What factors should a company consider when entering a foreign market? Discuss at least three (3) methods of entry and three (3) barriers to trade. Simply put: What are three ways a company can "go international/global"? What are three trade issues that act as barriers or deterrents to global trade?
Answers
Factors  Influencing  Entry  And  Participation  In  Foreign  Trade.
Engaging a company  successfully  in  international  trade  facilitates  its  progression  from low  income  to  middle  income  eventually  to  upper  middle  income.  In order to successfully engage in foreign trade, a company should consider certain factors (Zekiri & Angelova, 2011). First, the company should put into consideration on the amount of profit it is earning locally. This will enable the company to evaluate the amount of risk it has for investing its capital globally. Secondly, the company should evaluate its self on whether there is availability of the product or service that it wishes to export. In this case, it is essentials for the company to carry out research on the type of market it wishes to penetrate (Murray, Ju, & Gao, 2012).  Market research should focus on the   type customers the company is targeting and how to reach the customers. It is also essential for the company to find out both cultural and political status of the country it wishes to carry out its business. 
Three (3) methods of entry into a foreign market
In the event that a company wishes to expand its operation in a foreign market, there are several ways of entry or penetration into the market.  Some of these ways include; exporting, franchising and having a joint venture (Nisha, 2016). Exporting according to Nisha (2016), is across the border sale of domestically produced goods and services.  Exporting  is  the  best mode  of  entry  in  the  global  market  though  none  of  the  methods  of  entry  is  superior  than  the  other.  Franchising is the second mode  of  entry  where  a  semi-independent  business  pays  fees  and  loyalties  to   the  franchiser  to  use  a  company’s  trademark  and  sell  its  products  and  services.  This  method  has  its  own  advantages  and  disadvantages  and a company wishing to use this method needs to consider  all  of   them  before  settling on it as its way of penetration.  The  third  way  of  penetration  is  joint venture  where  a company engage its business  activities  with  another  organization.  This maybe because for several reasons, like for example to divide risk with other parties or organizations.

Three (3) barriers to trade in a foreign market
There are a number of barriers to trade in a foreign market. Some of the barriers might include; cultural and social barriers, Political instability and government regulations.  Peoples’  concept  and  view  on certain  issues  such  as food  clothing  and the  like  influence international  trade.  Trade between  two  different  countries  becomes  difficult especially if  the  cultures  of   those two  countries  is significantly  different. Political  instability is  also  a  great  barrier  since  carrying  out  business  or  trade  in a  politically  instable  country  is  significantly difficult.  Government regulations are also a great threat to foreign trade. Governments may ban export of certain products and services (Rahman, Uddin, & Lodorfos, 2017). On the other hand, the government of the country that the company wish to export its products might have banned the import of the product on service. This is a great threat if a company wish to export banned goods and services. 
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