas debido a los constructos sociales que yacen en Colombia,
se genera mas empleo, pero las proporciones de este no son igualitarias y
muestran la sostenida disparidad de género.

En el caso de Colombia, la mujer ha venido tomando mas protagonismo
en la sociedad creando politicas publicas, leyes, decretos y ayudas financieras
encaminadas en acabar con la violencia de género, la desigualdad de género
y la falta de empoderamiento para la creacion de negocios que ayuden a me-
jorar tanto la situacion economica de las mujeres y sus familias como la del
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pais; de hecho, el articulo 43 de la Constitucidn Politica de 1991 menciona que
hombres y mujeres son iguales, por lo tanto, cualquier tipo de discriminacidon
dirigido hacia el género femenino debe ser erradicado.

De acuerdo con lo mencionado, en esta seccidn se quiere dar a conocer
aquellas politicas publicas y ayudas financieras que existen y estan enfoca-
das en el fortalecimiento e incentivo de los emprendimientos femeninos en
Colombia; se daran a conocer diversas politicas publicas que se han imple-
mentado desde 2010-2020, ademas de los objetivos de las administraciones
de Juan Manuel Santos (2010-2018) e Ivan Duque (2018-2022), el actual pre-
sidente del pais, enfocadas en la mujer colombiana.

El 25 de noviembre de 2011, el gobierno Santos promovid el decreto
4463 por medio del cual

Se elimina la discriminacion salarial y laboral contra las mujeres, pro-
mueve una cultura de igualdad de condiciones para la mujer, y la parti-
cipacion de la mujer en comisiones tripartita de gobierno, empleadores
y trabajadores, y establece el SELLO DE COMPROMISO SOCIAL CON
LAS MUJERES, como un estimulo a los empleadores del cumplimiento
de estas disposiciones. (Renovacion Sindical, 2012, parr. 1]

Asimismo, la administracion Santos propuso un Plan de Desarrollo Na-
cional en el cual se encuentran diversas politicas y acciones a realizar duran-
te su gobierno en pro al desarrollo y progreso del pais, por lo que podemos
encontrar la Politica Pudblica Nacional de Equidad de Género para las Mujeres
que se enfoca en “la superacion de las diversas formas de discriminacion
que afectan a las mujeres y que impiden el goce de sus derechos en igualdad
de oportunidades” (Alta Consejeria Presidencial para la Equidad de la Mujer,
2012. p. 52), también incorporar acciones de superacion de brechas y trans-
formacion cultural.

La politica esta dirigida a todas las mujeres colombianas de la poblacién
urbanay rural, afrodescendiente, negra, indigena campesina, asi como aque-
llas que se encuentran en situaciones vulnerables de violencia de género,
desplazamiento o discapacidad, ademas, tiene un panorama de ejecucién de
10 anos.

Del mismo modo, lvan Duque también propuso el Plan Nacional de De-
sarrollo 2018-2022 el cual quiere “construir una verdadera equidad (...) dirigi-
da a cerrar brechas de manera transversal” (Gobierno de Colombia, s.f. p. 6).
Ivan Duque propone la formula
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a eficiencia en escalar
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Legalidad + Emprendimiento = Equidad

El enfoque femenino de este plan se ve en el Pacto de Equidad para
las Mujeres en el cual el empoderamiento econémico, politico y social sera
fundamental para promover sus derechos. Los objetivos de este pacto son
la promocidn y participacion igualitaria en el mercado laboral, resultando en
el mejoramiento de su nivel econémico con ambientes libres de violencia de
género, promocion del derecho de las mujeres de una vida libre de violencia,
incrementar la participacion en espacios de toma de decisidn, entre otros.

A partir de ambos planes de desarrollo se han realizado, a lo largo de la
ultima década, decretos, politicas publicas y financiamientos dirigidos a las
mujeres emprendedoras del pais; por ejemplo, en 2020 por la llegada de la
pandemia el publico femenino fue el mas afectado por lo que el gobierno ac-
tual de Colombia present6 el decreto 810 que promueve mecanismos para
financiar e invertir en empresas femeninas durante la pandemia, ademas se
creara un patrimonio autonomo para aplacar el impacto del Covid-19 en la
vida laboral y empresarial de las mujeres, y también contribuir para acabar
con brechas de equidad de género (Presidencia de la Republica, 2020).

De igual modo, la vicepresidenta de la nacion Marta Lucia Ramirez y
el presidente de Innpulsa, Ignacio Gaitan, lanzaron en 2021 el Fondo Mujer
Emprende que tiene como objetivo impulsar el liderazgo de mujeres rurales y
urbanas en la reactivacion economica.

En cuanto a financiamiento, Bancolombia tiene diversos programas en-
focados en los diferentes emprendimientos de las mujeres, entre ellos:

* Linea de Microcrédito para Todas: “promueve el crecimiento de las
microempresas facilitando el acceso a crédito con una tasa de finan-
ciacién mas baja que las lineas tradicionales de microcrédito” (Banco-
lombia, 2021, parr. 23). Para aplicar los microemprendimientos debe
tener activos inferiores a 500 SMMLV y un endeudamiento financiero
inferior a 120 SMMLV.

* Linea especial de crédito Agro para Todas: Es un crédito que financia
“necesidades de capital de trabajo e inversién en negocios de la cade-
na productiva del agro” (Bancolombia, 2021, parr. 24). Tiene beneficios
como tasas de interés inferiores a los créditos tradicionales, acceso
a cursos virtuales de capacitacion, educacién financiera, mercadeo,
entre otros.

* Linea Sostenible para Todas: Es ideal para realizar inversiones en
magquinarias y equipos de optimizacion de recursos de empresas fe-
meninas “con el fin de consumir menos agua, energia o combustibles,
y mejorar la eficiencia de los procesos” (Bancolombia, 2021, parr. 25).
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Por ultimo, a principios de 2020 el gobierno colombiano lanzé un nuevo
proyecto economico dirigido a las mujeres:

Se trata de la linea de crédito ‘Empresarias Empoderadas’, con un cupo
total de $100.000 millones, en condiciones financieras favorables, en tasa
y plazo, dirigida a duenas de pequenos negocios que quieran impulsar sus
proyectos, desarrollarse como empresarias, generar empleo y potenciar su
competitividad. (Ministerio de Comercio, Industriay Turismo, 2020, parr. 1)

Finalmente se evaluara el mercado laboral colombiano con el fin de
analizar su situacion dentro de los anos de estudio 2010 a 2020. De acuerdo
con Daniela Londono, jefe de analisis econémico de la banca de las oportuni-
dades “El crédito para las mujeres es una herramienta de desarrollo impor-
tante que les permite crear sus negocios, hacerlos crecer y materializar los
proyectos productivos que tienen en mente”. (Bancolombia, 2021, parr.21)

Perspectiva en el mercado laboral

A lo largo de los anos se ha evidenciado como la participacién de la
mujer en el mercado laboral y en la sociedad en general ha incrementado,
ahora encontramos mujeres a la cabeza de empresas, naciones y ciudades.
Por ejemplo, vemos a Carolina Herrera duena de una de las casas de modas
mas reconocidas en la actualidad, también nos encontramos con Angela Mer-
kel, quien por 16 anos fue la canciller de Alemania y Claudia Lépez quien es
la cabeza de la capital de Colombia desde el ano 2020. Aun asi, hay evidencias
que demuestran que el porcentaje de participacion laboral siempre es mayor
por parte del género masculino. En los datos proporcionados por el DANE
(2020) vemos que la tasa de ocupacion femenina no ocupa ni el 50% desde
2010, mientras que la de los hombres oscila entre 60-70%.

Por otro lado, debido a la pandemia causada por el Covid-19, como se
aprecia en la figura 1, las mujeres se vieron mas afectadas laboralmente de-
bido a que estas trabajan en sectores que necesitan de la presencialidad la
cual se vio afectada por las medidas de aislamiento y distanciamiento fisicos
impuestos por los gobiernos mundiales (Banco Mundial, 2021).




Figura 1: Promedio Anual Tasa
de Desempleo 2010-2020

Fuente: DANE (2021).
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A Partir de las figuras 1y 2 se evidencia la clara desventaja que tienen
las mujeres frente a los hombres en el mercado laboral; en la figura 1 se ob-
serva que las mujeres tienen las cifras mas altas y los hombres mas bajas,
del mismo modo, en la figura 2, la tasa de ocupacion las mujeres tienen cifras
mas bajas en comparacion a los hombres. Dentro de los aspectos a resaltar
es evidente que en 2020 se dio la tasa mas alta de desempleo en las mujeres
con un 20,4% que venia en alza desde el 2019 que tiene una cifra de 13,6%
surgiendo por la pandemia ya que:

Las mujeres tienen mayor probabilidad que los hombres de perder sus
empleos debido a mayores necesidades de cuidado de ninos y ninas en
el hogar, dado que las normas sociales alientan a las mujeres a ser las
cuidadoras principales de la familia. (Cucagna y Romero, 2021, p. 4]
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Por otro lado, reflejando también este constructo social, en el afo 2020
las cifras reflejan una ocupacion del 38,3%, la mas baja en el periodo de es-
tudio; aunque la de los hombres es la mas baja también, es clara la grany
sostenida diferencia que sigue existiendo al pasar los anos.

Conclusiones/Discusion

En conclusion, encontramos diversos factores que influyen tanto positi-
va como negativamente en los emprendimientos femeninos colombianos; en
cuanto a limitaciones encontramos que estas van mas ligadas a estereotipos
patriarcales y situaciones de género, “tradicionalmente, a causa de unos va-
lores culturales fuertemente arraigados al patriarcado, se excluye a la mujer
de determinados ambitos, el ambito productivo y dentro de éste el empresa-
rial ha sido uno de ellos.” (Diaz y Silva, 2017, 51), como consecuencia encon-
tramos una gran brecha en el mercado laboral y la motivacion que tienen las
mujeres al momento de emprender. Ademas, encontramos que la educacion
es un factor crucial para que surjan las ideas de emprendimientos en las
mujeres, actualmente la discriminacion hacia las oportunidades de estudios
y eleccidn de carreras hacen que los hombres tomen ventajas en areas como
la economia, las finanzas y las ingenierias.

Tener en cuenta esto es muy importante dado que las mujeres son los
agentes economicos clave que producen prosperidad, empleo, innovacion y
mayor desarrollo econdmico (ONU Mujeres, 2016) y cambiar estos tipos de
estereotipos de la mano de la educacién y el empoderamiento generara una
nueva dimensidn en la creacion de empleos y productividad, ademas de su
contribucion a la reduccién de las brechas de género desde la familia, desde
la parte interna de la sociedad, desde la raiz de los constructos sociales que
tanto han perjudicado el papel de las mujeres a lo largo del tiempo.

Por otra parte, en las politicas publicas se resalta que estas deben en-
tender el rol de las mujeres mas alla de lo econdmico y tener en cuenta las
barreras que enfrentan para que estas puedan fomentar el emprendimien-
to y den resultados, no solo en materia de empleabilidad y economia, sino
también en igualdad de oportunidades entre hombres y mujeres cerrando
esta brecha tan grande en el pais, igualmente estas necesitan entender a la
mujer como figura fundamental para la reactivacién econdmica que estamos
viviendo hoy en dia debido a que la pérdida de empleo causado por el Covid 19
profundizé las brechas de géneros que existen en Latinoamérica, por lo que
disenar respuestas y acciones politicas inclusivas son clave para la recupera-
cion laboral de las mujeres (Cucagna y Romero, 2021).

Segun el DANE para 2021, el total poblacional colombiano fue de
51.049.498, su mayor proporcidon de habitantes fue femenina, por lo cual, se
puede mencionar que ellas serian la solucidén para mejorar la economia del
pais, por medio de incentivos educativos y financieros enfocados en el em-
prendimiento femenino.

n hombre puede plantar
un arbol por un sinndmero
e razones. Tal vez a él
e gusten los arboles; tal
ez quiere un refugio; o tal
ez él sabe que algun dia

necesitara lena.

Joanne Harris.
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Si usted no tiene un objetivo En cuanto al mercado laboral vemos que hay un gran y sostenido fené-

TEEIEETT Y meno de desigualdad de género que ademas de afectar a las mujeres genera
una desaceleracion econdmica en los paises, pues su empleabilidad y surgi-
miento de emprendimientos contribuirian en gran medida a la economia, te-
niendo en cuenta que su mano de obra “es mds perdurable, busca el desarro-
e REREEERl  [lo de la comunidad, genera empleo, esta comprometida con sus empleadores

RS v es proactiva” (Mufoz y Medina, 2019, p. 31), derivando asi una mejora en el
mercado laboral reflejada igualmente en materia social y contagiando a mas
mujeres involucradas en el medio a poder emprender o exigir e incorporarse
a trabajos donde existan mujeres lideres.

era afectado. Al hace

lo correcto, por la razén

Chin Ning Chu.

Frases Célebres

“Usted no puede esperar construir un mundo mejor sin mejorar a las
personas. Cada uno de nosotros debe trabajar para su propia mejora”.

Marie Curie

«Yo no deseo que las mujeres tengan poder sobre los hombres, sino sobre
ellas mismas».

Mary Wollstonecraft

“Las mujeres son responsables de % de los trabajos realizados en todo el
mundo y, sin embargo, ganan solo el 10% de los ingresos totales y solo el
1% de las propiedades... ; hay igualdad? Hasta que la respuesta no sea si, no

podemos dejar de preguntarselo”
Daniel Craig

“Siempre sé leal a ti misma y nunca permitas que lo que alguien mas diga te
distraiga de tus objetivos”

Michelle Obama
“La igualdad de género ha de ser una realidad vivida”
Michelle Bachelet, presidenta de Chile

“Este cerebro mio es mas que meramente mortal, como el tiempo lo
demostrara”

Ada Lovelace
“Mientras viva, tendré el control sobre mi propio ser”
Artemisa Gentileschi

“Mas fuerte que el miedo es el deseo de luchar por la libertad”
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Claudia Ruggerini

“Defiende tu derecho a pensar, porque incluso pensar de manera errénea es
mejor que no pensar”

Hipatia

“Cuando el mundo entero esta en silencio, hasta una sola voz se vuelve
poderosa”

Malala Yousafzai
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Product Definition

Product definition and international relevant competitive advantages:

Our products involve electric transportation, such as cars and motorcy-
cles. (See figure 1). One of our main features is that the customer can custo-
mize the transport chosen with affordable prices. We are aware of the urgent
necessity of becoming sustainable and our products help to achieve this, we
provide better efficiency, large potential for greenhouse gas emissions reduc-
tions with a low-carbon electricity sector, helping nations to attain sustainable
development goals like goal 7 affordable and clean energy, goal 9 industry, in-
novation and infrastructure, goal 11 sustainable cities and communities, goal
12 responsible production and consumption and goal 13 climate action. Some
of the international competitive advantages are the consumer expectations of
further technology improvements and new models; the production of electric
transportation results four times more efficiently, therefore the operational cost
is lower, being a really good alternative for the customers, compared to other
transport companies; electric transport is free of taxes rates and circulation
restriction within countries since they do not emit polluting gasses into the en-
vironment becoming a highly competitive and clean alternative; these products
require minimum maintenance compared to a traditional car or transport.
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Market Selection Section
A. Variable selection process importa. Como elige la
Table 1. Result of variable selection process gente impacta en todo-para

Simon Sinek.

Main characteristics of our customers Variable

1 The target is population in legal driving age # Of people able to drive
(SIZE) in its country

” The energy that customers consume per year  Energy consumption per
(WEALTH] capita (kWh)

Capacity of each country to generate energy
3 peryear

(LIKELIHOOD TO CONSUME]

Electricity generation per
country

Table 2. Weighting of the variables

n Relative importance or relevance “

This is the potential amount of customers
1 # Of people able to  our product can gain in each country of our 3
drive in its country.  electric transport, however not everybody
wants to buy electric transportation.

With this variable we can see the trend of

Energy consump- energy consumption per capita, so we will
2  tion per capita understand which countries will be more 4
(kWh) akin to use electrical products and to adapt

to electric transportation.

This is the key variable we can know if

the country has an optimum production

of energy, and we will be able to see if the h
country has a sufficient capacity of energy

to maintain our product.

3 Electricity genera-
tion per country
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B. Data Problems

Some values for each variable are in the range between 2019 - 2020, the-
refore, we had to search for each variable of each country on the same statisti-
cal page in order to counteract the effect of the years 2019 - 2020.

First, the variables are not measurable or easy to find. Likewise, variables
to be analyzed had to be categorized by electrical energy for each country, since
there is no precise data on the per capita expenditure of each country on elec-
trical transport.

When we had to consolidate the data, we had to focus on the consump-
tion part, so we set the two variables according to the 2020 data for each of
the countries.

After long research we were able to find statistics that encompassed the
countries we chose to investigate. We mainly searched for information in mas-
sive databases such as Datos Macro, Statista, and others.

C. Results of the analysis

Top 25 Countries chosen

Table 3. Results of the analysis

1. China 2. Iceland 3. United States 4. Japan 5. Brazil
6. Russia 7. Italy 8. Canada 9. Germany 10.France
11.United 12. Norway 13. Australia 14. Sweden 15. Turkey
11..Un|ted 12. Norway 13. Australia 14. Sweden 15. Turkey
Kingdom
16. Argentina 17. Finland 18. Netherlands 19.Colombia 20. Switzerland
21.6reece | 22.Portugal 23. Ireland 24.Dominican | 55 045
: : 9 : Republic : guay
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Table 4.Excel Appendix

Steps for the plan

To carry out the international marketing plan we used a series of steps
from the beginning of the project to the end:

1. We determined what would be the product or service to be exported,
taking into account current trends, within the proposals were found:
biodegradable pencils with native seeds, collection center for used
objects, gps for pets and electric transport, having as a common
object the sustainable development and protection of the environ-
ment. as a result, and for democracy, electric transport was chosen.
(Figure 2).

(2 Trabajo Interna... .

Johan, Mateo, Paula, +5

Imaginense en sostenibilidad que se
yo, un nuevo producto como un lapiz
biodegradable que cuando se acabe
tenga una semilla por dentro para
plantar

(tomando como referencia los
cepillos de bambu)

Figure 2.

Choice of object of study



La estrategia de mi en-
trenador y mia, consistid
en tomar la mejor parte
de todos los saltadores
del mundo y crear un
atleta que nunca hubiera
existido. A continuacion,

empezar a trabajar en se

eSa persona.

Sergei Bubka.
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2.We carried out an exhaustive search to determine the variables,
however, the initial variables were incorrect because they did not
have the necessary information to develop the activity. For this rea-
son, we reorganized the variables that are currently in the job.

3. Countries: In the first instance, we verify relevant information on the
countries to be selected, followed by selecting them according to
their relevance in the sector where our research is carried out.

4. Population pyramid, in this case we met in a synchronous session to
be able to define the period of time since there were various sources
with different data that we could not compare with the other varia-
bles, after this we had to add the people aged 16 or over.

5. A mentoring was requested to teacher to resolve doubts about the
first part of the work. It was not clear if the matrix was correct, tea-
cher gave us a check and answered other questions about points 2
and 3 that were not clear to the group.

6.To carry out a search for people from different countries to interview.
First of all to get a person from China and who resides there, was
complex for two reasons, first the limitation of the use of the internet,
is not allowed access to foreign sites and the time difference is 13
hours, so match a reasonable time was difficult, finally the interview
was given through the HelloTalk application that is to learn langua-
ges where the person contacted was Han Zhou 20 years old, a stu-
dent of English education in the city Zhengzhou.

To find the person to interview it was necessary to make a voice to voice
inquiry, since it is very common to find people from the United States living in
Colombia, for the case of this research and for labor issues many of the people
that we tried to get did not have enough time for this academic exercise, so it
was necessary to contact relatives who could meet the characteristics of this
way we found a relative of a member of the group who has lived more than 20
years in California and has U.S. nationality. For the interview it was necessary to
use digital media, since this person is outside the national territory, for personal
reasons this person could not show his face, but the interview is audio recorded
and with a detailed description of his life living in the United States.

On the other hand, finding a person of Japanese nationality was a bit di-
fficult because of their culture, as these people are very introverted. The search
began through apps such as Tandem or Hello Talk, it was possible to strike up
a conversation with the Japanese, however, when we mentioned the interview,
they did not like it, their main reason was that they felt embarrassed and did not
like video calls or even audios. In view of this, the search for the Japanese was
done by another means, we went to the Andino Mall and surroundings because
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there are many foreigners there and after 3 unsuccessful attempts for the
same reasons mentioned above. | was able to find a Japanese woman who
agreed to the interview, her name is Makim, and she is 28 years old.

As for the person from Russia it was not very difficult to contact her, we
found her through the jewelry sector to which one of the members of the group
has access, we contacted her and the interview was made in her workshop
located in the Candelaria historical center, her name is Olga, she is 40 years
old, she owns a jewelry shop and is a plastic artist. Unfortunately, she didn’t
allow to be video recorded.

As for the person from Brazil, it was made a little easier since a member
of the group knows and shared his stay in this country, the interviewee’s name
is Kevin Torres, with Colombian nationality but resides in Brazil, he is currently
a semi-professional soccer player specifically in Gremio, he lives in Maua but
also travels to Porto Alegre, he has been living in this country for more than a
year and a half. To achieve this interview was a matter of coinciding with the
time since the time difference is two hours and the person was busy for is-
sues of his work, at the time of making the meeting we encountered difficulties
because the usual platforms such as Meet or Teams did not allow recording,
which we chose to do them via WhatsApp and in Spanish so that the language
barrier was not so complicated.

In view of the fact that we did not find a person in Iceland, we decided to
change this country to the next country on the list which is Canada. We tried to
get someone through the apps: Tandem and HelloTalk, but it was not possible,
since, despite writing to several people in Iceland, we did not get a respon-
se from any of them. Subsequently, we contacted the Colombian Embassy in
Stockholm, who also provide consular services to the Republic of Iceland, they
provided us with the contact of a person, to whom we wrote, and we did not get
a response either.

After changing the country to Canada, fortunately we had a friend who
has been living there for several years and therefore, she had no problem hel-
ping us. She is Isabella, from Venezuela who moved to Canada in 2010, she is
now 20 years old.

7. A series of interviews were conducted with individuals from each
country selected and with the best score in the matrix regarding
which countries would be most likely to have electric vehicles. In
this way, to obtain a general context of the product in the country in
question and thus be able to generate an opinion on whether or not it
would be feasible to introduce the product in that country.

Jarod Kintz.
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igual que mis companeros

hombres”

Emma Watson

No. 01 Ene - Mar 2022.

8. After obtaining the interviews we began to do the research, in this
way we already had data from both the people interviewed and an au-
tonomous investigation. A search was made in both academic sour-
ces and informative sources to answer the established questions of
the work, obtaining a better knowledge about the countries and their
consumers to carry out the international Marketing plan.

9. After the results were obtained, we started a discussion about the

expansion strategy to use and decided the ways to enter the market
of each country.

10. Finally, we make the memo and detail the work.

Interview Questions
Who are the customers?

What people usually buy electric vehicles in your country? / What age range
are these people in?

What are their purchase habits in regard to your product type (deci-
sion-making, location of purchase, etc.)?

Besides the fact that electric cars do not emit gasses, why would you buy or
use one of these?

What is the approximate budget you would spend on an electric vehicle?
Inwhich regionorareaofyourcountryisthere more electrictransportactivity?
How are products or services being used?

What kind of electric vehicles do you know? / In your country what kind of
electric vehicles are there?

If the market is changing, how?
Are there electric vehicles in your country? How long ago?

What is the distribution system (if relevant) or the entry structure of other
foreign competitors [if relevant)?

Are electric vehicles common in your country or region? If not, why do you
think these have not been massively implemented?

Doyouthink electric mobility could be massivelyimplemented inyour country?
Who are your competitors and how are they communicating with customers?

Do you know any brand of electric vehicles in your country? If the answer is
yes, how long has that brand been in your country?

Are there any different concepts or product/service categories in the tar-
get country? If so, what?
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What kind of electric vehicles do you know? Apart from motorcycles and
cars, could you tell us about any others?

* What are the political restrictions/regulations?
Are you aware of any government regulations on the sale of electric vehicles?

Do you know if your government agrees with the implementation of elec-
tric vehicles?

Investigation by country

China

China is the most populated country in the world for 2020 had 18% of the
world population with 1,402 billion people approximately where 1,100 are qua-
lified to drive according to the law, besides this country is very strict with the
laws in general and as its traffic administrative department of the public secu-
rity organ determines depending on the type of vehicle, for most commercial
cars the minimum age is 18 years. According to the law the driver is obligated
to have his vehicle inspected every time he is going to use it to avoid accidents
(AsianLlIl, 2004). Our electric vehicles have a problem detection system that will
alert you on its screen if there is any anomaly.

The energy consumption per capita was 4,875 kWh, taking into account
that China is still a country that depends on other fossil fuels, mainly coal, oil,
and natural gas. That is the reason for its low consumption, but in terms of pro-
duction it is one of the countries that produces the most energy with 7.224.896
GWh in 2020 (Datos Macro, n.d). So, it will not be a problem the use electricity,
so this mode of fuel for our product benefits the government in its quest for the
use of new energies. The Chinese government announces transition policies to
achieve carbon neutrality by 2060 and reach its peak emissions by 2030, see-
king a shift in the productive sector to renewable and less polluting energies
(Energiepartnerschaft, 2020).

Who are the customers?

About customers, this product is bit new in China so people that we are
targeting are young and middle-aged people who understand the advantage of
this alternative transport, another point in favor and related to consumption is
the large number of recharging points in the country, in big cities like Shanghai,
Beijing, Shenzhen, Guangzhou and Pekin in the same way are the cities with
more vehicle influx (Yanfang, 2018). Around 10 years ago, electric vehicles en-
tered the Chinese market, so there is no need for people to adapt because there
are already precedents for the product, and they are gradually becoming more
popular among young people and families.

Carllcahn
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Jarod Kintz.
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What are their purchase habits?

For several reasons people in China do not usually spend so much time
on the internet looking at possible purchases or products, they go directly to
the stores to find what they need, although technology makes it much easier to
advertise electric vehicles, using traditional media such as television is useful
for the user we are targeting, taking into account that 95% of the Chinese po-
pulation watches television. As for the automotive and technology sector, the
population of this country generally likes the new, to publicize our product we
need physical points in places of busy trade of the big cities mentioned and
offer these alternatives that traditional vehicles do not bring as the use of ga-
dgets all within the legal framework of traffic regulations.

How are products or services being used? (Who are your competitors and how are
they communicating with customers?)

In China, due to the great productive power of the country, it is common
that people do not consume products from abroad and also because of the
various government regulations, so the main brands of electric transport are
from the same country, such as BYD and Li Xiang, but this does not prevent
brands such as BMW, Honda and Volkswagen to be the best-selling hybrid
vehicles in the territory (Statista, 2022).

If the market is changing, how?

After a global economic slowdown and a crisis in the transportation of
goods due to the container crisis that affected to some extent this Asian coun-
try, more and more brands and innovative products are coming to the market
in this country, attracted by the large number of potential consumers, in the
automotive sector China is very strong, with 53% of electric vehicles world-
wide in 2021 and according to reports from China Passenger Car Association
doubled sales in 2020 with 6.23 million units sold being the company BYD the
most popular in the country. (Hill, 2022) So it is the best time to enter the
market, the popularity of the product and the recognition of quality within the
population will make it relevant for purchase. Additionally the Chinese gover-
nment provided subsidies for both individuals and electric vehicle manufactu-
rers, in order to improve the country’s air conditions, since 2020 these subsi-
dies and subsidies have been reduced from 10% to 30% for a final elimination
by the end of 2022 this cut in subsidy may be beneficial for local manufactu-
rers because we can have competitive prices without having losses in profits,
the Chinese government started this project in 2009 and cost them about 300
million Yuan or 47 billion USD (Jacobs, 2022).
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What is the distribution system [if relevant] or the entry structure of other foreign
competitors [if relevant]?

The two most recognized companies selling electric vehicles are BYD
Company Limited which has its production center in Shenzhen, Beijing, Xi'an,
Shanghai, and Changsha (Maseiro, G et al, 2016). Being a local company, it
had no problems with the investment policies of the Chinese country that
obliged foreign companies to comply with certain requirements, supported
by government subsidies and with a long process of adaptation and expansion
since 2008 when they launched their first plug-in electric vehicle, expanding
their branch of vehicles from cars to buses.

On the other hand, Tesla did not have problems entering this market
because China was supporting it at all times to improve its image in terms of
the entry of foreign companies, so Tesla became the first car factory to keep
the whole company and operate independently. also has a factory in the coun-
try, in the city of Shanghai facilitating the production of the most popular and
sold models in the country, the Model Y and Model 3 (DaxueConsulting, 2021).
This help and change in the laws is due to the great interest of the Chinese
government for a change in the mobility of people, facilitating the production
and purchase of sustainable vehicles.

Are there any different concepts or product/service categories in the target coun-
try? If so, what?

There are several types of electric transport in China, from plug-in cars,
hybrid cars, pure electrics, to scooters and buses. They change in the design
of the bodywork, and the new technologies that each company is adding, have
in common a futuristic design.

What are the political restrictions/regulations?

Because of the economic model known in China as “one country two sys-
tems”, it has several regulations and policies that limit foreign companies to
settle in the territory, in the case of the automotive sector must follow some
guidelines to apply and be accepted by the Ministry of Transport in the produc-
tion and sale of vehicles, in the case of electric vehicles these policies are more
flexible due to the objective of making the transition from fuel vehicles to those
powered by electric batteries, that is why the subsidy for the sale and purchase
of electric vehicles was maintained for so long for a better air quality and less
polluting gas emissions (Song, 2018). Something to review before entering the
Chinese market is to comply with all protocols to the letter, as they are beco-
ming more demanding when accepting companies that directly affect their lo-
cal production, in addition to properly evolve if an alliance is necessary, since in
some sectors it is mandatory to transfer part of the intellectual property of the
company to a local one to safeguard the national productive power, in our case
for being a sustainable product, following the steps of Tesla could maintain par-
tial or full sovereignty in commercial decisions within the country.

Los buques de gran tamano
ueden aventurarse lejos
e la costa, pero los buques

equenos han de permane-

cer cerca de la playa.

Benjamin Franklin.




Toba Beta.

28 - No. 01 Ene - Mar 2022.

What are the market risks associated with sales of your product/
service?

In the last years investing, exporting and establishing in China has sto-
pped being so difficult, the government has implemented a better opportunity
for foreigners, on the other hand there are still risks in the Asian country as
all regulations and the two economic models that manage a capitalism rela-
ted to a massive internal consumption, socialism is in parallel to the policies
in various fields, bureaucratic issues come to hinder the processes, the Joint
ventures are difficult to establish, you must need a local partner in the com-
mercial activities (Freedman, 2018).

Canada

Canada currently has a population of 38,037,204, according to the most
recent World Bank data. And the approximate population that has the possibi-
lity to drive vehicles is 29,856,225, taking into account that in the country you
can obtain a driver’s license from the age of 16, that means that about 76%
of the population is able or allowed to drive legally, which shows a sufficiently
high population. By 2020, according to Macro Data, electricity generation in
Canada will reach 630,032 GWh. Currently around 60% of its energy is produ-
ced by renewable energies, and it is also the second country that produces the
most hydroelectric energy, which makes it account for 10% of the production
of this energy in the world. On the other hand, it is estimated that in terms of
consumption they have figures of 539,695 GWh in the year and for per capita
consumption figures, that is to say, consumption per inhabitant, it is found that
they have consumption of 14,188.6. The economic possibilities of some sec-
tors, the implementation of new green projects over the years by the govern-
ment, and also the introduction of electric vehicles about 8 years ago, make
Canada a remarkable target for the entry of electric cars at this time.

Who are the customers?

As for Canada, we have a clear idea of who our product will be aimed at
in the first instance. In this case the potential population are those adults who
are around their 30's, who normally according to our research, already have
an established family and are those who are interested in electric vehicles, in
addition, are those who have greater economic possibilities to opt for these.
And in terms of economics, it is also important to highlight that citizens resi-
ding in cities such as Toronto, Ontario, Vancouver and British Columbia, are
those who would have a greater chance of buying these vehicles, as they are
areas where there is a population with higher income, and also, these cities
are metropolises, so their infrastructure and services, is more prepared.
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What are their purchase habits?

Canadians have an average minimum wage of between $20,000 and
$25,000 per year, depending on the area where they live, and are usually able
to obtain vehicles due to the different payment methods that exist. Mainly
their position on electric vehicles is that they are an efficient product to avoid
damage to the environment and that in the long term they are more econo-
mical due to the cost of gasoline in conventional vehicles, so this becomes an
interesting incentive to acquire one of these vehicles.

How are products or services being used? [Who are your competitors and how are
they communicating with customers?)

In addition to vehicles, in Canada there are some others such as electric
bicycles and electric scooters that have become very popular in the country.
Canada has wanted to massively implement the use of electric vehicles in the
country and they want those that use gasoline engines to be eliminated from
the country. Step by step this modality is being implemented in the main cities.

If the market is changing, how?

The sales of electric cars in Canada began around 2012, after a couple of
years before agreements were signed by automobile companies for the pro-
duction and distribution of this type of vehicles. For that year, total estimated
sales of 521 vehicles of different brands were recorded, which began to open
this market and change a little the way in which people decided when buying a
car, and for that period it was established that this sector of the cars occupied
0.03% of the market share of new electric vehicles.
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Subsequently, after a few years, with the entry of new brands and mo-
dels to the Canadian market, in addition to the incentives provided by the go-
vernment for those who opt for electric vehicles, for the year 2014 total sales
of 5062 units of these vehicles were recorded, in all recorded years the Che-
vrolet Volt remained as the best seller, followed by the Nissan Leaf and the
Tesla Model S. Currently there is a significant use of electric vehicles and it is
estimated that this will continue to grow, until by government measures, 10%
of vehicles in Canada are electric.

What is the distribution system [if relevant] or the entry structure of other foreign
competitors [if relevant]?

At this time, Canada has been implementing, along with the growth of
electric vehicle sales, the infrastructure and systems necessary to adapt the
cities with the largest number of these vehicles to become more and more ,
since, they have openly and insistently expressed their intention to introduce
these vehicles to the market, being even the only type to be in the country, in
the coming years, as has been repeatedly expressed by representatives of the
Canadian government.

Different charging points have been installed along the main cities whe-
re those vehicles can travel long kilometers and recharge it, as well as special
parking points, exclusively for this type. Most of the companies that started to
enter the Canadian market did it through distribution agreements with other
companies that were in charge of it in the country, that is to say, in this way
they created alliances in which responsibilities were shared. Cases such as
BC-Hydro and Mitsubishi, who did a pilot test with three vehicles in British
Columbia, or Transport Canada with Mitsubishi in 2010, who joined forces to
launch the Mitsubishi i-MIEV and sales officially began in 2011.

Who are your competitors and how are they communicating with customers?

Currently the most relevant competitors and who are currently domina-
ting the electric vehicle market in Canada, have been in the country for about
10 years, positioning themselves in a high spectrum of sales in terms of these
vehicles, because people usually rely on brands that are known.

Those brands that dominate this market are some such as Chevrolet,
Nissan, Tesla and Mitsubishi, being at least the latter the first to enter the
country and bet on this modality, as mentioned before, allying with govern-
ment companies that gave the go-ahead to the initiative at first and were inte-
rested in establishing and introducing these vehicles to the market and poten-
tial consumers in the main cities of British Columbia, Ontario, among others,
these brands mentioned above, have represented more than 50% of the total
sales of electric vehicles in the country, in addition, there are other brands
that have also been forming part of the market although not as large scale as
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the above, some are: Ford, Toyota, BMW, among others, who establishing an
average between their main vehicles “Chevrolet Volt”, “Tesla Model S”, "BMW
i3”, and many others of different brands, would give us an estimate of $38,000
per vehicle.

According to Statistics Canada (2021), they say that about 65,253 new
electric/hybrid cars were registered in the first months of 2021, as opposed to
2020 where the registration was 54,353 and in 2019 56,165 vehicles. In other
words, in terms of new car registrations, electric cars would represent a per-
centage figure of 5% or so. The program director of Clean Energy Canada has
expressed her happiness at the growth of the electric vehicle market in recent
years but considers that these figures are not sufficient and even low com-
pared to other nations, and that is why today, they continue to propose new
strategies for this market to continue to rise.

Are there any different concepts or product/service categories in the target coun-
try? If so, what?

In Canada, the term electric vehicles is already quite familiar, not only in
automobiles, but also in skates, bicycles and other means of transportation
that have become popular in the country and that work without harming the
environment, so they do not use gasoline to propel themselves and these can
be either cargo vehicles or hybrids that use another type of fuel in addition to
gasoline. Clearly there are other types of vehicles in the country, which are
those that use gasoline as fuel to operate and damage the environment with
the emissions they generate when driving, and currently would be the ones
with the highest percentage of units, that is, there are more vehicles that use
gasoline than those that are electric, but that the Canadian government wants
to eliminate and thus leave only electric vehicles in the country to fight against
the environmental impact.

What are the political restrictions/regulations?

The Government of Canada has also implemented an incentive plan for
those who choose to buy an electric vehicle, in order to introduce them more
and more into the market and massively reduce the use, purchase, manu-
facture and distribution of vehicles that use gasoline as their fuel. For those
vehicles with a value of less than $55,000, a discount of $2,500 to $5,000 will
be given. This generated an increase in the purchase of electric vehicles in the
cities where this measure was adopted.

According to the Canadian government, it is proposed that by the year
2035 all vehicles will be electric, and therefore companies will be restricted
from selling cars that are not environmentally friendly, i.e. 100% of the vehi-
cles sold must be eco-friendly.

scuchar a los clientes
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Esther Dyson



de razones. Tal vez a él

necesitara lena

Joanne Harris.

. 28 - No. 01 Ene - Mar 2022.

What are the market risks associated with sales of your product/service?

One would think that the shift from conventionally fueled vehicles to
electric vehicles could pose a potential risk to the massive growth of the elec-
tric market, but after studying the market and looking into Canadian views,
one could say that it does not pose a risk, that it would perhaps mean that the
process would be a slower process, It is feasible, because people are used to
this type of vehicle, and establishing the market as the main one may not be so
simple, but with the intentions of the Canadian government to make 100% of
the cars in the country electric or hybrid, it is an important indication of whe-
re the market is going. In addition, according to a survey conducted by Clean
Energy Canada, 80% of citizens would buy electric cars.

Although it should be noted that when talking about equipment that wor-
ks at such a high level through technology and practically all its processes are
managed through software and circuits, it is clear that these may fail and may
generate errors in the autonomy and full operation of the vehicles, but these
are variables that must be improved and better developed.

United States

The United States, with a population of 329.5 million people (2020), is
one of the most populous countries in the world with 34 inhabitants per Km2.
The active population that complies with all the regulations of the country to
drive are a total of 194.3 million people, on the other hand the minimum age to
drive in the country is 16 years for most states.

On energy issues more specifically in generation, the United States in
2020 generated 4,048,658 GWh and its energy consumption per capita was
11,767.8 kW, ranking tenth in 2020, it should be noted that they generate more
than they consume, a positive point for our product. (Datos Mundial,2019)

This country has a domestic consumption of 3,902.00 MM kWh, which re-
presents 11,842.76 kWh per person. Its total production is 4,095.00 MM kWh,
which represents 12,428.52 kWh per person. Imports are a key point, as they
depend on the need and vary according to specific periods of time. In this case,
the USA imports 72.72 MM kWh per year, which is equivalent to 220.71 kWh
per inhabitant. Energy exports are the section with the lowest volume, being
9.70 MM kWh per year, or 29.42 kWh per person. (Datos Mundial,2019)

The United States, for the year 2020, had a moderate energy consump-
tion, according to World Bank estimates, its consumption is 3,902.00 billion
kWh of electrical energy per year. Per capita consumption is about 11,843
kWh. The United States could be completely self-sufficient in its own energy
production. The total production of all electricity production facilities is 4,095
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billion kWh. This represents 105% of the country’s own use. Despite this, the
US is trading energy with foreign countries. Along with pure consumption,
production, imports and exports play an important role. Other energy sources
such as natural gas and crude oil are also used. (Datos Mundial,2019)

Who are the customers?

Electric car buyers tend to follow the general trend of new car buyers.
The dominant age group for electric car buyers overall is 25 to 54 years old,
according to the 2019 Hedges Company survey. Purchasing is closely tied
to family earnings and salaries, with the range among buyers being “over
$100,000". For conventional vehicles, buyers are almost evenly split between
annual household incomes of “less than $50,000” and “more than $50,000.

The average annual household income of most electric vehicle owners
is between $125,000 and $150,000, according to the same survey. (EV Consu-
mer Behavior, 2021)

Electric car buyers, like conventional fuel truck buyers, are mostly male.
SUVs and sedans have a more even distribution between male and female
buyers. Nationwide buyers in the U.S. are mostly white (87%) according to a
study by Morgan State University. The distribution of the white population is
slightly elevated compared to the U.S. population distribution, with 75% white,
13% black or African American, 6% Asian, and 6% other. 75% white, 13% black
or African American, 6% Asian and 6% other. (EV Consumer Behavior, 2021)
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However, Black/African American ethnicity appears to be under-re-
presented among EV buyers. However, in California, according to a survey
conducted by the University of California, Davis, and the National Center for
Sustainable Transportation, while the distribution of buyers is also majority
white, Asian-American PEV buyers, This can also be attributed to the fact that
California is one of the most densely populated Asian-American states. (EV
Consumer Behavior, 2021)

What are their purchase habits?

In the United States, people who buy vehicles do so because of the need
in the country, as distances in all states are quite long. Consumers of electric
vehicles are generally young people who see the ease of use of this type of
transport and generally use these vehicles in urban areas. In addition, with
the rise of the American company Tesla, this market has become a luxury that
has generated a hype, which makes people see much more stylish to use an
electric vehicle. (EV Consumer Behavior, 2021)

How are products or services being used? [Who are your competitors and how are
they communicating with customers?)

Total electric car sales in one of the world’s largest car markets, the
United States of America, are still weak. Zero-emission vehicles account for
just over 2.5% of all cars sold in the US. The latest data show an upward trend
for electric cars, which have doubled their sales in the first half of 2021. (Eléc-
tricos, 2018)

The use of hybrid cars has been a solution that helps the two competing
markets, on the one hand the strong industry based on combustion engines is
very large compared to electric vehicles. On the one hand, consumers prefer to
use normal vehicles because it is easier for them, as gas stations are all over
the country and many of them do not yet have electric chargers that are auto-
nomous for the vehicles, additionally charging takes a lot of time that people
are not willing to wait, as in the United States people do not have a lot of time.

The competitiveness of electric vehicles inherently depends on innova-
tion and economy of scale on the one hand and the cost of insurance, the price
of fossil fuels and the governmental context on the other. Technical progress
and mass production of electric cars should progressively lead to much lower
purchase prices. However, taking into account only the factors included in the
study, the technology is currently not yet cost-competitive in the United States.
(Eléctricos, 2018).




Vol. 28 - No. 01 Ene - Mar 2022.

If the market is changing, how?

The US figures show an over-reliance on Tesla, something that seems to
associate its image with the electric car concept, as if outside that logo there
were no other viable options. The reality is that the US market is, in general
and with exceptions such as California, more reluctant to make the transition
to zero-emission mobility. Unlike in China or Europe, many states and cities in
the United States have not yet seen the arrival of mobility restrictions and so-
cial sensitivity to transport emissions. Low fuel costs and a car culture where
vans are used as if they were utilitarian in many areas are holding back the
cultural change needed to foster the transition to decarbonized transport.

When it comes to electric car sales, Tesla dominates by far with an in-
crease in registrations. The Palo Alto-based company has sold 214,111 ve-
hicles in its home market, 115,560 more than in the same period last year,
according to data from Experian. Tesla’s dominance in the United States ac-
counts for almost 66% of total electric car sales in the US, leaving a smaller
slice of the new mobility pie to the other brands. This, on the other hand,
represents a great opportunity for growth in a market that could become sa-
turated with Tesla vehicles. Behind Tesla is General Motors, which has 9.6%
of the market with the Chevy Bolt EV, while Ford is in third place after the
successful launch of the Mustang Mach-E. The electric car market in the US
currently represents 2.5% of the total, so the growth and expandability of ze-
ro-emission car sales is too tempting to pass up. (Forococheselectricos, 2021)

What is the distribution system [if relevant] or the entry structure of other foreign
competitors [if relevant)?

The electric transport industry is one of the things that has developed
the most in recent years in the United States. The local market led by Tesla
is bigger than anywhere else in the world and competing companies have
not been able to grow as successfully as the American giant. Brands such as
BYD and BAIC, have reached the American market, but their impact has not
been as expected, this is due to consumer preferences, as Chinese products
currently have a bad image due to the economic dispute with the Asian giant.

Also brands such as Nissan, BMW, and Volkswagen, came to the U.S.
market with cars that meet the requirements of the government and the
Department of Mobility, with the hybrid model, the vehicles that came to
market are highly competitive, presenting itself as a more accessible alter-
native for young people.
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Are there any different concepts or product/service categories in the target coun-
try? If so, what?

Electric transportation is becoming more and more common in some
states across the country, such as California, where a wide variety of ener-
gy-powered transportation modes can be found, from scooters and bicycles to
a large number of car chargers distributed throughout the state.

What are the political restrictions/regulations?

The fees, new or increased, go into effect Wednesday for electric cars in
at least eight states. For the first time, most states will charge special fees on
electric cars, vans or trucks, a historic step as the transition to green techno-
logy combines with the need to fund repairs to the nation’s roads and infras-
tructure. While sales of electric or hybrid vehicles made up less than 2% of all
sales in 2018, the market share is forecast to increase sharply in the coming
decade. Officials expect the new charges to compensate for the loss of reve-
nue for funds needed to build projects such as roads and bridges. So far, both
the federal and regional governments have offered incentives for the purchase
of electric cars. But tax breaks offered on Tesla and General Motors models
are being eliminated, and some states are changing their strategy. (Sink, 2021)

[llinois, for example, has reduced the fee to obtain electric vehicle num-
ber plates from $98 to $35. Under a law that increased both the registration
fee and fuel taxes, electric vehicle owners will have to pay a new annual base
fee of $148, plus $100 to make up for the lack of gas taxes. (Sink, 2021)

What are the market risks associated with the sales of your product/service?

The automotive sector in the United States is highly competitive in order
to compete, it is necessary to have a positioning, since consumers are very se-
lective when choosing a vehicle, so having a consolidated image allows you to
develop better in the market. This eventually generates some risks, since the
technological development is relatively new and therefore does not have an
endorsement backed by time, as has been evidenced, electric cars have some
limitations in their driving modes and autonomy. Additionally, its rapid imple-
mentation in this country has generated that many brands bring to market ve-
hicles with poor optical characteristics that harm the emerging market itself.

According to US car market prices, the Tesla Model 3, which is in the
mid-range of electric vehicles, is priced at $44,990 for the 2021 model year,
making it a high-cost car compared to its direct competitors such as the Che-
vrolet Bolt EV and Nissan Leaf, which are in the $25,000 to $35,000 range. So
analyzing the above, the entry price for our products is between 35,000 and
40,000, as this product is intended to be sold in the mid-range but with a hi-
gher price to give a little exclusivity to the product.
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Japan

Japan, in 2020 had a population of 125.8 million, of which 99,380,585 are
people who can drive. It is important to mention the requirements to drive in
this country: The minimum age for driving is 18 years old, complete a course
of more than 50 hours between theoretical and practical classes, take a prac-
tical test that consists of completing a circuit within the driving school and
also outside it, and finally answer a test of 105 questions taking into account
that the course must be taken as many times as necessary to pass. Finally, all
drivers must follow the traffic rules issued by the Japan Automobile Federa-
tion (Pérez, 2014).

According to World Data, the total electricity consumption per year in
Japan is 943.70 billion kWh, considering at the same time that the domestic
energy consumption per inhabitant is 7,499 kWh. Based on these figures, it is
possible to state that Japan can be completely self-sufficient in energy with its
own production. The total production of all electric power production facilities
is 989 MM kWh, which represents 105% of the country’s own use. The rest of
the self-produced energy is exported to other countries or is not used.

Finally, and according to World Data, the energy sources in Japan are
made up of four types: 1) Fossil energy sources for a total of 1,840.38 MM kWh
equivalent to a share of 71.0% and per inhabitant an equivalent of 14,625.22
kWh 2) Nuclear energy for a total of 25.92 MM kWh equivalent to a share of
1.0% and per inhabitant an equivalent of 205. 99 kWh 3) Hydroelectric energy
for a total of 207.37 MM kWh equivalent to a quota of 8.0% and per inhabitant
an equivalent of 1,647.91 kWh 4) Renewable energies for a total of 518.42 MM
kWh equivalent to a quota of 20.0% and per inhabitant an equivalent of 4,119.78
kWh. According to these figures, the total production capacity in Japan corres-
ponds to 2,592.08 MM kWh, which is equivalent to a total share of 100%.
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Who are the customers?

Potential customers for our product are elderly Japanese people, due to
the ease of driving that electric transportation brings since they do not have
a gearbox and their power is instantaneous. In this regard, the place with the
highest population ratio of elderly people is the island of Hokkaido, which is
distributed in two main cities, Ytbari and Utashinai, where more than 50% of
the inhabitants are over 65 years old. Finally, it is worth mentioning that other
potential customers are people with high income since electric vehicles are
more expensive than traditional vehicles in Japan, one of the main cities that
has economically rich population is Tokyo, led by 6 luxurious neighborhoods
among which we can highlight: Denenchofu, Omotesando and Azabu.

What are their purchase habits?

The Japanese are environmentally conscious in their purchasing de-
cisions, so electric vehicles are a great potential for this country since this
type of transportation does not emit polluting gases and requires less amount
of harmful liquids so they emit zero greenhouse emissions making them
eco-friendly. Another of its advantages is its long term investment since it is
more economical to have an electric vehicle over time than a traditional one
since the first one does not use gasoline, taking into account that this fuel is
quite expensive.

In terms of investment, a new electric car can cost as low as 9,200.00
USD while a used electric car can cost 6,000.00 USD. It is important to mention
the budget of the Japanese person interviewed, who stated that his budget
would be 15,000 USD. In this sense, it is possible to affirm that in the matter of
electric transport the budget is wide.

How are products or services being used?

In Japan, the most common types of electric means of transportation
are Bicycles, motorcycles, cars or vehicles, scooters, buses and even trains.
Therefore, this means of transportation is very popular in the country, always
keeping in mind the care of the environment with the slogan of zero emissions
because, it is worth noting that it is a country with high population density and
therefore, it is necessary to be eco-friendly.

If the market is changing, how?

In Japan, the presence of electric vehicles dates back 10 years ago,
innovating the transportation market, since from that moment on, traditio-
nal transportation has been in the background to the point of the gradual
elimination of internal combustion engines throughout the country causing
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a 180°-degree turn in the means of transportation. Its impact has been so
great that it is estimated that by the year 2050, traditional vehicle manufac-
turers will stop production and will have to adapt to the new demands of the
Japanese market. Affirming that, the electric vehicles if it is cataloged as an
alternative or replacement to the traditional vehicles.

What is the distribution system [if relevant] or the entry structure of other foreign
competitors [if relevant]?

The distribution system for electric vehicles in Japan consists of a stra-
tegic investment in a public charging network, i.e., charging points for electric
vehicles that cover the entire territory from end to end: Such distribution sys-
tem started in 2012 with an initial investment of 900 million euros, estimating
150,000 charging stations by 2030, however, the sale of electric vehicles by
2020 decreased so the distribution system had to rethink its ideas and install
the charging network in more strategic locations. In accordance with the in-
terview conducted, it is important to mention that the place where the inter-
viewee comes from is not very common to see electric vehicles, however, this
person states that in big cities it is quite common so the charging points are
better located than in the outskirts of the city, likewise, his point of view shows
that the distribution system could be implemented massively in the future.

Who are your competitors and how are they communicating with customers?

Among the leading manufacturers and marketers of electric vehicles
in Japan are: 1) Nissan with its flagship model Nissan Leaf cataloged as an
electric vehicle granted 48,641 sales in 4 years 2) Mitsubishi Motors with its
flagship model Mitsubishi i-MiEV cataloged as electric vehicle granted 10,423
sales in 5 years 3) Mitsubishi Motors with its flagship model Mitsubishi Mi-
nicab MIEV cataloged as electric van granted 5,560 sales in 3 years 4) Toyota
with 30 models 100% electric and with an investment of 35. 5) Volkswagen
Group will have an opening in the Japanese market in 2024 with premium and
more accessible models with an estimated sales of 10,000 units 6) Tesla with
a significant increase in sales starting in 2020 with sales from 1,900 units to
5,200 units by 2021.

Are there any different concepts or product/service categories in the target coun-
try? If so, what?

Actually, in Japan, there is no different denomination for electric trans-
portation since it is a term that is already familiar to all its inhabitants and
likewise, at the international level, the terminology to be used is: electric ve-
hicle, electric motorcycle, electric bicycle or scooter, electric bus, and its de-
rivatives, without any different concept or definition around the country.
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What are the political restrictions/regulations?

The Japanese government grants incentives, deductions and tax exemp-
tions for electric vehicles that are classified as environmentally friendly or
green vehicles through a series of requirements stipulated on environmental
performance for both foreign and domestic vehicles. In case of compliance
with the requirements, the government grants purchase incentives to consu-
mers in case of purchasing a new vehicle or in case of exchanging a used ve-
hicle that is 13 years old for a new vehicle. The monetary assistance is divided
into two categories: 1) For the purchase of standard or small vehicles the sub-
sidy corresponds to 100,000-yen equivalent to 1,100 USD. For the purchase of
a mini vehicle, the subsidy corresponds to 50,000-yen, equivalent to 550 USD.
For the purchase of trucks, the subsidy corresponds to 200,000 yen equivalent
to 2,100 USD and finally, for the purchase of trucks and buses the subsidy co-
rresponds to 200,000 yen equivalent to 2,100 USD and 900,000 yen equivalent
to 9,600 USD 2) For the purchase of vehicles through the exchange method of
used vehicle for new vehicle: For the purchase of standard or small vehicles
the subsidy corresponds to 250,000 yen equivalent to 2,700 USD. For the pur-
chase of a mini vehicle, the subsidy is 125,000 yen, equivalent to 1,300 USD.
For the purchase of trucks and buses the subsidy corresponds to 400,000-yen
equivalent to 4,300 USD and 1,800,000-yen equivalent to 19,000 USD.

What are the market risks associated with sales of your product/service?

The dynamic electric transportation market brings with it potential risks
for manufacturers, suppliers and insurers linked to emerging risks during the
transition from traditional to emerging vehicles. According to Allianz Global
Corporate & Specialty the rapid expansion of this mode of transportation may
bring technical and operational risks such as safety and reliability, insuran-
ce and supply complexity, dependence on software and technology producers,
threat of fire, potential defects or performance, dependence on software and
technology producers and even the sustainable disposal of essential compo-
nents and raw materials for batteries. Leaving as a result a significant impact
on automotive liability insurance.

Brazil

Brazil in 2020 had a population of 212,559,409 people, of which the popu-
lation authorized to drive represents 77.33% of the population with 164,381,029
people who can drive according to the laws of the country. In addition, the mi-
nimum age to drive in Brazil is 18 years, so in this population allowed to drive
there are only people of legal age.
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On the other hand, energy consumption per capita in 2020 was 2,545.2
kWh, being the second year with the highest energy consumption in the coun-
try, this being a consequence of the greater use of electrical appliances in
Brazilian homes, due to the measures and restrictions taken. by the govern-
ment in the period of the Covid-19 pandemic. However, electricity generation
in the country was sufficient to supply consumption, generating 622,006 GWh
throughout the year. Likewise, another reason why the energy was sufficient
to supply the consumption of the population is because energy consumption
in industrial and commercial activities was reduced.

The potential consumers of electric vehicles are mainly the 164,384,029
people allowed by Brazilian law to drive. The product can be focused mainly
on young adults with a stable and well-paid job, considering that the men-
tality of the new generations is more aware of the need to help with climate
change and that they bring much more modern technology and less harmful
to the environment. Furthermore, recently in Brazil there has been a signi-
ficant increase in the purchase of motorcycles for financial, traffic and fuel
saving reasons, resulting in 45% of Brazilian cities having more motorcycles
than cars. Therefore, an important market is that of motorcyclists, having the
opportunity to capture the interest of this type of consumer with the proposal
of caring for the environment and saving money on fuel.

Despite what happened in the 2020 pandemic, people who had already
planned to buy a vehicle did not change their plans, most of these people be-
ing men. In this way, there is many people who, regardless of the situation that
surrounds them, continue to consume this type of good. On the other hand,
68% of people who think about buying a vehicle choose a used car, while 16%
decide on a new one and the remaining 16% remain in doubt between buying a
new one or a used one, which is not very favorable for the entry of the product
to the market.

Another key factor that encourages people to buy a vehicle is the in-
convenience caused by public transport. In 2020, when the quarantine ended,
many people decided to avoid public transport, so as not to get infected. This
is also reflected in people who think that it is much safer to go by personal
transport than in public. Likewise, in economic terms, interest and taxes are
considered, with 42% of those interested in buying a vehicle less taxes and
39% less interest.

Un cliente satisfecho es la
mejor estrategia de negocios,

Michael LeBoeuf.
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As mentioned above, most of the population that wants to buy a vehicle
chooses to buy a used one, only 16% decides on a new vehicle and another
16% remains in doubt between a new one and a used one. On the other hand,
there is a growing tendency to use motorcycles mainly to spend less time in
traffic, reduce fuel costs and facilitate credit from banks.

With the recent pandemic in 2020, there was a clear shift in the market.
Mainly, that year the production of vehicles was considerably reduced, due to
the lower use of resources in the industries to allocate these to the needs of
the crisis. This paralysis of the economy caused the worst data in the sector
in many years to be recorded at the end of 2020. But this economic downturn
hasn’t stopped many consumers from getting their personal vehicle. Likewi-
se, in 2020, the largest number of hybrid and electric vehicles in history were
sold in Brazil with 19,745 units, which, unlike previous years, shows the po-
tential growth of this transportation option. However, this sales value does
not even represent 1% of the total number of vehicles sold in Brazil in 2020,
which shows that at this time the product needs more strength to penetrate
the market.

A strategy that has been useful to Renault is based on selling less, but
for a much higher value, focusing mainly on that wealthy market niche that
wants to satisfy its luxuries and in turn has an interest in this type of fully
electric vehicle. But unfortunately for Renault, this strategy served them well
after having presented two previous ones with losses for having sold a greater
number of vehicles at a lower price.
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Who are your competitors and how are they communicating with customers?

There is a lot of competition in the market, if you refer only to personal
vehicles, you have competition from well-known brands such as Chevrolet,
Hyundai, Ford, Fiat, Jeep and Volkswagen, the main preferences of consu-
mers. But if only the electric vehicle market is considered, there are Toyo-
ta, BYD Caoa Chery, Volkswagen, and Grupo Stellantis, since among these
brands some already produce their electric vehicles in Brazil and others alre-
ady have plans to sell hybrids.

Are there any different concepts or product/service categories in the target coun-
try? If so, what?

The different concepts or categories existing in Brazil are combustion
vehicles, which are common vehicles that run on gasoline, and hybrid vehicles
that have the possibility of being recharged with electricity or using gasoline
like conventional vehicles. Combustion vehicles dominate most of the market,
but even so, more and more electric and hybrid vehicles are being sold over
the years and it is projected that in 2035 they will represent more than 21% of
the vehicle market.

What are the political restrictions/regulations?

Brazil has a regulation for the use of electric vehicles in the country
where the requirements and how to use electric vehicle charging stations are
explained. Likewise, the tariff between the distributor and the consumer is
established. In general, Brazil does not present restrictions for this type of
vehicle, on the contrary, taxes have been reduced and even eliminated to try to
promote this product in the Brazilian market, but despite removing barriers,
its implementation continues to have high costs in the country’s market for
both the government and consumers.

What are the market risks associated with sales of your product/service?

As mentioned above, electric vehicles do not represent even 1% of the
vehicles sold in Brazil in 2020, this may indicate that the country may not be
very prepared in terms of resources as well as culturally for the arrival of
many electric vehicles to the territory. In addition, due to the preference of
consumers to buy used vehicles, mainly considering the price, this factor does
not give good indications for the introduction of our product to the market. On
the other hand, it would be competing against brands like Chevrolet, Ford or
Hyundai that dominate a large part of the preferences of Brazilians. In addi-
tion, the scenario of electric vehicles without incentives from the government
is not very favorable to enter the market, so much would depend on the gover-
nment to promote the market.

pero deben de estar”.
Rosalynn Carter, ex Primera
Dama de Estados Unidos.
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Russia

In 2020 Russia’s population was 144.1 million, and the people able to
drive are 3.284.398

given the minimum age to drive is 18 years old; some facts are that in
the country you drive on the right and you can’t hire a car unless you are 18 or
in other companies 21, while you are in the wheel is against the law to use your
phone except is hand-free system (this fact is an advantage, because most of
the electric cars have a hand-free system integrated).

The energy consumption per capita was around 6,427 kWh and in re-
newable energy the country has made a Programme on Energy Efficiency and
Energy Development which aims to increase this type of energy giving our pro-
duct a god view in the territory, also there are some goals projected for 2035
focused on enhance the use of renewable energy.

In 2020, Russia generated nearly 1.060.583 GWh of electricity, compared
to 2019, which was the largest amount of electrical energy annually produced
in the country. Russia is a major player in the energy market, mainly in crude
oil and natural gas, it's one of the top three producers and has a world wi-
de-reaching gas export pipeline network.

As an overview, these facts can be disappointing for the product, bus the
emerging market is growing rapidly and for 2021 sales have increased from
40% to 45%

Who are the customers?

In this case the potential customers will be the people able to drive,
Moscow leads the sales in the country with 240 new electric cars purchased
in 2020, followed by St. Petersburg with 69, in the Black Sea’s Krasnodar Re-
gion 36, Eastern Primorsky region 31, Siberian regions of Sverdlovsk 21 and
Novosibirsk 20. The customers in this country will be targeted in these cities
and according to the population able to drive (18 - 79 years old) will be men
and women living, mainly, in Moscow, St. Petersburg, the Black Sea’s Kras-
nodar Region, Eastern Primorsky region, Siberian regions of Sverdlovsk, and
Novosibirsk.

In the interview we were told that the main customers are young people
in big cities like Moscow, a fact that matches with the investigation above.
In addition, Moscow and St. Petersburg are the most populated cities in the
country, so this gives us a better concentration of customers.
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What are their purchase habits in regard to your product type (decision-making,
location of purchase, etc.)?

As said above, the location of purchase is mainly in Moscow, St. Peters-
burg, the Black Sea’s Krasnodar Region, Eastern Primorsky region, Siberian
regions of Sverdlovsk, and Novosibirsk; there is a rage from 600 to 1000 of
car stations; a phenomenon is not only the increase in the sales of electric
cars, but also the increase in the sales of used electric cars, 5,237 were sold,
representing a 60% increase over the previous year; a fact is that the price is
sometimes irrelevant, due to the variety of brands that offer cars for different
budgets; this trend of electric transportation comes from The Far East in first
place her, Siberia in second, and then come Russia’s central regions. Regar-
ding the interview there is a perception in older people that the batteries used
in the cars are dangerous and, even though it does not emit gasses, this is a
very risky thing.

How are products or services being used?

Usually they buy new cars, but the trend of buying used cars is increa-
sing; some of the models with more sales are Porsche Taycan in first place
with 581 units sold. Tesla Model 3 is second with 432 units, followed by Audi
E-Tron with 387 units, Tesla Model Y 218 units and Nissan Leaf 131 units. In
the interview it is also mentioned that scooters are a very common type of
electric vehicle.

If the market is changing, how?

As stated above, the market is trending to the purchase of used cars,
increasing in a 60% Its evident the paths that Russia has established to start
the use of this type of transportation, but they are not focused on a real trans-
formation since the country is one of the biggest producers of crude, the
goals are set but with low units of products or low rates compared to what
the country can consume or produce, there are also economic stimulus for
the consumers to buy, but this are more an image than the real wanting of
change; however, there are governmental plans in long term to increase the
electric mobility.

What is the distribution system [if relevant] or the entry structure of other foreign
competitors [if relevant)?

In the country the government is incentivizing the fabrication of electric  RARISERERITENEEERUS

cars with subventions. Tesla doesn’t sell officially in Russia, but the people KRR RERIUE
find a way to get these cars, even paying twice its price and there isone Tesla’'s  [[E R E NI
supercharger in the country. Porsche is represented in 20 cities with a total
of 26 Porsche Centers; they have their own subsidiaries. Audi has a plant in
Kaluga, and they have around 30 official dealers. Nissan has a factory in St.
Petersburg and a range of subsidiaries in Moscow. Carl Icahn

thinking, and the second is

not to act at all
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Who are your competitors and how are they communicating with customers?

The best-selling electric car brand in 2021 in Russia is Tesla, with 736
units sold. Porsche has occupied the second place in the ranking with 581
units, followed by Audi with 387 units and Nissan 131 units. The have a good
communication through a perception based on the brand, its global reputa-
tion, and the sales they are producing in the country, except Tesla who is not
officially in the market yet; the social media and the influence of the people
play an important role in the spread of the brand, as well as the daily life in
cheaper cars.

Are there any different concepts or product/service categories in the target coun-
try? If so, what?

There is a range of electric transportation in Russia, such as scooters
or buses, including the different brands which sell electric cars at a very good
price. But in this case there are not different concepts of an electric car, more
than the different features each brand has.

What are the political restrictions/regulations?

In political matters there are different plans to increase the volume of
sales in the country. Russia plans to subsidize the purchase of domestically
manufactured electric vehicles (EVs) to stimulate demand and production
in order to boost the sector, the subsidy is aimed at making Russian-ma-
de electric vehicles more affordable, the government plans to cover around
25% of purchase price of any Russian-made electric car, this will also bring
Russia in line with other European countries, the pretend not only develop
homemade electric cars, but to stimulate demand of its owns vehicles. The
government has, also, put a series of measures meant to probe the popu-
larity of electric cars, including a temporary elimination of import taxes on
electric vehicles, the measures are not nearly as generous as the subsidies
seen in Scandinavia and other European countries.

What are the market risks associated with sales of your product/service?

Currently the conflict between Russia and Ukraine involves the cease of
the plants and factories of all the brands mentioned, also the brands which
just have subsidiaries are not selling in the country anymore; this situation is
arisk in the market, it is blocking not only sales, but value chains too. Another
risk for a new brand is that competitors are big and well-developed companies
in Russia and worldwide, and they have built reputation and loyalty, a fact that
a new brand lacks.
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With a population of 59.55 million people, it is in position 25 in the po-
pulation table, made up of 196 countries and has a population density of 196
inhabitants per km2.

10.52% of the population of Italy are immigrants, according to the latest
immigration data published by the UN. Italy is the 62nd country in the world
by percentage of immigration.

The minimum legal age to drive a car (category B] for a motorcycle over
125 cc (category A2) is 18 years old, the legal minimum age to drive a motor-
cycle from 50 cc to 125 cc (category A1) is 16 years, the legal minimum age to
drive a moped up to 50 cc is 14 years (AM category).

Per capita energy consumption was 4,832.7 kWh, it is known that Italy
also implements other types of sources such as hydroelectric energy with a
total consumption of 140.05 kWh and renewable energy with a total of 320.13
kWh. In terms of production, Italy ranks eighth in 2020 with 271,877 kWh. The
new ltalian government has announced an ambitious plan to sell one million
electric cars by 2022, since in 2018 Italy was one of the European countries
with the lowest sales of electric vehicles. According to the European Associa-
tion of Automobile Manufacturers, 2,600 units with 100% electric propulsion
were registered, 4,800 units including plug-in hybrids. This amount repre-
sents a share of the total market of only 0.24%
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Who are the customers?

As for customers, this product is a trend in Mediterranean countries
since the government is giving strong economic and environmental support.
The people we are targeting are young, middle-aged people and companies
that understand the advantages of this product. alternative transportation and
that the same government gives bonuses for the electrical transformation,
so great is the objective of the transformation that the incentives for the car
in 2021 will be applied directly in the form of a discount on the price and the
buyer will not have to do any particular paperwork, the dealer will take care
of the paperwork and the bonus will be automatically deducted from the list
price of the vehicle.

What are your buying habits?

Italian consumers look for quality products, especially valuing after-sa-
les service. Undoubtedly, these two aspects are fundamental in the purchase
decision. In addition, the Italian consumer appreciates being given clear infor-
mation about the product. On the other hand, Italians hold national products
in high esteem and are concerned about the environmental impact that the
manufacture of the product may have had. eCommerce in ltaly is the second
most important in southern Europe and today it is one of the online markets
with the greatest future prospects within the EU. We must not lose sight of the
fact that it is supported by the third largest economy in Europe. To publicize
our product, we need physical points in high level places, as it is known lta-
lians are very classy and always seek luxury and comfort as high-level brands
such as Ferrari, FIAT and Alfa Romeo have.

How are the products or services used? (Who are your competitors and how do
they communicate with customers?]

The Italian economy is largely driven by the manufacture of high-quality
consumer goods produced by small and medium-sized businesses, many of
them family-owned. As for electric transport, Italian vehicle companies will
have to make the transformation.

If the market is changing, how?

The Italian car market registered 119,497 registrations in March 2022,
29.66% less than in the same month of 2021, in which there were 169,886.
On the contrary, transfers of ownership of used cars increased and reached
450,846, almost 36% more than the 331,779 in the same period of the previous
year. Regarding the global volume of monthly sales, in March 2022, 570,343
vehicles were sold in Italy, of which 20.95% were new and 79.05 used.
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What is the distribution system [if any] or the entry structure of other foreign
competitors (if any)?

The best-selling car in Italy, pure zero emissions, has been the Dacia
Spring, it comes from China but is accompanied by the great French brand,
at first, they did not intend to export them due to their low cost. Behind them
is the FIAT 500e, which barely exceeds the thousand units (1,060), the Italian
company wants to implement mostly 0-emission vehicle fleets, in Italy the-
re are a variety of brands that they have in their catalog, whether national
or international.

Are there any different concepts or product/service categories in the target coun-
try? If so, what?

In Italy there are plug-in cars, hydrogen transport, hybrid cars, pure
electric cars, even scooters and buses. the designs try to maintain the essen-
ce of the Italian brands in the design of the bodywork, on the other hand the
imported brands tend to have a more futuristic design.

What are the political restrictions/regulations?

The Italian Government approved a plan with which it allocates 1,950
million euros, divided into 650 million euros per year between 2022 and 2024,
to the purchase of electric, hybrid, plug-in, and endothermic vehicles, as well
as to support the transformation of the sector, hit hard by the pandemic, the
semiconductor crisis and current inflation. There is not much information
if the government prevents the implementation and circulation of electric
transport, since it is seen that Italy is 100% committed to the total change
from gasoline combustion engines to only electric ones, the intention is so
great that it is giving away incentives and vouchers for people who want to get
an electric transport.

What are the market risks associated with sales of your product/service?

In Italy the transition to electric vehicles will put around 73,000 jobs at
risk, the automotive sector in Italy could be more affected than in other pla-
ces due to the small average size of companies in the country and the scale
of investment needed to meet the climate plan. As such Italy is committed
to the transition towards electric transformation, but if there are risks of
dependency on software producers and innovation.

La base de nuestra estrate-
gia de asociacion y nuestro
enfoque: construimos la

tecnologia social. Ellos

onen la musica.

Mark Zukerberg.
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Marketing Strategy

Waterfall strategy

We choose this strategy because to enter the markets of each country, a
high investment is necessary given the quality and massiveness of the produc-
tion, allowing us to learn from previous experiences and not make the same
mistakes, taking into account the possible similarities between the countries.
In this sense, waterfall strategy offers the option of gradually managing a
complex manufacturing production under careful planning throughout the
project, taking the necessary time to fill out and know both the regulations
and the relevant documentation for a good process in the territory to enter in
order to conclude in a successful execution.

How to enter each country

United States: In order to enter the United States market, it is important to
bear in mind that this product is focused on consumers with a medium-high
purchasing power, so the entry prices will be focused on this type of people.
The support of the US government is important for the acceptance of our pro-
duct, as the current administration rewards the use of electric vehicles with
tax reductions and discounts in certain places. Additionally, in some states
such as California, the market for electric vehicles has a better acceptance,
while in places such as Texas, the market is much smaller.

Analyzing the different contexts that this country may have, it is appro-
priate to carry out a Joint Venture strategy, as this is an emerging market
in which the main leading brands and some of the Chinese market are alre-
ady established, so generating strategic alliances with some of the national
brands could enhance the establishment of our product.

The way to advertise for this country should be to make people unders-
tand that the product is a luxury that can become not so expensive, so adver-
tising should be in places like shopping malls, billboards on major highways
and participation in automotive and innovation fairs.

Canada: To enter the Canadian market we will use the strategy of direct in-
vestment, since the goal is to position ourselves among the 10 companies that
sell the most electric cars with a long-term vision, more specifically towards
2035, where it is proposed that all cars will be electric, and in this way esta-
blish ourselves as an interesting option when purchases for these vehicles
skyrocket, having some time in the market and offering a quality product that
provides benefits like those that are much more expensive, that would make
us position ourselves in an interesting place when Canadians choose which
car or which brand of car to use. We establish that buyers would have medium
to long incomes, priced at $30,000 CAD, about $23,000 USD, keeping us out of
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those that are either very expensive or affordable. Advertising should be pre-
sent in Ontario, British Columbia, and Vancouver, and appear in places such
as bus stations, online and shopping malls.

Italy: As for ltaly, to enter the market we will base ourselves on the Joint
Venture strategies, since this facilitates alliances as well as technology and
manufacturing, as is well known in ltaly there are numerous high-level au-
tomobile brands, which provide both safety, comfort, luxury but above all the
differentiator of quality. How are we going to reach the Italian consumer? The
digital age and marketing will help us in a more effective way since technology
and the Internet in Italy are available to everyone, also in car exhibition fairs
such as Automotive Dealer Day, more specifically in Verona, is an exhibition
for car enthusiasts and manufacturers, where the exchange of information is
also facilitated. Prices are always important, but the Italian consumer knows
that quality and reliability have a fair price, in addition, the Italian government
gives many incentives and bonuses for those who want an electric vehicle, we
believe that a medium - medium range can be important so that the Italian
consumer can make the change to an electric vehicle.

Japan: To enter the Japanese market it is necessary to carry out the Joint
Venture strategy, since the automotive and technology sectors carry out
strategic alliances for the manufacture, development and sale of electric
vehicles through the exchange of technology, the Japanese market has a
high presence of automotive brands, so it is a good option to enter this sec-
tor with a Joint Venture since the profits and/or losses go together and the
previous experience of an already established brand can help minimize or
prevent the possible risks involved in entering a new market. On the other
hand, to reach the Japanese consumer, it is necessary to carry out transit
advertising by means of hanging brochures, framed posters, videos on flat
screens located in buses, cars and stations, taking into account that most
Japanese people use public transportation on a daily basis, therefore, this
is an effective method to market products or services and at the same time,
reach the majority of the inhabitants around the country. As for prices, the
purchasing power of customers should be in the medium to high range,
as electric transportation is more expensive than traditional transportation,
however, the government provides subsidies to potential buyers of electric
vehicles. The estimated price is 15,000 USD to 30,000 USD which would be
equivalent to 195.195 yen to 390.390 yen.
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China: The safest way to enter China is through a Joint Venture, nowadays
the restrictions to foreign companies have been reduced and for electric vehi-
cles even more because of their environmental friendliness, an aspect that the
Chinese government wants to improve. However, having the knowledge and
experience of a local company is of great help for the distribution and produc-
tion of our product in the main cities. To communicate with customers is key
to use media such as television and billboards, the use of the internet is satu-
rated, so traditional media can be a very good option, considering that much
of the population still watches television. By having a wide range of variety in
our products they are aimed at different types of people, for an economical
price for a standard quality at high prices with products full of innovation and
new technologies according to the Chinese market and the competitor prices,
the price range depending on the quality and innovation of the product will be
from USD 20,000 to USD 40,000 which is equivalent to ¥132,000 and ¥264,000
In other hand, the place where we are going to be established will be in the
outskirts of the big cities so that the spaces are more comfortable and bigger.

Russia: In Russia the best way to enter the market is a Subsidiary (direct in-
vestment) according to the experience of other foreign companies and the
competitors, this suits the Russian regulations and gives the company an ad-
vantage in taxes and regulations; however, it's necessary to keep in mind the
transition that Russia has made from a communist to a capitalist economy
and the changes that the government can make; the Russian consumer gi-
ves us the opportunity of showing the quality of our cars, so this can lead our
path there, as well as a range of products based on the different budgets of
the families or people have, also we have to target not only new but used cars
because is an emerging market. In this order of ideas, the network we have to
build is one were we can offer new and used cars, satisfying the new trends of
the sector in the country, according to this the promotion can be done digitally
or in traditional channels such as television, print media, outdoor billboards,
magazines or point-of-sale promotions; about the price, this is covered with
the different prices according to the budgets, so this can be modified accor-
ding to the consumer needs, preferences and buying capacity, this doesn’t
mean that the price will be low, we will set a price a little bit higher than the
common because the consumer values the quality and they know they have
to pay a price for it, so the price according to the budget can be in a range of
15.000 to 35.000 USD (1.030.647 - 2.401.297 RUB) for new cars and 6.500 to
19.000 USD (445.909 - 1.303.426 RUB) for used cars; additionally, the place, as
it will be located in big cities, such as Moscow and St. Petersburg, it can be an
specialized place, very clean and professional, this will attached the consumer
and will give credibility, also a big place won’t be a bad idea to consider.
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Brazil: Given that Brazil is the last country to which the company will expand,
it is expected to enter the market through direct investment, taking into ac-
count that the company will have already expanded in other countries and will
have the necessary resources to implement this strategy to enter the market.
On the other hand, this is also very useful for testing the Brazilian market.
Communication with customers about the product will only be translated into
Portuguese because it is the native language of Brazil. Apart from this, no
type of change will be made in the message that is to be known about electric
vehicles, in this way, the only adaptation of the language would be the trans-
lation of the company’s message.

A high price strategy will be used to enter the Brazilian market, mainly
due to the history of competition when implementing price strategies, which
resulted in large losses by entering the Brazilian market with low prices. In
this way, a more defined market niche would be targeted in which there are
young people with high purchasing power who wish to satisfy their luxuries,
as in this case it would be a vehicle that works with electricity.




Vol. 28 - No. 01 Ene - Mar 2022.

Memo

Bogota, D.C. 10 May 2022
Memo No. 0103
To: Chief Marketing Executive.
Subject: International Marketing Plan Project.

Through this, the marketing plan that will be carried out in the Ome-
ga Motors Technology project will be informed. Taking into account the
previous investigation, the Waterfall strategy was selected and the po-
tential countries to start the commercial activity were defined, these, in
order of entry, are:

To enter the U.S. market should be done through Joint Venture, since
the requirements of such a competitive market in which there are so
many recognized brands, it is much easier to create a distribution chan-
nel based on a customer base that already has another brand, that
greatly help our brand can learn and develop new products; Canada
by Direct Investment; In Italy it must be done through a Joint Venture,
it is the most strategic way to enter a market with so much experience
and strength, it is much easier to create a distribution channel based
ona client structure that another brand already has. Japan with Joint
Venture because the Japanese market requires strategic alliances for
the creation of a highly competitive company that can face its competi-
tors and thus position itself in the competitive market; China, with Joint
Venture because it is the fastest way to enter such a large market, with
the support of a local company in terms of distribution and production,
while the company is established; Russia by a subsidiary (direct invest-
ment) because it fits better for the country taking into account the laws
and taxes for foreign enterprises; Brazil through direct investment since
being the last country to enter, the company will have the necessary
resources and will be useful to test the waters in that country.

Thank you very much for your attention.

Sincerely,
Marketing Team
Omega Motors Technology.
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Mision

El Programa de Administraciéon de Empresas
de El Bosque construye conocimiento adminis-
trativo conjunto entre profesores y estudiantes,
déndole prioridad a la vida, al individuo y a la
cultura del grupo social en que trabaja.

Vision

Ser en el mediano plazo uno de los Programas
mas destacados, llevando a sus egresados a
ocupar espacios importantes en el pais, por
medio del aporte desde sus propias empresas
o desde la organizacién a la que se encuen-
tren vinculados ya sea de caracter publico
o privada.

Objetivo General

Construir conocimiento con los estudiantes de
la facultad, utilizando para ello los referentes
histéricos, filoséficos y epistemolégicos de la
administracion, con el fin de alcanzar estan-
dares de desempeno profesional acorde con
las necesidades que el entorno de los nego-
cios exige a los Administradores de Empresas,
déndole prioridad a la vida y a la cultura del
grupo social en que trabaja.

Objetivos especificos

El Programa de Administracion de Empresas de
la Universidad El Bosque persigue los siguien-
tes objetivos:

Incorporar en el proceso formativo de los estu-
diantes, los valores y principios de la Universi-
dad, en su enfoque bio-psico-social y cultural,
y que estos se vean reflejados en el desarrollo
de la profesion del egresado.

Desarrollar en los estudiantes la capacidad
analitica y critica del entorno y la realidad del
pais y el mundo, de tal forma que puedan ac-
tuar y tomar decisiones en la blusqueda del
beneficio comun, alcanzando estdndares de
desempefio profesional acorde con las nece-
sidades que el entorno de los negocios exige a
los Administradores de Empresas.

Preparar a los estudiantes para que se desem-
pefien en los sectores publico y privado, desde
la perspectiva de la alta gerencia, creando em-
presas y desarrollando actividades de consul-
torfa e investigacion.

Fortalecer los vinculos actuales con universi-
dades del exterior y establecer otros, para el
aprovechamiento mutuo de estudiantes, profe-
sores y egresados de la Facultad.

Trabajar ligados a la realidad empresarial, in-
vestigando continuamente las necesidades del
mercado y de esta forma garantizar el facil ac-
ceso de nuestros egresados al medio laboral.




	_ppqz5a63c5bl
	_vi3nlbizg8hl
	_4qo7pj2xu9mj
	_Hlk111711747
	_ihlk774792cl

