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.
Entering and taking part in foreign trade is one of the goals of most corporations. This is seen as a bold step towards spading market share and hence boosting the amount of revenue that a given company earn each year. A number of factors come in to play when entering as well as taking part in the foreign trade. Some of these factors include; the capital strength of the company, type of product that the company wish to engage with in the foreign trade and the regulations governing the foreign trade (Isa, Saman, & Nasir, 2012). Expanding an operation of a given company is very costly. The success of the expansion highly depends on the amount of capital that a given company has. More capital means success of the expansion and less capital might leads to challenges in the expansion efforts. Type of the product influences the general cost of production and hence might influence the entry and participation in the trade (Lu, Karpova, & Fiore, 2011). Different regulations influences both the entry as well as participation in the foreign trade. 
Three (3) methods of entry into a foreign market

Entering a foreign market is a way in which companies use to expand their operation with an aim of boosting their revenue. There are various ways in which companies enter a foreign market. Some of these ways include; partnering, buying a company and Piggy backing (Shaw, 2015). Partnering is one of the most preferred method by most companies. It usually involves coming up with an agreement with an established company in the foreign market to work other and conduct some operations like marketing together. Partnering is essential for a company especially when it is entering a market that has different cultural, social and business practices from the home market. Buying a company that is in existence in the foreign market is another way in which companies gain entry into the foreign market. The company will provide a conducive platform for operations since it has already established market share and has adhered with the stipulated regulations. Piggybacking is another alternative for gaining entry into the international market. This is considered as one of the unique ways of entering the market. Through piggybacking, the company approaches a domestic firm that is selling its product in the foreign market and request for inclusion of their products in the foreign market inventory (Petrou, 2009). This work well for the company since it will sell its product in the foreign market without having to incur costs and other risk factors. 
Three (3) barriers to trade in a foreign market

Engaging in trade in a foreign market might be met with a number of barriers. Some of the most common barriers that a company can come across while trading include; tariffs, quotas and regulations. Tariffs are tax which are imposed on the imports and play significance role in determining the price of a given product or service in the market. These are usually imposed with an aim of restricting the imports as well as a way of raising revenue. Quotas are considered as the limits which are put on the amount of a particular good that can be imported into a given country (Rahman, Uddin, & Lodorfos, 2017). Quotas usually impact on the returns of a company since the company will only be entitled to sell limited amount of the products. Regulation especially government regulations significantly impact on how a company trade in the foreign market.  Regulations are usually imposed on the product content, quality of the product, packaging of the product as well as shipping of the product (Dix-Carneiro, 2014). These regulations impacts in a great way the reception and selling of the product in the market. 
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