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Part1

International Business Correspondence

Chapter 1: International Business Correspondence

Introductionand Importance of International Business Correspondence

This section explores the principles and techniques of writing international business letters,
as well as the key considerations to keep in mind. In the past, people had to travel in person to
the seller’s country—even for small or less important purchases—to negotiate and reach an
agreement before managing the next steps of aninternational transaction. Over time, with the
facilitation of trade, the development of support tools, and advancements in communication
technologies, it became no longer necessary to be physically presentin the seller’s country. To-
day, many international transactions are carried out successfully even without ever meeting or
knowing the other party in person.

Although negotiations are still crucial —especially for large-scale contracts or complex
goods—theimportance of written business communication has significantly increased. As the
term suggests, international trade inherently involves people from at least two different co-
untries. These individuals are often thousands of kilometers apart, speak different native lan-
guages, and belong to different cultures. That's why proper and effective business correspon-

dence playsavital rolein building understanding and trust.



Competent International Business Relations Expert (CIBRE) I

To betterunderstand theimportance of communication, it’s helpful to look ata basic commu-
nication model. Before that, we should acknowledge thatallcommunicationis aimed at sending
amessage and influencing the recipient. Communication s essentially the process of creating a
mental image in the receiver’'s mind that matches what the sender intended. However, achie-
ving precise communication can be difficult due to several complex steps involved: generating
the idea, encoding it, transmitting through a suitable channel, receiving it, decoding, unders-
tanding, and responding.

At every stage, there may be barriers—sometimes referred to as “noise” or “filters” —that
candistortor block theintended message.

Humans use different tools to send messages, known as media. In any communication pro-
cess, there are two main elements: the sender and the receiver. The sender starts with a mes-
sage or conceptin mind and encodes it into a form that can be transmitted—usually through a
medium like email or letter. The receiver must then decode the message before understanding
andreacting toit. Decoding is a critical stage, as it determines how the message is perceived.

In international business correspondence—most of which is conducted in English—a good
command of thelanguage is essential. However, each industryalso has its own specialized voca-
bulary. In addition, familiarity with international trade laws, which are shaped by organizations
like the International Chamber of Commerce (ICC) and the World Trade Organization (WTO), as
wellasunderstanding business practicesinboth the originand destination countries, are crucial
forsuccess.

Inbusiness writing, we mustanalyze ourintended messageand craftitusing the correct words
and structure so that the recipient perceives it exactly as we meant. Unlike face-to-face com-
munication, where we use both verbal and non-verbal cues (such as gestures, tone, and facial
expressions), written communication lacks these elements. Often, the recipient has very limi-
ted contextabout us,and we don’t have much time or space to introduce ourselves.

Another key point in international business is that trust and credibility play a central role in

shaping business relationships. For example, if we want to express trust in the other party du-
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Letter 5Film6: Request for Sampleand Catalogue

Sub: request for sample

You are kindly requested to dispatch us a sample of your product range along with detailed and
illustrated catalog and brochure of your products by DHL to the head office of this organization
tothebelowaddress. This willempower us to have an exact evaluation of qualityand market de-
mand.

Our DHL account (member) No. for simplifying the process and transportation charges is
89247N12.

Inorder toavoid further costs and complication, youarealso requested toindicate the following
phrase onall postal parcelsas alabel.

“THIS IS ASAMPLE OF NO COMMERCIAL VALUE AND WILLNOT BE SOLD”

Your promptassistancein this due would be valued.

Letter 5-Request for Samples and Catalogues
Explanation:
This letter requests samples and brochures for qua

lity evaluation. Itincludes specific shipping and labeling instructions.

Key Points:
- Includes shipping account and preferred courier (DHL).
- Adds customs-safe labeling phrase to avoid importissues.

- Aims for practical productassessment before ordering.

15
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Chapter2
What to Negotiate

BusinessRelations

When we start an international sale and or purchase, we are entering into a complicated
business relation that encompasses four flows between the buyer and the seller. Goods,
funds, shipment documents andinformation are the fouritems that are normally transferred
between the parties in an international sales process. What is the priority for transferring the
fourelements? Orinwhich sequence should these fouritems be transferred? Thereis nosingle
correct answer, and it depends on many factors such as payment conditions, | rule, transport
mode, level of trust between the parties, norms of the industry, countries of the parties, and
the nature of the product. For example, if you are using payment in advance, you may have the

below process:
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International Purchase (Payment in Advance)

7 @
10
Documents 6

) @;;9

Purchase Order
1

P*n ment >
Informatmn :

Funds
Goods

=% [E pocuments

Figure1: International purchasing model (Paymentinadvance)

Based on different assumptions and agreements between the parties of an
international transaction, theremightbe hundreds of above models. Forexample,
incase thedeliveryis onthe basis of FOB, the process willnot be the sameas when
it is on the base of CFR, Or the above procedure will dramatically change if the
payment conditions are on the basis of the open account or documentary credit.
All the above details and the sequence of the activities should be defined in the

sales contract.

Negotiation requires real-time analysis and continually changes the sequence of

obligations and duties based on the conditions that the parties agree on.
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WhatlstheRoleof aContract?

Why do we need contracts? A contract or an agreement contains the regulations that govern
thefuturerelationship of the parties. We write contracts to execute them. Whenwe enterinto
arelationship, itis crucial todefineits normsandrules. Whatare therights, duties, obligations,
and responsibilities of each party? What happens if a party does not fulfill its obligations or
the parties encounter a dispute? How should they resolve disputes? The parties are expected
to define all these issues and other aspects of the relationship in the contract to avoid future
misunderstandings and conflicts. A comprehensive written agreement not only facilitates
dispute settlement, but also helps the parties to avoid disputes. Business relations have
four aspects, including technical, financial, legal, and commercial. All these aspects must be
clarified in the contract, and each one needs its particular articles. See the below model, which
shows four transfers in business relations, plus four aspects, and the related articles in the

contract foreachaspect.

Importer

__conmercit__[|__resca | __otoer ronss_|

1) Parties 1) Governing Law 1) Price 1) Term/ Dates 1) Definitions Business Relation
2y} Notices 2)  Subject of Contract 1)  Currency 2)  Shipment ) Product 1) Negotiation Process
3)  Preamble 3)  Dispuate Settlement - 3) Termsof Payment 3)  Shipments docs 3) Packaging 3} Division of Work
4) Languages 4) Force Majeure 4)  Delayed Payment 4)  Partial Shipment 4)  Specifications 4) Structure

5) Noen- Assignment 5)  Hari ship Liguated Damages 5) DEM/DES 5)  Standard 5) Grammar

6} Severability 6)  Termination - 5)  Imstallments 6) Insurance &) Quality 6) Punctuation

7y Amendment Ty Conseguences of 6)  Payment Instrument 71 Incoterms Rule T Quantity Ty Ambiguity

8)  Headings Termination 7)  Bank Guarantee 8) TInspection 8 COO 8) Measurable

9)  Entire Agreement #)  Liquidated Damages %) Price Revision 9)  Delivery Term 90 Installation / Evection Commitments

10y Non- Waiver 9)  Retention of Title Formula 10) Transshipment 10) Training 9) Trust

11) Confidentiality 10) Total Liability 9)  Pricing Strategy 11) Customs Clearance 11} Guaranteed Figures 10) Joint Intention

12) Contract Documents 11) Intellectual Property 10) Banks Info 12) Marketing Support 12) Technical Data 11) Offer and Acceptance
13} Contract Signature 12) Interpretation 11) Bank Charges 13) Tests 12) Good Falth

14) Non - Briberv | 131 Grace Perlod
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I Part 2:International Business Negotiations

Pre-NegotiationPhase

There are two types of activities that should be done during this stage. | name the first class as
“general activities.” These are some activities that all negotiation teams, regardless of their
role, should carry out at this stage. The second type of activity depends on the role of each side
in the negotiation. In other words, the activities of a host are different from the guest. | call this
group, “Role related activities.” After addressing the general roles that are similar for both

parties, | will explain the role-related activities of hostand guestin the pre-meeting phase.

General Activities

Definethe Missionand Goals

Why do we start a negotiation? Before entering any serious business cooperation, we should
define our primary and ultimate mission. What are we looking for? and what is the desired
business relationship that we might build if everything goes well? Are we going to sell or
purchase something? Are we going to lease or rent it? Are we going to gather information fora
more important meeting? Are we going just to show that we are serious? The mostimportant
question: What is the mission of this negotiation. Once done with this step, we have to set our

goals and objectives and plan different scenarios for the meeting.

Finding aPartnertoNegotiate With

We havedefined our mission. We need something or have recognized aneed that we cansatisfy,
butwhois the other party? Who can satisfy my need or who can use my product? Sourcingand/
or prospecting is crucial. We have to find someone who needs our product or whose product
can satisfy our needs. This duty is done by different teams, such as sourcing or marketing.
Regardless of its techniques, this step is essential for starting a negotiation. | assume that we

have found some serious partners who like to negotiate with us.
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We should always try our best to be the party who writes the drafts. It makes no difference if it
is an agenda, minutes of the meeting, or the contract’s text. The writer usually pays attention
to some specific details that the reader would not be able to. Furthermore, when you read
something forrevision, you probably pay attention to the things thatare written,and you cannot
analyze the things that are not written. If you write the drafts, not only can you decide what to

write, butyou canalso select what not to.

If the duration of each negotiation sessionis more than three hours, itis suggested to consider
a fifteen-minute break or refreshment. Long negotiation sessions make negotiators tired and

decrease their productivity, and people may make more mistakes.

Host’s Activities
If you are the host of negotiations, you are expected to prepare different items such as
accommodation, meetingrooms,andrefreshments. Itis suggested that the hostasks the guest

ideas forarranging these details.

Location

The location of the meeting room is important. If you have different offices, select the most
suitable place. Anareawithabeautiful neighborhood and less trafficis preferred. Thefirst thing
that helps usimpress our partner is the location and building in which we are going to negotiate.
The appearance of locale, building, frontage, lobby, elevators, or stairways are highly crucial for

thefirstimpression.

Meeting Room

A good and suitable room is vital for the effectiveness of negotiations. The host is expected

to prepare and equip this room to create a pleasant atmosphere for the meeting. The room’s
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I Part 2:International Business Negotiations

size, light, temperature, ventilation, color, smell, design, decoration, furniture, audio-visual
equipment, refreshments, and isolation are essential and should be suitable. The host should

also consider the guest’s preferences for deciding about the details.

Theroomsize should match the number of people who are attending the meeting. Asmall room
for too many negotiators or alarge room for a small group of people is not recommended. The
room size should enable people to enter or leave the place easily and without bothering other

people.

Theroomshould notbe too cold or too hot. Atemperature between 19 to 24 centigrade degrees
is acceptable. The ventilation system should work properly, and the room should have enough

freshair forlong hours of negotiation.

Thelightof theroom should be enough, and too dark or too bright spaceis not good. The color of

thewalls and floorare also importantand should be analyzed.

Theroomshould not have malodor orlocal smells. Using natural flowers and deodorants are not

suggested because some attendees might beallergic. Aneutral space s the best option.

Design and decoration are important. | believe that simple designs are influential. It is not
necessary to use luxurious and expensive items for decorating the room. Rectangular rooms

arethemostcommon shape for meeting rooms.

Furniture is a crucial part of each negotiation room. Standard, ergonomic, and comfortable
chairs and tables are essential for a meeting room. Chairs should be suitable for long hours
usage, and the mechanism and its back should work well. There should be enough chairs in the
place, and two additional chairs might be useful. The color of chairs should be set with other

elements of the room and even the company’s logo and organizational color.

While the most popular table shape for international business negotiations is rectangular,
a wide range of shapes such as circular, oval, and quadrangular might be used. Circular or oval
tables are more useful for making a friendly and less formal atmosphere at the meeting. The

width, height, and length of the table are also essential. The table’s height should be based on
81
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of negotiation right from the start. This is one example of why businesspeople are sometimes
reluctant to bring lawyers into a deal and how lawyers have gained a reputation as being bad for

business by “blowing up” otherwise high-potential collaborative deals.

Which Articles Should Be Negotiated First?
Inwhich order do the articles of a contract generally appear?

While (perhaps unsurprisingly) there’s no on-size-fits-all model for the order in which a
contract’s articles should appear in the text, | generally expect a contract to follow a sequence

similar to this one:

SuggestedSequenceof ArticlesinaContract

10

1

Table 1: Sales Contract Articles
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I Part 3: International Business Contracts

We usually start with the preamble, then continue with a section on the goods/services, and
then continue to the miscellaneous articles. Most professional negotiators and lawyers prefer

towrite legal articles such as governing law and dispute settlement at the end of the contract.

The sequence of the articles generally has (relatively) little influence on the substantive terms
of the contract, but when you draft your agreement in a familiar format it’s easier to follow and

generally comes off as more professional.

Specific Articles Withina Contract (and what they mean)

Preamble

In this section, we introduce the who, what, where, when, and why of the contract. It's the
background of the contract and should tell us what the parties are attempting to accomplish.
It seems simple, but if not done correctly can lead to inaccuracies and ambiguities that create
avoidable conflicts later. An example of this could include naming a similar but incorrect entity
in the contract. Another could be if a Limited Liability Company were to forget to add the letters
LLC when identifying themselves (which could mean they lose their entire limited liability

protection).

Title

A contract’s title is important because it can be used to interpret the original intention of the
parties. So rather than naming the document something basic like“Contract” or “Agreement,”
it helps to be more specific. By using a title like “SALES AND PURCHASE CONTRACT” we are

more clearabout the nature of the contract.?

3-Thereare more than 200 types of contractsininternational business and each has its own name.
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ally summarizedinatest plan document. Scope of inspection usually refers to quality, quantity,
packing, and loading metrics. The details of the scope of inspection should be referencedin the
contractif applicable. Asan example, anappropriate inspection may simply be a visual inspecti-
on, or it may require a more precise testing process based on some standardized testing met-

hods.

Inspectionor Testing Company

Choosing the inspection company is usually up to the buyer. Typically, a buyer signs an inspec-

tion contract with the testing body and thenintroduces that inspection company to the seller.

This unfortunately can present an incentive for collusion between the buyer and their chosen
inspection company. If the terms of payment are based on a documentary credit, for example,
andthe buyer later simply wants torenege on their contractual obligations for whateverreason,
thenthebuyerandinspectioncompany could chosetosimplynotissueafavorableinspection.16
Insuchasituation, the seller would not be given the inspection certificate and would have a sig-

nificant problemin fulfilling their requirements under the documentary credit.

Toremedy this, if the terms of paymentare based onadocumentary credit, then theinspection
company should either be liable to both parties (notjust the buyer) for completing a proper ins-
pection, orthesellershould be entitled toselectanewinspection company todo the procedure.

This condition should be noted specifically within the documentary credit text.

Inspection Documents Verification

The parties define what documents are required to prove a shipment has passed inspection.

Often, the seller receives the favorable inspection report from the third-party inspection body

16- The buyer canindicate the name of inspection company in field 46a of MT700 of documentary credit.
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I Part 3: International Business Contracts

ting the compliance documents before the expiration date, the issuing bank is obliged to pay
theamount of the documents to the beneficiary. If the terms of paymentare based ondocu-
mentary credit, itisimportant to contractually define what the conforming conditions are for

payment. A typical process for adocumentary credit payment s the following:

Customs 7 @
||E

Five Transfers:
—>® Information

w35 Commitment

@Goods

== [=] Documents
—PQFunds

ol i (7

Figure1: Process of aDocumentary Credit

Steps of a Documentary Credit

Based ontheabove process, the steps of aroutinedocumentary creditareas follows:
1. Purchase Order or Request for Quotation

2. ProformaInvoice or Sales Confirmation

3.DC Application

4 MT700 Notification
211
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enthemaintextofthecontractand differentattachments, which oneshall prevail orwhatis the

hierarchy of priority between contractdocuments.

ConclusiveRemarks

Hopefully, this discussion has provided additional context to some of theissues that one might

runinto while working withinternational parties and contracts.

Again, nothingin this discussion is meant to be specific legal or financial advice applicable to the
reader’s individual needs. For that, please reach out to the authors directly as we would love to

discuss your projects in more detail.

International contracts are complicated. Let us help you.

Importer

- Exporter

International Sales Contract Aspects "

Financial i Techmical | Other Points |

1) Parties 1) Governing Law 1) Price 1) Term/ Dates 1) Definitions | 1) Business Relation
1) Notices 2)  Subject of Confract | 2) Currency 2) Shipment 2) Product 2) Negotiation Process
3)  Preamble 3)  Dispuate Settlement 3)  Terms of Payment 3)  Shipments does 3) Packaging 3) Division of Work
4) Languages 4)  Force Majeure 41 Delayed Payment 4) Partial Shipment 4) Specifications 4) Structure
| 5)  Non- Assignment 5)  Hard ship Ligquated Damages 5) DEM/DES 5)  Standard 5) Grammar

6)  Severability | 6)  Termination | 5)  [Installments 6) Insurance 6)  Quality 6) Punctuation

7y Amendment Ty Conseguences of 6)  Payvment Instrument 71 Incoterms Rule Ty Quantity Ty Ambiguity

§) Headings Termination 7y Bank Guarantee #)  Inspection 8 COO 8) Measurable

9)  Entire Agreement | 8)  Liquldated Damages 8) Price Revision 9) Delivery Term 9)  Installation / Evection Commitments

10y Non- Waiver 9)  Retention of Title | Formula 1) Transshipment 10) Training 9) Trust
- 11) Conflidentiality 10) Total Liability 9)  Pricing Strategy 11) Customs Clearance 11} Guaranteed Figures 10) Joint Intention

12) Contract Documents 11} Intellectual Property 10) Banks Info 12) Marketing Support 12) Technical Data 11) Offer and Acceplance
13) Contract Signature 12} Interpretation 11) BankCharges 13) Tests 12) Good Falth

14) Non - Briberv | 13 Grace Perlod

Figure 2: Framework of International Sales Contract

225



CEIE eloylg g elyolio vyl oawlidyy S Udadlgpw 35550 0 Buixi o)

L_JJL%_J @ yloedalle 6'}__) O;__ggjg_bdq 0jgv o]

------------------------------- : djﬂjgguuj L_JLAD'LAD:L_J‘QJ‘QQLJUQLJQQ U\Jl”w

(HL Ul S @18l oo L dislgs o
Wl wasidlg) 8 g yhgzdiilo wolylg g wholuo
OB 050 (il -l 0 s > lids o sl diy
gl pwllS Sy jl uing «CEIE Jlalliw 555U
s 0Ty Sl gyl dS dulapu St
9 robaii | S giio amiudyS (0uds b S Lo
U=y 9logu 4y 09)g juun Wb xhuu §jLudSud

._\JSU.DJ|9.O.® ULL.J'}J |J Q|._)J|99 QUQL}D u.\lol_o_o

VP - K. 9 OQJ_-J'Z@ u_uJJg.OTJ-U.U.O ;5._;;..\ a.ob 0)g0 dw
(CFTE) JH—oJlgw k_.,qlSJJLJ O)it> UI.ILJ—LLIJ[SL}UJQ}_J &.ol.’? ER) -1
(CIME) ol o Lylib o) wliiiy S Uiygy— ol 0590 -F

(C|BRE) dJ.nJlu.u lSJlDu uLbLuﬂ OJJD' UuLoulSUngJ_J a.nl.? [JB -

b oo prixo (L0 BT s @oygu (olad ol dieuij)l jluw a_alD- 0590 (Rl &S ol 4SS U jU

CERT

'HIS IS TO

elo)lg g euljobo o Juols wlidylS g deliumlgs
Certified Export Import Expert(CEIE)

72\

:0)90 peo s Sig @
Olxwdgi b oauaixi Gijgel celw 190 @
wlolo gwly)lg walixe sladitgj jo 2ol
U bl = sy)8 Zleo g jgydu Slgixo @
SlauuwsS Jo sl gl ousj oS5 A @
5L =dlg

OBl s L golz g joydu slg-izo @
GUS GBS =Sy sl 990 Blacnal 4
wlaiiwe Jobb Suigrisdlslauld g ol
6yl =0lg slapd g

mouaid daliumlgS I edlys lsol @

Sl i jo (R UST: gy dillogoxs

bl olpod & Zunly g Uiy dgllsy



(CFTE) Uallgw B)jL op uulidy S Uiy gy gol sosg9

jWuld S cwsje olas lado golz 990
Sty 0t g 6 6 345 LalS pasn Syl
J1eS e yijgal Lozl L slads Guluiyls

~loaal gpy JBguuns =8lg doyoxi Jo
S0 giw Syl oyl jo §9g.0 ,Bguws

el 7l Wl Sz g 85U bl toylo

PP S
latig A2

w;‘""‘;’: e Jgaso (pigr o S ol ygiw il Slg
S w8y Hlez b o b iS jguc o jl ilgia
6,50 Uginw vl 1y Louis B o0 ol CFTE o990
wloyly Ligild g gl g Lm il L j t0iS
Uil g J-8i (b o iyleww s U dig)S
SpaS jg0l g L Ualluw Jaigas gopigSiyl usj)

WS uassyig

LSJ-*-J‘}’ usjw}mgd.«.gd.&.) UTJ.._J d._gL_JCJUoL)o UuUJiJJlSL_gHJ.oU_?UJ@ ClSuugM,gL_;uLo@:OJgo L'Hl
Amo uljgoal 095 HB)L e db b vl wlylg g wholo Yoo s dS 6)lxs by

en AN
590 oo 6loLSig I )
T o Gijgel caclu Vo @

, &é;\ (diclw go dud A) L liToB)S caslw 15 @
CERTIFICATE
THIS IS TO CERTIFY THAT
= SERREB TR AT e sl wpiws + 505 Glgixo @

has successfully completed the requirements of the Foreign Trade Masterclass Program offered by .
MCS Academy, and is hereby designated as a e

Y

GBS g =8lg slauwsS ©g) Ui @

0jg0 L_.,.;ol_ua_'i_">| L:r‘l-'> &40 L‘_‘US.

“This certificate is awarded to recognize the successful completion of the Fareign Trade Masterclass Program,

Cn . <
demonstrating proficiency in the principles, practices, and regulations governing international business." JQ‘J—’O U lS‘—Ol NE 2 e ksul-‘-*EIQS [ J

o M/'é B ) 8599 WL o LS5l yLj & doliumlgs
@';:;:T.'. <= % f

ACADEMY

mesway.com  FNBERRI

880 KPoo jl i wiylojua—o /75"

wlyylg g wljulo duui L}ULLIiIJIS{Sd.OU._I_.ﬁlgg it 30 T o 4l ogeox
Uzl g ity dglley GiuSall
u,gu.i'll_.,.iL_.._:_.hi.,.gol,.n.m

Certified Export Import Expert (CEIE)



(CIME) ULaJlyw Lyl opss UulidylS Uiy g el )90

G Llib Aoy jo ubdgo ol Lo iijgpel sSLgy ule = o
Lliburgi sl glanSuisa p bluws el

S s dpsze
il el eyl gl diug o Groe Uil wuwSg

A, (c|ME)u-'-'-°"U'-‘-*U’L-'J'jL-’ B o)l SLlib o GulidylS Uiygy golz ojg0
N ottt :

AL,
.__, —~

L4
£

1
)
]
1
]
1
I

1

I
!
|

b
I
1

=TT (AN D)

T A1

dilsdad Uinigy g ouaxidjgo I <)l L (CIME)
Wl uBaiiSesSpi & el LyliL i
9y S SWSS G ddgl ol jIG amo ol ySal

anslSlob
= e eded®
ilugjap st
= 1o
e L,gumamﬂuu"‘-'

_-J.ul;wlgﬁ‘).‘l‘”‘w

’ . U0 338118 rauaii eygo ol wlobo g HLylL
:d*’w”‘j’j”'izigwmwﬁﬂ' 9 Wb ool g JgolspSol 1 oglle Losiioggo
T IOl o) s i) 0 joytug G4 wlellbl e Ll
= | Gilo gay b dumlgs LT eljolio sl g ljL

Jio ol slaylib o il S pasd asislyiwl g

unl Syl o pigy oy

deuwgd oo 5o o S ciwl wljobo o law gl pwl ¢ giuw feawud —bjgal 0jg0 Sy bas CIME
@ wiodBlle b g i il L ylg wumlgi e 45 awiws )L b suiSadgs wuiwm whsbe
ot ool Lo (6l CIME coiunss oo oLl slddys LaliylS b oo Joos

2. // \\
19)90 g0 sldSig

Jolis 1 gmouaxi Uijgol cuclw PA @

69 GBS sl glizo gl slagadyg
CERTIFICATE 63 g pale sUBgal:jg)d slgixo®
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has successfully completed the requirements of the International Marketing Masterclass Program N

offered by MCS Academy, and is hereby designated as a a5 d ! 93 194 U Sol®

CIME
: & - S0l UL 0 el o (CIME)
“This certificate is awarded to recognize the successful completion of the International Marketing Masterclass Program,

demonstrating proficiency in the principles and practices of international marketing.”
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CompetentInternational Marketing Expert (CIME)
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THIS 1S TO CERTIFY THAT | I ooyl g (o olad oS

has successfully completed the requirements of the International Business Relations Masterclass DO 0 LGy
Program offered by MCS Academy, and is hereby designated as a
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This certificate is awarded to recognize the successful completion of the International Business Relations Masterclass
Program, demonstrating proficiency in the principles and practices governing international business relations, 0 I . .. ... ... ... ... ...ttt reeerenanenaanann
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Competent International Business Relations Expert (CIBRE)



