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1. INTRODUCTION 

The article analyzes a case study of an important peanut producing company in the Province of 

Córdoba, Argentina, with the intention of exploring and characterizing new target export markets 

within Latin America. The intention is to determine the logistic viability of the company to export the 

oilseed Arachis hypogaea, commonly known as "Peanut". Peanuts were selected as a star product 

because of the high demand for them and because of the innumerable benefits and properties they 

have for human consumption, since they are rich in proteins, oils, fiber, vitamins and carbohydrates 

(Zapata et al., 2012; Shi et al, 2016; 2017; Di Stasio et al., 2020; Bonku and Yu, 2020). Specifically, 

peanuts, in their roasted version, are a lower fat product than fried peanuts and are highly appreciated 

in the world as a snack (Kong et al., 2013; Guo et al., 2020). Additionally, it is important to highlight 

that the province of Córdoba (Argentina) contributes between 80 and 90% to the national production 

of this oilseed, while it stands out among the five largest world producers (Ackerman, 2006; Calzada 

and Rosadilla, 2018; Magyp, 2020). From the perspective of international trade, peanuts are in the 

chapter belonging to nuts or dried fruits (Jovtis and Juez, 2014). All these elements combined make 

the decision to analyze the market of the mentioned product in the time frame of the last years, with a 

strong emphasis on the complete statistical data of the years 2018 and 2019 for the industry. 

1.1. Scenario Analysis 

The company selected for the investigation of the case study and that we will call fictitiously “Maní 

S.A.” to protect its anonymity, was founded in 2004 by four partners, in the area of the department 

Tercero Arriba, Province of Córdoba, Argentine Republic, where its agricultural exploitation is 

located, which has an area of 552 hectares. The society carries out the primary agricultural activity on 

its own fields and those of third parties on lease, seeking the highest sustainability and profitability 

both economically and agronomically, having in mind a permanent and constant growth in time. 

The organization of the company is simple and has the four partners mentioned above as general 

managers, an external advisor in his capacity as an agronomist, who is in charge of the care and 

maintenance of the production of the fields and the personnel of sowing, spraying, fertilizing, 
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fumigation and harvesting. In general, these last ones are outsourced services in charge of companies 

in the area dedicated to this field, since the company itself does not have machinery for such purposes. 

The production of the crops is destined to both international and national markets, selling its 

production to companies in the area for further processing, the final destination of the goods being the 

foreign market. 

The main investments that the company has are its own storage in a silo plant with capacity for 1500 

tons of storage, weighing trucks, warehouses to store various machinery, seeds and agrochemicals.  

The logistics of transporting the different inputs to the different production fields is carried out by 

means of specially hired trucks, since the company does not have its own vehicles. These inputs are 

stored in the supplier company. Herbicide and fungicide applications are also carried out by contractor 

companies (Universidad Siglo 21, 2020). 

Through this project, it is sought to determine if the company "Peanuts S.A." has the logistic capacity 

to export its production by its own means, adding value to the company, since, as mentioned above, 

the entire harvest is sold to intermediary companies in the area, which in turn process and export the 

final product. 

The value chain of the peanut production process begins with "arrancado" (as the peanut harvest is 

known, since the fruit is underground), which is carried out when it reaches values of between 15 and 

22% humidity (Pedelini, 2014; Bibbo et al., 2018; Calzada and Rosadilla, 2018; MAGyP, 2019). 

Once the peanuts are dry, they can be conditioned and sold raw as seed or for processing. It can then 

be roasted, which gives it a primary added value, and then conditioned and stored for later 

commercialization to the local or export market. This requires an initial investment in technology, 

both for harvesting, drying and roasting, or an outsourcing of this process. The first option can allow 

the company "Maní S.A." to commercialize this product directly to international markets, avoiding 

intermediaries and obtaining, at the same time, a greater economic profitability. In order to understand 

the complexity of the peanut logistic value chain, in figure 1 it is appreciated from the phase of inputs, 

materials knowledge, passing by the primary production, until the final consumption. 

 

Figure1. Peanut Logistic Value Chain 

Source: Bibbo et al., 2018 

Taking into account the peanut logistic value chain, the article is organized as follows. First, the 

"roasted peanut" is analyzed, its characteristics and tariff position at the time of the study and its 

different interventions, considering the macro situation of its production through a PESTEL analysis 

with its corresponding factors and indicators. Then, an analysis of the internal sector of peanuts in 

general is made, to finally conclude with the world imports and exports of the product, which allows 

establishing the real and concrete possibilities of export and profitability of the company "Peanut S.A.". 
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1.2. Analysis of the Peanut Sector in Argentina 

With respect to the technological/eco-sustainable factor, there are numerous advances applied to 

peanut cultivation that have been generating improvements in both quality and productivity. These 

advances are in part the genetic jump, incorporating high oleic varieties (Bonku and Yu, 2020); direct 

sowing, where at present almost 80% of peanuts are sown in this way, without tilling the soil; the 

practice of professional seed treatment, where the kilos per hectare have been considerably reduced; 

harvest logistics, where there is machinery to cover the existing demand (Calzada and Rozadilla, 

2018). However, it is important to consider the drying machines, which are those used to remove 

excess moisture from peanuts; all this, in order to generate a decrease in production costs, with 

processes much more effective than in the past. Soil requirements for peanut cultivation are not very 

demanding in terms of nutrients, since they are usually sandy, not loamy clay, although at the same 

time they must be sufficiently aerated and loose (Pedelini, 2014). 

It should be noted that, in order to sustain the various advances in the cultivation and high-yield 

harvesting of peanuts, in 2016 the Argentine Scientific and Technological Peanut Center was created 

in Córdoba, an institution that promotes research, development and innovation initiatives for the 

continuous improvement and support of peanut producers. On the other hand, the Ministry of Science, 

Technology and Productive Innovation, provides guidance and advice on funding tools for activities 

involving technological modernization (MCTeIP, 2020). 

The constant advances in genetics play a fundamental role in achieving better yields, resistance and 

tolerance to different fungal, veronic and bacterial diseases that, in part, is what most affects peanuts 

and their proper development. Other key elements are given by the hydric stress, the cycle of the 

cultivation, the satisfaction of the different needs of the industry, as the form and size of the grain, 

organoleptic characteristics, among others (Pedelini, 2014). 

1.3. Peanut Production in the Province of Córdoba 

Historically, Córdoba leads the national production of peanuts with approximately 95% of what is 

cultivated (Calzada y Rosadilla, 2018), while a similar percentage of the national total is destined for 

export (Mich, 2019). Some 12,000 jobs are involved in the entire peanut agrifood chain (Revista 

Chacra, 2019). In recent years, this province has become the world's leading exporter, although with 

different nuances, as in 2018, where the political/financial situation, both local and international, 

coupled with the fall in commodity and grain prices, plus the severe drought at harvest time, caused 

major ups and downs throughout the production chain (Bibbo, et al., 2018). Even with all the 

circumstances listed, Córdoba continues to be one of the largest international suppliers of peanuts, 

ranking below China in terms of processed or preserved peanuts (Bibbo, et al., 2018; Calzada and 

Rosadilla, 2018; MAGyP, 2020). Although this province is currently ranked seventh in the world as a 

peanut producer, its domestic consumption is almost zero, reaching only 3% or 200 

grams/inhabitant/year, compared to China, whose domestic consumption reaches 42% 

(https://www.peanutsusa.com/about-apc/the-peanut-industry.html).  

However, this fact provokes an increase in the available volumes and makes possible the liberation of 

almost the totality of the production for its later exportation.  Beyond this situation, it should be noted 

that, currently, the Argentine Peanut Chamber (CAM) is promoting a campaign to significantly 

increase the consumption of peanuts in the country. The agribusiness has, in the industrial link, a 

strong generator of added value, such as peanut oil, peanut paste, roasted peanuts, fried peanuts 

(Akhtar et al., 2014; Launio, 2018; Bonku and Yu, 2020). In this sense, and as far as peanuts with 

added value are concerned, Argentina leads the ranking of exports. In this sense, the BCR (2020) 

estimates that Cordoba is recognized in the world for the quality of its peanuts, as well as for the 

technological development it has achieved and which is seen in the excellence of its production, 

industrialization and conditioning for export. The peanut food chain represents a key piece in the 

country's productive matrix, occupying the top positions in the export ranking. (BCR, 2020, 

https://bit.ly/2VCa9Y2). 

The Argentine Peanut Chamber or CAM (2020) estimates that 91% of Argentine peanuts are planted 

in the province of Córdoba, with an average of 350,000 hectares planted annually in 34 locations in 

Córdoba. However, due to the emergence of different problems related to crop diseases and the need 

to enrich the soil, producers can only plant the same lot with peanuts every four or five seasons, so it 

is imperative to rotate, if the resource is to be protected in the medium and long term. 
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The existence of an "Argentine Peanut Cluster" allows primary producers to be integrated with 

industry and exports, forming part of a chain with very good synergy (Bibbo, et al., 2018). In the 

Cluster, the peanut growers are associated in cooperatives which, in turn, have their own industrial 

plants and export operations, or maintain associative agreements with the industrial companies. In 

addition, they implement and certify different quality standards, such as good manufacturing 

practices, HACCP, ISO, GFS, among others (CAM, 2017). 

In addition to the above, Fundación Maní Argentino was created in 2001 with the aim of promoting 

the development and improvement of the activity through the encouragement, promotion of research, 

dissemination of techniques, the sustainability of the crop and the preservation of the ecosystem 

(Fundación Maní Argentino, 2020). 

The denomination "MANÍ DE CÓRDOBA - Certification of Origin" is a quality seal launched in 

2007 to the international market, by the Argentine Peanut Chamber (CAM, 2020) guaranteeing a 

Premium quality, according to the most rigorous international standards. Its attributes make "MANÍ 

DE CÓRDOBA" an extremely attractive product for consumers, with high quality and superlative 

nutritional values. This denomination offers guarantees of a product free of chemical and biological 

contaminants, cultivated under assurance standards, while it has a specific nutritional composition 

inherent to its geographical origin. This appellation is distinguished when it comes to roasted peanuts, 

by a flavor with sweet reminiscence, thanks to the important content of sucrose, characteristic of the 

peanuts planted in these latitudes. 

1.4. International Peanut Analysis.  

Argentina stands out worldwide for the quality of its peanuts. As shown in figure 2, more than 

341,800 hectares of land have been allocated for a production of almost 3,000 kg/ha. Calzaada and 

Rozadilla (2018), explain that 50% of peanut exports are made by only four large companies, 39% is 

made by nine medium sized companies and the remaining 11% is made by 11 small companies. 

According to data from INDEC (2020), exports from the peanut exporting complex, in 2018, reached 

a value of 717 million dollars, of which almost 458 million dollars are from the tariff position studied.  

Due to the scarcity of available literature providing reliable and current data, we will be guided by 

those provided by Trade Map (2020), which suggests that Argentina, in 2018, contributed almost 20% 

of the world's exports of processed or preserved peanuts, in reference to the value exported, but below 

China, which obtained about 27% of the total share. Argentina's trade balance is extremely positive, 

since practically everything produced is exported, due to the fact that, as already mentioned, domestic 

consumption is very low. It should be clarified that, although Argentine peanuts have very good 

genetic, phenotypical and organoleptic characteristics, among the top 25 exporters, Argentina has the 

lowest unit value per ton, so it depends heavily on market fluctuations, so if its price were higher per 

ton, it should obtain an even more positive trade balance. A negative point is the average geographical 

distances of the importing countries, Argentina doubles and even triples these distances, with the 

consequent logistic damage. A particular fact is that, of the total quota exported, China and Argentina 

take 59.36%. In this sense, we observe that the Netherlands and the United States concentrate, 

between the two, only 16.5% of exports, but in terms of world shares they participate with 21.2%. 

This is due to its high unit value per ton, where the average is USD 2600, compared to USD 1900 for 

China and USD 1390 for Argentina (MAGyP, 2019). 

With regard to imports of this product for 2018, we find the United States in first place with 151,189 

million dollars and within the top 8 of the main importers. It is the only country with a positive trade 

balance, while there are countries with a significant negative trade balance, such as France and Japan. 

The top 8 importers cover almost 50% of world imports of this product. 

Argentina exports this oilseed mainly to the Netherlands, with a share of Argentine exports for this 

position of almost 30%. Within the top 10 of the main importers, nine are European and one South 

American, which is Chile, being in the ninth position with a value of about 20 million dollars and a 

share of Argentine exports of 4.5% for this position. Other Latin American countries that emerge are 

Uruguay and Colombia, but behind the 20th position and with less than 1% in representation of 

exports. The unit values per ton in dollars are quite similar, except for the United States, where their 

value increases by 50% (Trade Map, 2020). 
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1.5. Logistical Analysis of the Macro Export Scenario 

We begin by presenting the tariff classification for the peanut product to be analyzed in the Argentine 

Republic:  

Section: IV. Products of the food industries; beverages, alcoholic liquids and vinegar; tobacco and 

substitutes. 

Chapter: 20. Preparations of vegetables, fruits or other parts of plants. 

Heading: 2008. Fruit, nuts and other edible parts of plants, otherwise prepared or preserved, whether 

or not containing added sugar or other sweetening matter or spirit, not elsewhere specified or 

included. 

Subheading: 2008.11. Peanuts. 

The NCM tariff position: 2008.11.00 - Peanuts (peanuts, groundnuts)*. 

The SIM tariff position is: 2008.11.00 390 M - Roasted - Other. 

For this tariff position, there is a 9% export duty with a maximum ceiling of $3 per US dollar of 

dutiable value or FOB price and a 1.25% refund applicable to exports to Intra- or Extra-zone. Within 

the special treatments, there is an additional 0.5% refund for products that have the condition of 

organic, biological or organic duly certified and authorized by the competent body; products with the 

right to use the "Argentine Food Seal a Natural Choice" and, finally, products that have a 

"Designation of Origin" or a "Geographical Indication". Finally, there is a reduction in export duties 

payable by Micro, Small and Medium-sized Enterprises (MSMEs). 

On the other hand, for special cases in triangulation operations, an advance income tax of 0.50% is 

paid for each export operation (Chile is a cooperating country for fiscal transparency purposes). With 

respect to the exchange market, the term to enter and liquidate the foreign currency in the local market 

has to be within five (5) working days from the date of collection of the export. 

As prior interventions, for the purpose of exporting the food product, which is the responsibility of the 

National Food Institute (INAL), exporters must make an Export Notification by completing the 

corresponding Form. It is discarded as a previous intervention to SENASA because it is a product for 

human consumption (TARIFAR, 2020). 

A PESTEL analysis is carried out to know the general environment affecting the companies and their 

situation. Aguilar (1967) coined this tool used in strategic management, which takes into account the 

following factors: Political, Economic, Social, Technological, Ecological and Legal. For this, the 

different factors are identified starting with the economic one since it is understood that it is the most 

important and with the greatest incidence. The indicators used are: exchange rate, consumer price 

index (CPI), GDP per capita, the trade balance and country risk. Some of these are hybrid indicators 

since in addition to being included in the macro analysis they are also part of international analysis, so 

they are the last to be analyzed. 

When trading internationally, the exchange rate of our country must be taken into account since it is a 

key factor for any company that wants to enter international markets. 

The exchange rate between pesos and dollars, as of 02/28/2020 (when the study was made), is $62.21 

per dollar, which is extremely fluctuating due to the situation in Argentina and now with the Covid-19 

pandemic affecting the world in 2020. This analysis shows that the greatest variations are positive in 

terms of the depreciation of the peso with respect to the dollar and, therefore, it is expected that the 

dollar will continue to appreciate. The greatest variations have been in the months of August, both for 

2018 and 2019, with values around 35% higher than the previous months. In January 2020, for the 

first time, the barrier of $60 per dollar was exceeded. This high exchange rate, to some extent, favors 

exporting companies. 

The variation of prices of goods traded in the domestic market is a determining factor to be taken into 

account by companies operating in the same. On the other hand, excessive increases in the cost of 

inputs must be addressed in order to adjust the sales prices of products, maintaining a margin of 

profitability that allows the company to preserve good financial conditions. 

With respect to the percentage of variation, according to data from the INDEC (2020), we have 

observed how since 2018 the percentage of variation in consumer prices has been fluctuating, with 

peaks in September and October 2018 and lows in July 2019 and January 2020. 
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According to data from SantanderTrade (2020), it is analyzed that Argentina's GDP per capita from 

2003 to 2012 registered an expansion at relatively high levels due to the rise and "explosion" of raw 

material prices, but after several erratic political decisions, such as exchange controls or heavy 

indebtedness, it was followed by a stagnation from 2012 that lasts until today. The country would 

even experience two years of consecutive decline, something that has not happened since 2002. By 

2019, the country is in the sixth position of GDP per capita in Latin America, with a value of USD 

9,933 and it is expected that this amount will continue to fall in the coming years. 

In the trade balance, also called Argentine trade exchange (ICA), exports and imports are analyzed 

with their respective dollar balances.  Based on this, our own analysis based on INDEC data (2020) 

shows that Argentina went from having a deficit of more than three billion dollars in 2018 to having a 

surplus of almost sixteen billion dollars in 2019. 

This is due to a very large reduction in imports in 2019 compared to 2018 due to the rise in the real 

exchange rate and also to the contraction in national and international economic activity. In relation to 

exports, there is not a very marked variation, although a percentage of exports did rebound, having a 

positive result for the eleventh consecutive month. In relation to America we can see that it also went 

from a deficit trade balance to a surplus, with an amount of 3 billion USD. 

The country risk is an indicator that shows how the situation of a country is through the interest 

surcharge paid by each country to finance itself in the international market. According to data 

collected from Ámbito (2020) the values of country risk since the beginning of 2019 have been 

averaging 800 points, obtaining a take-off in mid-August after the "PASO" elections and maintaining 

a constant above 1700, reaching a peak of 2532 points of country risk on August 30, 2019. This rise 

does not occur spontaneously, but rather is due to the lack of confidence of the markets in Argentina, 

in relation to the risks of not being able to meet their payment commitments. Due to the same risk 

situation, there is also no confidence to invest in the country, among others, because of the lack of 

competitiveness, a high tax rate and lack of legal security. The country will always be able to have 

external financing, which happens because of the high country risk, the interest rate that is achieved is 

also very high and the financing is very expensive and sometimes very unprofitable. 

Within the political/legal factor of the PESTEL analysis, the trade agreements that Argentina has with 

the rest of the countries are considered, as well as the export promotion and encouragement agencies. 

Starting with the first point, it can be seen in Figure 2 that Argentina has 20 international trade 

agreements in force, which have been signed from 1990 to 2018. Of these agreements, 13 were signed 

through the MERCOSUR, six were reached bilaterally and one was the incorporation to the WTO. In 

July 2019 an extremely important agreement was signed between MERCOSUR and the European 

Union. We note that Argentina has not made bilateral agreements with countries outside Latin 

America, but all agreements with countries outside this territory have been through MERCOSUR. We 

also point out that the largest number of trade agreements were signed in years where the trade 

balance was more positive. It is important to add that Argentina is a member of ALADI (Latin 

American Integration Association), the largest Latin American integration group that exists today. 

 
Figure2. Trade agreements in Mercosur 

Source: El Cronista (2020, https://bit.ly/2klkHuI). 
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Since we mention the export promotion and encouragement organizations that collaborate with 

companies, for the internationalization process, we have to mention the Argentine embassies in each 

destination country, as well as the CNCE (National Commission of Foreign Trade), Pro Argentina, the 

Argentine Agency for the Promotion of Investment and International Trade, the Pro Córdoba Agency, 

ExportAr, etc. 

2. METHODOLOGY: MARKET RESEARCH 

Market research could be defined as the function that links a company with its own market, through 

the collection of information, which facilitates the identification, definition of market opportunities 

and problems, as well as the development and evaluation of marketing actions (Hair, et al., 2010), also 

allows monitoring market performance and improving the understanding of marketing as a business 

process (Tarka, 2019; Dichev, 2020). 

To conduct quality market research or analysis, timely, accurate and relevant information on the 

structure of the international market at the global level is required. A key tool is statistical data, which 

makes it possible to: a) analyze trade statistics on exports and imports, b) study price indexes, taxes 

payable and non-tariff barriers, c) recognize trading partners, d) identify marketing channels, d) define 

aspects related to logistics, etc. These data will allow the organization to identify the main participants 

in world trade of the product in question (Riesener et al., 2019). 

Once the markets have been analyzed, a methodology is adopted for selecting the country that 

presents the best conditions for exporting the product. 

This study uses the hierarchical analysis process tool (AHP, Analytic Hierarchical Process) or multi-

criteria decision rule developed by Saaty (1988) to facilitate decision making and that tries to satisfy 

as many of the established objectives as possible. 

Multi-criteria analysis is used essentially for understanding and solving decision problems and makes 

it possible to make comparative judgments. It is characterized by the diversity of factors that are 

integrated into the evaluation process and its particularity lies in the way it transforms measurements 

and perceptions into a single scale, so that elements can be compared and priorities established. 

Once the criteria are defined, they are weighted, assigning them a relative weight, which indicates the 

relative importance in the eyes of the researcher. It is often considered a scale of values between a 

range of 1 to 5, where 1 represents the worst conditions and 5 the best conditions. 

Finally, the tool of the "International Marketing Mix" was chosen, from its four variables (product, 

price, place and promotion) working together in all the actions that the company carries out, to 

influence the demand of its products, in order to achieve its commercial objectives. The four variables 

are set out below: 

 Product: is the combination of goods and services that the company offers to the target market 

seeking to satisfy the needs of customers. The important aspects to work on this variable range 

from image, brand, to packaging or after sales service. Keegan (2000) highlights different 

strategies to adapt and/or expand the product and message to new markets: 

 Direct extension: it is the simplest product strategy. The exact same product is sold, with the same 

advertising and promotions as used in the country of origin. 

 Adaptation of the message: the product covers a different need and attracts a different segment, 

under conditions of use similar to those of the national market, the only adjustment is made to the 

message. 

 Adaptation of the product: the message strategy of the source market is extended, but the product 

is adapted to the use or conditions of preference of consumers at the destination. 

 Adaptation of the product and message: the conditions of use or preference differ greatly and both 

the product and the message itself need to be adapted. 

 Product invention: planning and designing for the global market; developing a new product with 

its respective communication strategy. 

 Price: it is the variable through which a company's income enters. The consumer will decide if we 

have set the price correctly, since he will compare the value received from the product purchased, 

against the price he has paid for it. 
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 Kotler and Keller (2017) establish three aspects to consider for the correct determination of a price 

strategy: 

o Overall pricing strategy: in which competition and costs have influenced the pricing decision, 

competitive prices can be determined by examining the price levels of competitive and substitute 

products in the target markets. 

o Strategies for export pricing: there are two main general alternatives, on the one hand to set a 

penetration price, where the product is offered at a low price, seeking to generate a good level of 

sales and broad market share, the other alternative is to skim the market, the objective of this is to 

obtain the best benefits in a short time, with this method the product has to be unique and 

customers must be willing to pay a high price. 

o Pricing in international marketing: they are divided into three strategies such as: standard world 

price, double pricing, which differentiates export prices from domestic prices, and finally, pricing 

for the differentiated market. 

Place or distribution: set of company activities that make the product available to consumers. This 

variable works on aspects such as storage, inventory management, transport, location of points of sale, 

order processes, etc. The channels through which the products can be sold can be physical points of 

sale, franchises, representatives, e-commerce platforms, online stores.  

Promotion: international promotion strategies are the activities and tools used by companies to make 

their products known in foreign markets in order to increase sales. The most important tools are: 

international fairs, business rounds, commercial missions, promotional material and samples. 

3. DIAGNOSIS OF THE COMPANY "PEANUT S.A." 

From what was investigated in the situation analysis, it is observed that, although the company 

"Peanut S.A." is not currently in a position to export, it does have opportunities to achieve an export 

of the product "roasted peanuts" in its own name and right. This situation is due to many reasons, such 

as the very good production of peanuts that the company has. On the other hand, it is possible to 

request the certificate of origin "Peanut from Cordoba" which gives added value, knowing that this 

product is highly appreciated and required by many countries, also the "CAM" offers reports and 

assistance to companies in this regard.  

It is also known that the company does not have its own tools for all the peanut processing, but it is 

estimated that, by making an adequate investment in machinery for the collection and drying of the 

peanuts, as well as their cooking for roasting, "Maní S.A." can export its star product, with an added 

value to the different markets, thus putting its production directly on the shelves. The great advantage 

of this procedure is that it avoids having to outsource the processes, as well as the sale of the "raw" 

peanuts in their entirety to companies in the area for processing, as it does at present.  

It is important to carry out the diagnosis for the company, to analyze the possibilities of obtaining 

greater economic benefits from its product. However, it is necessary to consider that the great 

devaluation of the peso with respect to the dollar leads to an increase in fixed costs, company inputs 

and logistic costs, it also presents an incentive for exportation, since the company's products will be 

able to be more competitive in international markets. The above is complemented by the different 

bilateral agreements that Argentina has, as well as its membership in MERCOSUR and ALADI, 

which is supported by the reduction of taxes (duties, refunds, etc.). Another interesting opportunity 

lies in the reduction of peanut withholdings, which go down from four to three pesos per exported 

dollar. 

3.1. Implementation Proposal 

The proposal is based on a market research gathering information, both from the preliminary 

international analysis made in this work, and also through a new study on Argentine exports of the 

product "roasted peanuts" and its tariff position (2008.11.00 390 M) to Latin American countries 

(Exporters of Córdoba (2020). 

Argentina has a 19.3% share in the world peanut export value, however in 2018 its figures were close 

to those of China with a 27.5% share, but as it has a unit value per ton well below the other countries, 

its share seems lower. This low unit value can be an advantage to sell the product to foreign markets 

at a lower price than other competing countries, also remembering that Argentine peanuts are 

recognized as one of the best peanuts worldwide, for their highly superior quality. 
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Table 1 allows us to observe the exports from Argentina to Latin American countries, where Chile 

clearly stands out as the first commercial partner of Argentina in Latin America, with a participation 

of exports for our country of 4.5% and a value of 20.8 million dollars. Then, far behind are Uruguay 

with 1.1% of exports, Colombia with 0.6%, Peru 0.2%, Mexico 0.1% and already, in last place, 

Ecuador with negligible numbers. 

Table1. Exports from Argentina to Latin American Countries    

 

Source: International Trade Center (2020, https://bit.ly/2BOEycH) 

With respect to Argentina's trade balance, which is equal to the difference between the value of 

exports and imports, it was almost identical to the value exported in 2018 and, therefore, positive, 

since, historically, what is produced tends to be exported almost in its entirety. 

Analyzing the values paid by these countries (dollars per ton) in 2018, it is shown that Uruguay was 

the most expensive country to pay per ton in dollars, with a value of 1895 dollars, while Colombia, 

Mexico and Ecuador are around 1400 dollars, while Peru and Chile approximately 1610 and 1522 

dollars respectively. Therefore, it can be seen that the value paid is higher than the approximate value 

Argentina usually sells per ton. This is mainly due to the fact that European countries sell the ton at a 

much lower price than Latin American countries, perhaps also due to the quantities they import and 

the importance of entering the European market. 

If we add up all the Latin American markets, we do not reach the 7% share of Argentine exports, 

which is a low value and this shows that the great majority of exports of Argentine origin, for this 

product, are directed to Europe. But that does not mean that there are few opportunities in Latin 

America, adding that the unit value paid is higher, and for the company and a first export as we have 

mentioned, the Latin American market is more accessible.  

If we take ALADI as a peanut exporting group, it represents 22.3% of world exports. Argentina only 

has 19.3%. The remaining 3% is monopolized by Mexico with 1.9% and Brazil with 0.9%. This 

means that more than 86% of LAIA's exports of this product are made by Argentina. This shows that 

Argentina is a very strong country in terms of peanut exports, having practically no competitors in the 

area. 

To start the tool (multi-criteria matrix), the countries were filtered and selected and then analyzed in 

the matrix, seeking to identify commercial opportunities for roasted peanuts in Latin America, so the 

rest of the world was discarded. MERCOSUR member countries and associated States were also 

investigated. Countries such as Brazil were eliminated because, although consumption of this product 

is high, its production is sufficient for self-supply and export only the surplus, added to its almost zero 

import of this product, with only 119 tons per year approximately. We are challenging Venezuela due 

to the critical political and economic situation. Ecuador was also left out of the analysis because its 

peanut imports are low and most of these few imports come from Brazil. 

For the reasons mentioned above and adding up the negative trade balances and high consumption of 

Latin American countries with respect to the product, they passed the second filter: Chile, Colombia, 

Mexico, Peru and Uruguay. With the countries already defined, the variables in the matrix were 

 

Importers 

Value 

exported 

in 2018 

(thousand 

of USD) 

Trade 

balance in 

2018 

(thousand 

of USD) 

Share of 

exports 

for 

Argentina 

(%) 

Quantity 

exported 

in 2018 

Unit value 

(USD/unit) 

Share of 

partners 

countries in 

world 

imports(%) 

Average 

tariff 

(estimated) 

faced by  

Argentina 

World  457.694 457.369 100 328.835 1.392 100 - 

Chile  20.804 20.804 4,5 13.670 1.522 0,8 0 

Uruguay  4.913 4.913 1,1 2.592 1.895 0,4 0 

Colombia  2.623 2.623 0,6 1.861 1.409 0,3 0 

Peru  715 715 0,2 444 1.610 0,2 0 

Mexico  624 624 0,1 442 1.412 1,7 16 

Ecuador  119 119 0 85 1.400 0,1 0 
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developed to order and prioritize the potential export markets for the company. This tool made it 

possible to compare the countries based on important criteria, managing to order them in order to 

establish the most suitable market to go to. 

The variables considered in the matrix were then identified by: 

 Total imports of the tariff position (Table 2) 

 Imports of Argentine peanuts compared with other countries (Table 3). 

 Taxes to be paid (Table 4). 

 GDP per Capita (Table 5). 

 Distance to destination country (Table 6). 

 Inflation rate (Table 7). 

 Economic Freedom (Table 8). 

Table2 

 

Source: Own elaboration based on the International Trade Center (2020) 

Table3 

 

Source: Own elaboration based on International Trade Center (2020) 

Table4 

 

Source: Own elaboration based on MREyC (2020) 

Table5 

 

Source: Own elaboration based on Santander Trade (2020) 

Tons Value Range

Chile 15.927 5 6000 => more 1 0 => 1499

Colombia 2.830 2 1500 => 2999 2 1500 => 2999

Mexico 11.892 5 6000 => more 3 3000 => 4499

Peru 1.407 1 0 => 1499 4 4500 => 5999

Uruguay 3.196 3 3000 => 4499 5 6000 => more

Tons imported from the position 20.08.11

Value in Tons

% Value Range

Chile 85,8 5 80 => more 1 0 => 19,9

Colombia 65,8 4 60 => 79,9 2 20 => 39,9

Mexico 3,8 1 0 => 19,9 3 40 => 59,9

Peru 3,2 1 0 => 19,9 4 60 => 79,9

Uruguay 80,1 5 80 => more 5 80 => more

Argentine peanut imports compared to other countries 

Values in percentages

%  Value Range

Chile 0 5 0 5 0

Colombia 0 5 0 4 0 => 2,99

Mexico 16 1 10 => more 3 3 => 5,99

Peru 0 5 0 2 6 => 9,99

Uruguay 3 3 3 => 5,99 1 10 => more

Taxes to pay

Values in Percentages

USD  Value Range

Chile 16.272 5 10.000 => more 1 0 => 2.499

Colombia 7.049 3 5.000 =>7.499 2 2.500 => 4.999

Mexico 9.866 4 7.500 => 10.000 3 5.000 =>7.499

Peru 7.362 3 5.000 =>7.499 4 7.500 => 10.000

Uruguay 17.875 5 10.000 => more 5 10.000 => more

GDP per capita (2019)

Values in USD
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Table6 

 
Source: Own elaboration 

Table7 

 
Source: Own elaboration based on World Bank (2020) 

Table8 

 
Source: Own elaboration based on The Heritage Foundation (2020) 

In table 9, it can be seen that, by far, the best destination country is Chile, due to the great demand for 

the product studied, having been supplied mainly by the Argentine peanut. As far as could be 

observed, the Argentinean peanut was well valued and appealing within the trade. Also played in 

favor of bilateral agreements with the neighboring country, added to the fact that it is a country 

associated with MERCOSUR, and where taxes, also more affordable, have a positive influence. Its 

high GDP per capita for the region and its low inflation in the last years denote a "good" purchasing 

power for our product. As it is a bordering country and is located less than 1,000 km away from 

Cordoba, any inconvenience that may arise in a first export can be solved more easily than if it were 

some other country more distant geographically. The distance also makes it easier for Chilean buyers 

to visit the country, either by appearing in person with them or by visiting trade fairs at much more 

accessible global costs. 

Table9. Multi-criteria Matrix 

 
Source: Own Elaboration 

Kilometres Value Range

Chile 648 5 0 => 1.499 5 0 => 1.499

Colombia 4.141 3 3.000 => 4499 4 1.500 => 2999

Mexico 6.771 1 6.000 => more 3 3.000 => 4499

Peru 2.524 4 1.500 => 2999 2 4.500 => 5999

Uruguay 839 5 0 => 1.499 1 6.000 => more

Distance to destination country

Values in Kilometres

%  Value Range

Chile 2,43 4 1,50 => 2,99 5 0 => 1,49

Colombia 3,24 3 3 => 4,49 4 1,50 => 2,99

Mexico 4,89 2 4,50 => 5,99 3 3 => 4,49

Peru 1,31 5 0 => 1,49 2 4,50 => 5,99

Uruguay 7,61 1 6 => more 1 6 => more

Rate of inflation (2018)

Values in Percentages

Position Value Range

Chile 18 4 15 => 29 5 0 => 14

Colombia 49 2 45 => 59 4 15 => 29

Mexico 66 1 60 => more 3 30 => 44

Peru 45 2 45 => 59 2 45 => 59

Uruguay 40 3 30 => 44 1 60 => more

Economic freedom (2019)

Values
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Weight 0,19 0,21 0,16 0,13 0,06 0,12 0,13 1

Value 5 5 5 5 5 4 4

Weighted 0,95   1,05       0,80      0,65   0,30   0,48   0,52   

Value 2 4 5 3 3 3 2

Weighted 0,38   0,84       0,80      0,39   0,18   0,36   0,26   

Value 5 1 1 4 1 2 1

Weighted 0,95   0,21       0,16      0,52   0,06   0,24   0,13   

Value 1 1 5 3 4 5 2

Weighted 0,19   0,21       0,80      0,39   0,24   0,60   0,26   

Value 3 5 3 5 5 1 3

Weighted 0,57   1,05       0,48      0,65   0,30   0,12   0,39   

Peru 2,7

Uruguay 3,6

Criteria

Chile 4,8

Colombia 3,2

Mexico 2,3
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3.2. “International Marketing Mix” to Analyze Market Entry 

International marketing mix activities are often critical to the prosperity of many business 

organizations operating in today's globalized economy because of the number of uncontrollable 

variables they must consider in the countries where they operate (Akgün et al., 2014). In that sense, 

Falahat et al. (2020) consider four essential export capabilities (market intelligence, product 

innovation, pricing and marketing communication) as determinants of competitive advantage for 

exporting SMEs. Considering these circumstances, within the product strategies, the direct or "dual" 

extension was selected, since no changes are required in the product itself, nor in the way it is offered, 

understanding that future clients in Chile will use roasted peanuts in the same way as in Argentina. 

Also, given the condition that for "Maní S.A." was its first export, the direct extension can be 

functional since its costs are relatively low, besides being the most plausible and economic strategy. 

In terms of packaging design and labeling, we sought to adapt the presentations to customer 

requirements. The most usual ones have been polypropylene bags of 50 kg and 25 kg. Although there 

are also bigbags of 1250 Kg. Regarding the method of sale in gondolas, the packages are usually 

varied, but always less than 1 Kg. 

Regarding the pricing strategy, it was investigated that the FOB values of comparable products were 

at a somewhat high level. Therefore, taking the lower limits (cost of the product) and the upper limits 

(competition), and since there was a good demand for the product, determined by the availability and 

capacity of the clients to buy, the strategy of fixing the export price was chosen. The alternative of 

fixing a penetration price was selected, where the product was offered at a low price, in order to 

generate an attractive and good level of sales to conquer a greater market share, at least until it was 

established in the destination country, as a recurrent seller considering it to be the most convenient 

option for "Maní S.A." in its nascent incursion as a direct exporter. 

If we return to Table 2 of this work, we see that Chile imported in 2018, roasted peanuts from 

Argentina at an average value of 1,522 dollars FOB per ton. As mentioned above, the best thing for 

the company is to seek around 1520 dollars FCA per ton in exports, also analyzing alternatives for 

insurance and land or sea freight that do not raise the price of goods above that figure. 

As an assumption for the exportation and knowing that the company produces around 350 tons of 

peanuts per year, we took the value of five terrestrial trucks with 20 net tons each one, dividing the 

merchandise in 16 "big-bags" of 1250 Kg. By regulation of national law Argentina, the trucks are 

insured to move freely without inconvenience.  

With regard to Chile's internal taxes, the VAT to be paid is 19%, which is collected at the Customs of 

the country of destination. The importation of food products or sub-products of animal or vegetable 

origin requires the intervention of the “Servicio Agrícola y Ganadero” (SAG). The Certificate of Food 

Destination (CDA), which allows the food to be removed from the customs area, has a minimum tariff 

of USD 27.50 and a maximum of USD 137, depending on the kilos of product. The "SAG" charges a 

fixed amount of USD 65 for the customs destination, regardless of the quantity.  

In order to form a "DDP" price, the "CIP" value is subject to the customs tariff, which is generally 

6%, but thanks to the AAP.CE Nº 35 agreement, for Argentina the tariff is 0%. The CIP value is then 

added to the customs duties and 19% VAT is applied. Other taxes and expenses are added if SAG or CDA 

certificates are required. Table 10 below provides information on quotations and the different values. 

Table10. Quote details 5 trucks of 20 tons each. 

 
Source: Own elaboration based on freight agent data 

Quote details Currency Quantity Unitary Sub Total

VALUE FCA USD 5 30400,00 152000,00

Entrance to CaCEC and Consolidation USD 5 220,00 1100,00

Cordillera Border - Customs USD 5 55,00 275,00

Land freight USD 5 1920,00 9600,00

Issuance of CRT + MIC-DTA USD 5 75,00 375,00

Cargo insurance USD 0,45% 136,80 684,00

VALUE CIP USD 5 32806,80 164034,00

IVA USD 5 6233,29 31166,46

SAG USD 5 65,00 325,00

CDA USD 5 137,00 685,00

Expenditure in Land Port "Los Andes" USD 5 410,00 2050,00

Customs clearance costs USD 5 85,00 425,00

VALUE DDP USD 5 39737,09 198685,50
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As a strategy of market or distribution it was proposed to make a direct export, with a direct 

distribution channel to a Chilean distributor, since they are the first exports of the firm, and in which 

the quantities are not extremely large. It can also be mentioned that the local representative, has more 

knowledge about the market, which facilitates its sale and distribution. It would not be possible to talk 

about installing franchises or points of sale in Chile without first having a good knowledge of the 

market and having had experience in it; furthermore, it requires an extremely large investment that the 

company is not in a position to finance at the moment.  

4. CONCLUSION AND RECOMMENDATIONS 

As Argentina has a great reputation worldwide in peanuts and added to the different organizations that 

promote the quality and expansion of this product, it is estimated that "Maní S.A." has potential for 

both its own production of roasted peanuts and for export. However, it is essential to have an 

international trade department, created with the participation of professionals trained in international 

trade. Likewise, the company must register as an importer for the purchase of inputs necessary for its 

operation and as an exporter to take its products directly to its customers abroad. Also between the 

dilemma of outsourcing or investing in machinery for drying and processing of roasted peanuts, it was 

estimated that to be more competitive in operating costs of the entire production process and export, it 

is necessary to internalize the entire production process.  

The most convenient thing for the company, not having experience in export, was to look for 

destinations of easy and quick access, as far as possible close geographically and in the same 

language. Countries that had these variables were analyzed and it was concluded that the Chilean 

market is the most beneficial for the introduction of roasted peanuts, since the market already exists, 

with a good price, growing consumption trends and is not saturated. Based on the investigation and 

the lack of experience of the company, it is considered convenient to start with an export of 

approximately 110 tons of roasted peanuts, packed in 70 "big-bags" of polypropylene of 1250 

kilograms. Due to its logistic costs, the cargo is transported in five trucks. It is also crucial to take 

advantage of the opportunities offered by international fairs, which is key for exporters to make their 

products known and to access new commercial alternatives. 
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