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Our partners 
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International Sales Organization 
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Flashback… 

 

FIFTEEN YEARS AGO, export 

comprised: 

 

• Four "active" distributors, 

predominantly in Africa 
• Algeria 

• Morocco 

• Tunisia 

• Senegal 

 

• 80% of turnover project activity 

 

 

• Service activity restricted to selling 

spare parts 

 

 

Where are we TODAY? 

 

• A network of about 20 partners (in the 

Middle East, Asia, Africa and Europe) 

all of whom want to expand further 

 

 

• 60% bespoke, 40% standard activity 

 

• 20% of our orders are for SE/SR 
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Business strategy over the last ten years 

Specialization among business-development staff 

 

 

 

 

 

More effective local presence  

 

 

 

 

 

 

 

 

Business development that focuses on prospects, but also minimizes the 

risk/cost of marketing initiatives 

 

 

 

Two export agencies created, adding 50% 

to our standard sales 

Significant investment in our distribution network, now larger, better 

trained, more secure and more committed:  
 

 Introduction of partner contracts 

 Regular training meetings 

 Incentive programme 

 Indirect export organization 

Stopped organizing by geographical region 

Direction tailored to each activity 

Better market segmentation; markets studied in-depth 

Three new partners introduced in 2013 

Prospecting focused on a rational approach rather than opportunism 
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Organization of International Sales 

International Sales 
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Export 
Service 
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(DT/CT) 
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Industrial 
projects 
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Export 
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Intercompany  
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International 
Sales 

Administration 
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R Gallais 

Director of 
International Sales 

EXPORT SERVICE 

I Francisco 
DT/CT Manager 

R Duvillard 
CH Manager 

P Van Meenen 
Sales & Marketing 
Engineer, Indirect 

Exports 

I Bosland 
Service Manager 

EXPORT 
AGENCIES 

BWT Indian Ocean 
L Piebac 

BWT Morocco 
N Aouam 

INTERNATIONAL 
SALES 

ADMINISTRATION 

N Rosario 

Export Assistant 

C Baures 

Export Assistant 

BWT Group 
INTERCOMPANY 

B Siemens 

Sales Coordinator 

International Sales Organization Chart 
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RESULTS FOR 2013 

PPROSPECTS FOR 2014 

  

Export-partners Network 
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Qualitative results: priority areas in 

2013 

 CONSOLIDATE our existing 

partnerships 

 

 PARTICIPATE in the technical and 

business training of our new 

partners 

 

 INVEST time in regional visits 

 

 PROSPECT, as ever (field visits, 

communication etc.) 
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Some achievements in 2013… 
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Trade shows / Training sessions 
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Joint initiatives: E-mails 
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Joint initiatives: Creating the Export Partners' Club 

 Initiative by BWT France 
 

 

 Three annual meetings 
 

 

 Objectives:  

 

• "Hunt in packs", 

• Coordinate our prospect and customer files 

• Coordinate our distribution networks 

• Organization for action in the field 
 

 

 Led by: P Van Meenen 

Or how to promote indirect export sales 
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Quantitative results: The BWT Dictionary: 

DT  Domestic Technology  Domestic 

 

 

CT  Commercial Technology  Corporate 

 

 

CH  Chemicals   Formulated products 

 

 

PE  Project Engineering   Bespoke projects 

 

 

SE  Service    Services 

 

 

SR  Spare Parts    Spare parts & consumables 
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Breakdown of turnover from 

partners 
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Results: Business network of export partners 

Quarter 1 

+46% cf. 

objective 

+12% 
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DT – Households - Partner network 

Quarter 1 

49% 

36% 

60% 

-42% 
Total Exports 

-35% 
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CT – Corporates - Partner 

network 

25% 

29% 

25% 

+63% 
Total Exports 

+35%  

Quarter 1 
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CH – Formulated-products - Partner network 

7% 

15% 

27% 

+183% 

Total Exports 

+25% 

Quarter 1 
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SR – Spare parts & Consumables – Partner network 

22% 

13% 

14% 

-36% 
Total Exports  

+5% 

Quarter 1 

? 
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PARTNER BUSINESS POLICY 
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International: multiple networks 
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Our approach 

Characteristics  

and 

expectations of our partners 

Define common objectives 

To achieve them:  

- Adapt approach to each market/profile 

- Win your commitment to using the defined approach 

Define a bespoke action 

plan 

Win the local commitment 

necessary for the action plan 

Implement the Business 

Development Plan and steer 

it jointly 



24 

Constructing the Business Development Plan 

Market and partner profiles 

Collect, classify and thus 

understand information 

Prepare an analysis 
 

Organize & plan the actions, 

assign them and choose 

indicators 

 

 

Define the resources to be used 

(internal, partner, business) 

 

Implement and monitor the 

Business Development Plan 

Implementing an action plan requires both parties to be involved 

from the start, and assumes that the partnerships are based on 

common objectives! 
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A balanced Win-Win partnership 

25 



26 

Ten functions of the Export-partners network 

1. Gathering information on customers, competitors and 

others active in the area 
 

2. A water-treatment activity in synergy with the Partner's 

existing activities 
 

3. Communication to stimulate purchasing 
 

4. Local negotiation 
 

5. Taking orders, invoicing and collection management 
 

6. Financing, especially the stock required for each 

distribution chain 
 

7. Management of local risks 
 

8. Physical distribution: transport, storage and handling 
 

9. The supply of associated services (e.g. after-sales) 
 

10. Developing and preserving the brand image on the local 

market 



27 

Distribution contract 

 

 

 

• Territory 
 

• Products: 
 

• Exclusiveness: Yes / No 
 

• Commissions 
 

• Partner obligations 
 

• Obligations of BWT Permo 
 

• Minimum guaranteed turnover 
 

• Incentives 
 

• Business Development Plan 
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Which route for which policy? 
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Export Business Model 
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 Technical and business 

support  
 

 Communication 

 Stock and logistics 
 

  A dedicated organization for 

running our activities 

 Brand communication 

 After-sales service 

P
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Design 

 

Controlling 

technical risk 

 

 BWT's 

commitment to 

providing a 

bespoke 

solution  

 

Securing 

financial 

transactions  

PARTNER POLICY Local customers 
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Business reporting 

Local customers 

S
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 Technical and business 

support  
 

 Communication 

 Stock and logistics 
 

  A dedicated organization for 

running our activities 

 Brand communication 

 After-sales service 
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 Market knowledge (customers) 

 Level of business activity  

 Competitor information 

BWT image  

 Activity reporting (quotations) 
 

 Customer reporting (files) 

 Business performance 

indicators 
 

 Sales statistics by activity 
 

Design 

 

Controlling 

technical risk 

 

 BWT's 

commitment to 

providing a 

bespoke 

solution  

 

Securing 

financial 

transactions  
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Business reporting 
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Activity reporting – Why? 

To understand the market 

better (including sectors and 

customers) 

 

To appreciate the potential 

better 

 

To target business initiatives 

better 

 

To update the business 

development plan (products, 

marketing and field work, etc.) 

 

To organize better technical 

and business support 
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Prospect / Customer files – Why? 

Your communication benefits from 

BWT's organization 

 

 

You can present yourself as an 

official partner to your 

customers/prospects 

 

 

You will gauge the market better 

(especially growth sectors) 

 

 

You will prepare your joint business 

initiatives better (e.g. mail shots, 

trade shows and seminars) 
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SOME ACHIEVEMENTS IN 2013… 
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SOUMMAM DAIRY - ALGERIA 
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DANONE - INDONESIA 
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EDF - GUYANA 



38 

DANONE - IRAN 
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SITE TECHNOLOGY - LEBANON 
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MAT DISTILLERY – REUNION 
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TAPHCO - ALGERIA 
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Finally … 

 Profile: an industrial water-

treatment company 
 

 4 sites manufacturing equipment 

 2 sites manufacturing formulated 

products 

 

 

 A multi-market profile 
 

 Domestic 

 Corporate 

 Industrial 

 Process 

 Formulated products 

 

 

 An unbroken chain of skills 
 

 Design 

 Manufacture 

 Marketing 

 Commissioning 

 After-sales and associated services 

 

 

A plug for our unique profile! 
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THANK YOU FOR LISTENING 


