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ABSTRACT 

 

This case study examines the feasibility of exporting gin liquor to Lima, Peru as 

a growth business strategy. It begins with the analysis of the exporting and importing 

procedure for the Ecuadorian and Peruvian Customs Office. The different types of 

negotiations on the international market are tracked by market research in Lima, Peru. 

This urban area has the most extensive economic movement in the country. Surveys show 

that its population maintains alcohol consumption and get supplied through supermarkets. 

Finally, there is a four-year financial report based on referenced data that shows how 

much to export to the Peruvian market. 

 

 

Key Words: feasibility, exporting, liquor, negotiations, supermarkets.
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CHAPTER 1 

1. SITUATION ANALYSIS 

1.1 Today’s Business Environment 

According to the CEPAL report (2002), the new business environment is 

characterized by the globalized markets and development of new information and 

communication technology. Globalization refers to the increase of worldwide processes 

in economics, free trade agreements, social and cultural environments. 

According to the Ministry of Production, Foreign Trade, Investments, and Fisheries 

(2022), the COVID 19 pandemic has also created new tendencies to consumption. 

Nowadays people's consumption is based on healthy habits, well-being and new 

workstyles. 

 Mipro says (2022) here is an increasing growth in spirit drinks consumption. These 

spirit drinks tend to have simple and citrus flavors. Furthermore, Moreno (2009) reveals 

that other factors have become trends when purchasing spirit drinks, such as heritage or 

background of the product.  

McGraw-Hill (2013) defines business innovation as an improvement activity 

through business models, processes, organization itself, products, or marketing to make 

the business more efficient and achieve a better market position. 

 There are four types of business innovation according to The Oslo Manual written 

by OCDE (2005): product innovation, process innovation, marketing innovation, and 

organizational innovation. In the Ecuadorian context, the majority of companies develop  

their own products, for example: Cervecería Nacional, Paccari, and Inalecsa. These 

companies have been able to create new products that break the established ways of doing 

things. The product is created through innovation and technology regarding materials, 

components, technical features, and the consumption of their products. Hence, 

Ecuadorian alcohol producing companies have evolved to adapt to the changing market 

demand. 

Regarding the export business, Valdéz (2004) asserts that this represents a 

significant challenge at all stages of exportation. It is important to emphasize that Valdéz 
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(2004) defines exportation as the action of sending goods and services from one country 

to another for commercial purposes. 

 According to Rothembach (2023), the challenge of international trade begins with 

the development of a product or service with added value which captures the customer's 

attention. It has to have an attractive packaging, and price line based on the product's 

quality.  These are important aspects when adapting to a shifting market, as well as brand 

support and marketing. 

1.2 Botaniker Alchemist Company 

The Ministry of Higher Education, Science, Technology, and Innovation (2023), 

have found that Botaniker Alchemist Company is in a growth phase, with an active 

production line.  This company distills five artisanal spirit drinks which have been in the 

local market for four years. Furthermore, its production capacity is eight thousand bottles 

per month 

Galindo (2023), reports that Botaniker Alchemist has two associates and eight 

employees. Members of the company have handled administrative and production 

functions which are in compliance with current laws in Ecuador. Regarding clients, 

Galindo (2023) expresses, "For us, having a client like Corporación Favorita validates the 

work we do and motivates us to continue creating high-quality products with growth 

potential." 

1.2.1 Mission and Vision Statements 

Galindo (2023) remarks to achieve a total sale of five hundred thousand dollars in 

industrial and hospitality segments in the current year. Another goal is to be recognized 

as the leading artisanal distillery in Latin America, and offer the best products and 

excellent service. (see Figure 1). 
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Figure 1 

Mission and Vision Statements of Botaniker Alchemist Company 

 

 

Source: (Galindo, 2023). 

1.2.2 SWOT analysis for Botaniker Alchemist Company 

According to Sanchez (2020), a SWOT analysis assists for any company or 

individual to make the best decisions based on a detailed analysis that considers both 

internal factors (strengths and weaknesses) and external factors that affect it 

(opportunities and threats). (See Figure 2) 
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Figure 2 

SWOT analysis for Botaniker Alchemist Company 

 

The SWOT analysis in Figure 2 shows that Botaniker Alchemist should maintain 

emphasizing the company identity through its products in local and international markets. 

Botaniker Alchemist products are considered a strength due to their authenticity as well 

as an opportunity. On the other hand, the mentioned weaknesses on Figure 2 can improve 

through more sales and hiring an international trade specialist to generate an appropriate 

export plan. As it is known, threats are factors that cannot be controlled but can be 

monitored in order to analyze their impact on the company. By monitoring changes of the 

competition and the market, Botaniker Alchemist is going to strategically answer to these 

changes. 
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Product Catalog 

Botaniker Alchemist has an alcoholic product catalog with five beverages: 

Absinthe, Botaniker Alchemist Andean Dry Gin 10, Botaniker Alchemist Vodka 5, 

Spiced Vodka and Infusions. Through these products, the company aims to achieve brand 

recognition and market positioning within the local market. As Galindo (2023) states, the 

production of these alcoholic beverages complies with internal standards in terms of 

packaging and labeling. The packaging consists of tempered glass bottles. However, the 

products do not have ISO certification. 

● Absinthe: this drink has wormwood and rangpur lime essence. It is inspired by 

European absinthes which were iconic during bohemian times.   

● Botaniker Alchemist Andean Dry Gin 10 (BA10 GIN): A gin distilled with ten 

endemic plants from the unique Cabogana hill. So its main ingredient is the Andean 

sweet lime which is balanced with pure spring water.  

● Botaniker Alchemist Vodka 5 (BA 5 VODKA): It is a vodka distilled from sugarcane 

within a repetitive distillation process. 

● Spiced Vodka: it should be taken in ice-cold shots with lemon and salt. It is distilled 

from red hot chili and tamarind. 

● Infusions: due to its fruity essence and low alcohol content it is most used for cocktails 

(Galindo, 2023). 

The city of Cuenca located in Ecuador, which is the main market of Botaniker 

Alchemist main market. Nowadays, Corporacion Favorita is Botaniker Alchemist´s 

number one customer due to Absinthe sales in Supermaxi and Megamaxi supermarkets. 

Likewise, the rest of the products can be found at Botaniker Alchemist restaurant which 

is also located in Cuenca, Ecuador (Galindo, 2023). 

 The figure 3 shows the Botaniker Alchemist price list for alcoholic beverages. 

Prices are classified according to the type of customer: retail price, retail price without 

taxes, and wholesale distributors price. 
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Figure 3 

Botaniker Alchemist price list for alcoholic beverages 

 

Source: (Galindo, 2023). 

1.2.3 Sales 

Figure 4 shows the best selling product:  Spiced Vodka, followed by Absinthe and 

lastly Botaniker Alchemist Gin 10 (Galindo, 2023). In other words, only three out of the 

five alcoholic beverages produced by the company have stable sales. 
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Figure 4 

Botaniker Alchemist's top sellers 

 
Source: (Galindo, 2023). 

1.2.4 Product for export 

In 2021, the Observatory of Economic Complexity (OEC) reported that gin was 

among the most traded products worldwide, with a total value of $1.45 million. Between 

2020 and 2021, gin exports increased by 16.7%, rising from $1.24 million to $1.45 

million. Gin trade comprised 0.000069% of the total global trade. 

● Exports: The United Kingdom was the top gin exporter in 2021, with $801M. 

Germany followed $93.7M, while Spain, France, and Italy exported $76.5M, $68.5M, 

and $64.7M respectively. 

● Imports: The leading gin importers in 2021 were the United States ($287M), Spain 

($136M), Italy ($96.9M), Germany ($86.1M), and the Netherlands ($68.8M) (OEC, 

2023). 

Botaniker Alchemist should export the Botaniker Alchemist Andean Dry Gin, as 

gin is a popular product in the international market. This gin features a unique distillation 

process using ten endemic plants and pure spring water, resulting in a 42% alcohol 

content. The gin is packaged in a tempered glass bottle with a label that was designed by 

the Botaniker Alchemist.  The wholesale distributors price reference is given in Figure 5: 

USD 8,44. The Harmonized System entry for this product is 220850009000000001 

(PUDELECO Editores S.A, 2017, P.15) Andean Dry Gin targets local and international 

markets which focus on the heritage of the product. 
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1.3 Operational Planning 

The Ministry of Production and Foreign Trade (2019) defines operational planning 

as the optimization of human, technical and infrastructural resources in order to 

effectively transport, distribute, and store a product for delivery to an international 

market. (See figure 5) 

Figure 5 

Operational Planning 

 

1.3.1 Initial Customer Contact 

As stated by Granados (2017), throughout history, individuals have sought means 

of communication to meet human demands for clothing, food, and entertainment, which 

are satisfied through means of trade. Thus trade relies on both parties agreeing on a fair 

price reached through negotiation and persuasion. 

1.3.2 Negotiation 

International negotiation is the second step in operational planning. International 

negotiation is a communication process between two parties aiming to reach an 

agreement.  Indeed, the agreement is based on needs and approaches (Granado, 2017). 
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Types of Negotiation 

There are two types of negotiation to consider: national and international. National 

negotiations involve trade with local companies. In contrast, negotiations are international 

due to trade being conducted in foreign markets such as Lima, Peru. Furthermore, 

Granado (2017), states that both political and economic environments are different in 

every country when negotiating. 

International Negotiation Process 

Granado (2017) asserts that effective international negotiation involves 

understanding the stages of negotiation. To accomplish this, the following figure outlines 

the international negotiation process. (See Figure 6) 

 

Figure 6 

International Negotiation Process 

Source:(Granado, 2017). 

1.3.2.1 Proposal 

Granado (2017) points out that the first party to make a proposal has the clear 

advantage. All parties involved in the negotiation have to match their proposals with the 

limits already defined. The proposal can be further developed within the three categories 

outlined in figure 7. 
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Discussing 

 

The content of the discussion 
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of the license. Refer to Figure 

no.8 

 
Proposal 

 

The agreement is an outcome of 
the closing process. Its aim is to 

satisfy the needs of the other 
party. 

 
Closure 
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Figure 7 

Proposal 

 

Fuente: (Granado, 2017).  

1.3.3 Logistics Guide 

Logistics guide is the third step in operational planning. As defined by Granado 

(2017), logistics involves the transportation of goods from the place of production to the 

place of consumption. Logistics guide requires coordination of transportation, loading 

and packaging, which are specified in contracts of Incoterms. 

Incoterms 

Incoterms are negotiation terms that facilitate the transportation of goods through 

the use of a common language between buyer and seller. They establish responsibilities, 

however, they are not mandatory (Ministerio de Producción, Comercio Exterior, 2019). 

(See figure 8) 
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 Distribution agreement 
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Figure 8 

Incoterms obligations 

 

Source: (GRUP MET, 2022). 

● EXW (Ex-Works) - seller fulfills their obligation by making the goods available 

at the buyer's place. Here buyer assumes all costs and risks.  

● FCA (Free Carrier) - seller delivers export goods to the carrier at the buyer's place 

which determines obligations. Seller is responsible for the shipment at their 

premises. 

● FAS - Free Along Ship (named port of loading): seller's liability ends when goods 

are alongside the ship at the port of shipment. Buyer assumes costs and risks from 

that point. 

● FOB – Free On Board (named port of loading): Seller's responsibility ends when 

goods pass the ship's rail. From that point forward, the buyer must bear all 

associated costs and risks. 
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● CFR (Cost and Freight) - Cost and Freight (named port of destination) term. Seller 

must hire the ship's hold and pay the freight, with the same responsibilities as the 

FOB term. The risk of loss or damage is transferred to the buyer. 

● CIF - Cost, Insurance, and Freight (named port of destination): Seller is 

responsible for delivering goods when they pass the ship's rail at port, paying for 

cost, freight, and insurance. Seller must obtain insurance with minimum coverage.  

● CPT - Carriage Paid To: Seller is responsible for paying for freight and insurance 

to the destination. Once the goods are handed over to the carrier at the specified 

destination, the responsibility for the goods is transferred to the buyer. 

● CIP (Carriage and Insurance Paid to) terms. Seller delivers goods to carrier and 

covers transportation costs and insurance. The buyer takes on any risk and 

additional costs that arise after the delivery has taken place. 

● DPU (Delivered Place Unloaded):  Seller is responsible for any damages or 

additional charges until the shipment is received at the destination site. After that, 

the buyer is responsible for the costs and damages. This is designated as the named 

place of destination, and the seller bears most of the associated costs. 

● DDP (Delivered Duty Paid): Seller is responsible for all costs until the product is 

delivered to the buyer's premises. The buyer must provide delivery location and 

date in advance. The seller will cover all associated costs and expenses. 

Packaging:  

In accordance with Article 13 of Decision 416 of the Commission of the Andean 

Community (2014), any container, packaging, case, wrapping, or similar that permits the 

storage, protection, and easy handling of merchandise during transportation shall be 

classified as original if principal merchandise satisfies the origin criteria of this Decision. 

The Andean Community Commission (2014) has adopted specific regulations for 

certifying the origin of goods within the NANDINA classification used in trade among 

Cartagena Agreement member nations. As both Ecuador and Peru are part of the Andean 

Community, the above-mentioned article is applicable to this export procedure (GRUP 

MET, 2022). 

Álvarez (2023) states that generally, when exporting alcoholic beverages, they are 

packed in standard boxes without physical protection inside containers.  Usually, the 

goods are insured in case of loss. Consequently, TIBA (2021) recommends enhancing the 
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quality of packing and packaging by placing the boxes on pallets, airbags, protection bars, 

or slings. However, according to Galindo (2023), gin does not require any refrigeration. 

 

Labeling 

As it is defined by the Indecopi (2018), includes any tag, mark, graphic matter, or 

descriptive information attached to a product, container, or packaging. Its purpose is to 

inform consumers about food characteristics. Labeling is mandatory for manufactured 

industrial products intended for consumption. These products are marketed within the 

national territory in order to safeguard the right to information of users and consumers. 

This requirement also grants the Ministry of Production the power to supervise, oversee, 

and sanction compliance with technical regulations over these products. 

On the other hand, Indecopi (2018) states that liquor labels must include the 

following information:  

(a) Product name or denomination.  

(b) Country of origin.  

(c) Perishable status: c.1 Expiration date. c.2 Conservation conditions. c.3 

Observations.  

(d) Product condition, if defective, used, rebuilt, or remanufactured. (e) Net product 

content, expressed in applicable units of mass or volume. The language must be 

precise, clear, and unambiguous, using active voice and following a logical and 

coherent structure. It should maintain a formal tone and adhere to grammatical 

correctness, spelling, punctuation, units, and other language standards specific to 

the liquor industry. 

f) If product contains any raw material that poses a risk for the consumer or user, it 

must be disclosed.  

g) Provide name, legal domicile in Peru, and Single Taxpayer Registry Number 

(RUC) of the appropriate manufacturer, importer, packer, or responsible distributor.  

h) Include a warning of potential risks that may arise from the product's nature or 

use. 
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i) In case of health damage, emergency treatment should be immediately provided. 

Detailed information regarding the treatment should be clearly displayed in Spanish 

language. 

The details for items c2 and c3, d), e), f), g), h), and i) should be presented in 

Spanish. The information about the product's country of origin and expiration date should 

be clearly displayed in permanent characters on the product, container, or packaging, 

depending on the product's nature… 

1.3.4 Export 

Export is defined by the National Customs Service of Ecuador (2021) as a 

commercial activity involving sale or shipment of goods and services outside the national 

territory. It is the act of sending products between countries for business purposes. 

1.3.4.1 Steps prior to export. 

Requirements for exporters 

According to the National Customs Service of Ecuador (2022), it is essential to 

know the export process in order to export products or services correctly and to avoid 

customs violations. In Ecuador, individuals, whether natural or legal entities, Ecuadorians 

or foreigners residing in the country, who are registered as exporters in the ECUAPASS 

system and approved by the SENAE, are authorized to export. In Ecuador, there are three 

export regimes: definitive export under Article 154 of the Organic Code of Production, 

Commerce, and Investment (COPCI) (2018), temporary export with re-importation in the 

same state under Article 155 of COPCI (2018), and temporary export for outward 

processing under Article 156 of COPCI (2018). (See figure 9) 
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Figure 9 

Steps prior to export. 

 
Source: (Servicio Nacional de Aduana del Ecuador, 2021). 

Obtaining the digital certificate for the electronic signature is simple through the provided 

steps: 

● To install and configure complementary programs for the perfect functioning of 

Ecuapass, it is crucial to use Mozilla Firefox browser during its installation. 

● Exporter registration in the Ecuapass customs computer system is open to all 

natural or legal persons based in Ecuador, regardless of nationality. 

● To learn about product export restrictions, navigate to the Tariff Consultation 

option within the Ecuapass program for detailed regulations on any given product. 

● Export Clearance Procedure: According to the 2021 guidelines of the National 

Customs Service of Ecuador, the online procedure aims to authorize the exit of 

goods that were imported for the sole purpose of being exported. 

 

1.3.4.2 General Export Requirements 

SENAE (2022) describes the general requirements for exports: 

● Registration and approval of the 'EXPORTER' status in Ecuapass system.  

(See figure 10) 
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Figure 10 

Mandatory Requirements 

Source: (Servicio Nacional de Aduana del Ecuador, 2022) 

SENAE (2022) describes the general procedure for new registration. (See figure 11) 
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Figure 11 

Procedure 

Source: (Servicio Nacional de Aduana del Ecuador, 2022). 
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● Electronic signatures are obtained by using a digital certificate when accessing the 

web pages as mentioned. 

 

1.3.4.3 Pre-Export Technical Documents 

Similarly, SENAE, (2022) indicates which are the technical documents of the goods 

Documents prior to export 

● Sworn Statement of Origin: As per Article 18 of the COMPLEMENTARY 

REGULATION CERTIFICATE OF ORIGIN OF EXPORT GOODS (2016), a 

Sworn Statement of Origin must be provided by the producer or exporter, prior to 

the issuance of a certificate of origin. The statement confirms that the goods being 

exported meet the rules of origin outlined in the Trade Agreements and schemes 

unilaterally granting tariff preferences to Ecuador (SENAE, 2023).  

● Certificate of Origin: The Ministry of Production, Foreign Trade, Investment, 

and Fisheries (2021) defines a document that guarantees the product's origin. 

● According to the Ecuadorian Federation of Exporters (2019), the Sanitary 

Certificate is a document that certifies that the merchandise meets the 

requirements for human, animal or vegetable consumption and complies with 

sanitary regulations. 

● Tariff item: known as 10-digit codes used to classify the goods to be imported or 

exported. In addition, they are assigned a customs regime. Within this operative 

study Pudeleco (2014) etermines the tariff heading of gin as: 2208.50.00.00.  

According to Customs Agent Sebastián Malo (2023), the subheading is 

2208.50.00.90 and tnan is 2208.50.00.90.0001. 

● Defining a Customs Regime: Regime 40 or better known as definitive export 

allows the definitive exit of goods in free circulation outside the Ecuadorian 

customs territory or to a Special Economic Development Zone, subject to the 

provisions established in the current legislation. Such is the case of the definitive 

exit of Andean gin to the Peruvian market for consumption. 

1.3.5 Export Process 

In the export process there are steps to be follow by SENAE (2022): 
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The initial stage of exporting involves electronically submitting the Customs Export 

Declaration (DAE) through the ECUAPASS system. This process includes approving the 

DAE, naming the referendum, and defining the measurement method. It's important to 

keep in mind that the DAE must always be supported by the following documents: 

 

● Commercial Invoice: "A detailed account of the items or products included in a 

commercial transaction, including their numbers, weights, measurements, classes, 

qualities, and prices" (Friend, 2018). 

● Transport Document: A document that verifies ownership of goods based on the 

type of transport used, whether air, sea, or land.  

● Transport Insurance: A document that provides coverage for potential loss or 

damage of goods during transport, regardless of the mode of transportation. 

● Packing List: A document that provides support for exported goods by detailing 

their weight, quantities, and packaging type. 

● Technical documents regarding the goods should also be included. 

 

1.3.5.1 Shipping 

SENAE (2022) indicates that shipping goods is the final step in this process, 

following the measurement and authorized exit of the shipment.  The shipment process 

also involves transmitting the cargo manifest, also known as the Bill of Lading (BL). 

Finally, the status of "Regularized" is obtained for the DAE through the Ecuadorian 

Customs portal. 

1.3.6 Import 

The National Superintendency of Customs and Tax Administration of Peru 

(SUNAT) (2021), indicates that importation is the entry of goods from abroad into the 

customs territory for use or consumption in the domestic market. It contributes to the 

following areas: 

● To supplement domestic supply where there is insufficient output. 

● New consumption opportunities, and improve purchasing conditions. 

● Foster competitiveness among businesses in supplying products. 
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1.3.6.1 General Import Requirements 

According to the National Superintendency of Customs and Tax Administration of 

Peru (SUNAT) (2021), the general requirements for importing goods are as follows:  

To import, it is necessary to possess a valid Taxpayer Identification Number (TIN) 

and be authorized to engage in such activities. The declared TIN must have a valid tax 

address. 

● Certificate of Origin 

● Invoice 

● Transport Document / Bill of Lading 

● Shipment Order issued by Ecuadorian Customs 

● Transport insurance 

● Packing List 

● Electronic signature 

● Technical and additional documents of the goods 

 

1.3.6.2 Import Modalities 

SUNAT (2021) outlines three modes of importation. Simplified Import Clearance 

is one of them and is applicable for non-commercial value samples, gifts not exceeding 

US $1,000 in value, and goods not exceeding US $2,000 in value. On the contrary, if the 

value of the goods surpasses $2,000, it falls under the category of Definitive Import and 

requires the declaration of the goods through a customs agent.  Finally, under the 

importation for consumption category, goods with a FOB value exceeding US$2,000.00 

can be brought into the customs territory after the payment or assurance of taxes and the 

fulfillment of customs formalities and obligations. The FOB value represents the value of 

the goods when they are delivered on board the transport designated by the buyer at the 

port of shipment. 

The declarations are processed under the following customs clearance modalities and 

deadlines: 

● In advance: The Import Declaration is generated before the arrival of the means of 

transport. The application of this modality is mandatory with the exception of the 

situations indicated in the Importation for Consumption procedure. 
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● Deferred: the Import Declaration is generated after the arrival of the means of 

transport. Within 15 calendar days from download, one can request an extension of 

the deferred dispatch period in justified cases, on a one-time basis and for an 

additional period of 15 calendar days. 

● Urgent: the Import Declaration is generated before the arrival of the means 

of transport and up to 7 calendar days after unloading. (See figure 12) 

Figure 12 

Import Modalities 

Source: (Sánchez, 2021). 

1.3.6.3 Consumer Import Process 

According to Sunat's (2021) guidelines, the import process starts with the 

configuration of the mandate, and then a customs agent reviews the cargo manifest along 

with the mentioned general and technical documents.  The objective is to receive 

authorization to unload the container into the temporary warehouse. Once the container 

arrives at the temporary storage facility, the customs broker selects a method of inspection 

(See figure 14) for the proper control and regularization of the goods. Once the inspection 

has been completed, permission is granted for the container to leave, for the goods to be 

unloaded and for the container to be returned. (See figure 13) 
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Figure 13 

Consumer Import Process 

 

Source: (Sánchez, 2021). 

Sanchez (2021) detailed each of the steps in the import process as follows: 

● Mandate Configuration: The act in which the owner or consignee entrusts a 

customs broker with the customs clearance of their goods, subject to the bl's 

approval and executed electronically. 

● Once completed, permission to unload the container in the temporary warehouse 

is obtained through the Sunat system. 

● The customs broker designates a type of inspection for the control and 

regularization of the goods once the container is in the temporary warehouse. The 

figure below displays the various types of inspections: 
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Figure 14 

Import control channel 

 

Source: (Sanchez, 2021). 

● The last step is to authorize the departure of the container, unload the goods and 

return the container. This is done through the waybill issued by customs agent and 

carrier. 

Prevailing Taxes 

There are taxes that must be paid when importing gin. The specific tax code for gin 

is 220850009000000001, and it falls under the category of Gin or Geneva.  The taxes 

associated with this code are outlined by PUDELECO. 

The National Superintendence of Customs and Tax Administration (2016) 

highlights that goods falling under heading 220850009000000001 will attract a General 

Sales Tax (IGV) of 16% for importers. Additionally, the Municipal Promotion Tax (IPM) 

of 2% will be charged on the importation of goods subject to the IGV. (See figure 15) 
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Figure 15 

Prevailing Taxes List 

Source: (Superintendencia Nacional de Aduanas y de Administración Tributaria, 2016). 

The Andean Community's General Secretariat (2021) says that products made in a 

Member Country following the origin rule may benefit from the Andean Liberation 

Program; that is, the elimination of taxes or restrictions of any kind for those products 

qualified as originating in a Member Country. The Andean rules have standards for 

determining whether a product is of Andean origin. These standards include the 

production of goods entirely within the country and the use of materials from Andean 

countries. In this case, all the ingredients in this merchandise are from Ecuador, and the 

gin is crafted using ten unique plants found only on the Cabogana hill in Cuenca, Ecuador. 

It is also important to mention that the article 220850009000000001 is exempt from the 

ad valorem tax (duty on goods) mentioned in Figure 16, thanks to the submission of the 

certificate of origin, as stated by the National Superintendence of Customs and Tax 

Administration of Peru (2016). (See figure 16) 
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Figure 16 

CAN International Agreements 

 

Source: (Superintendencia Nacional de Aduanas y de Administración Tributaria de Perú, 2016). 
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CHAPTER 2 

2. MARKET ANALYSIS 

 Target market: Lima, Peru. 

According to Feijoo (2021), the term 'market' originally referred to the location 

where buyers and sellers came together to exchange goods. In a report by World Vision 

Peru (2022), it was found that the majority of food markets in Peru, 87.8% are situated in 

urban areas while 12.1% operate in rural areas.  In the cities Lima and Callao have 53.7 

percent of the food markets, followed by La Libertad with 6.1 percent, Junín with 4.6 

percent, Arequipa with 4.5 percent, Ancash with 4.2 percent, and the remaining 26.9 

percent in the rest of the countries. The COVID-19 pandemic significantly impacted the 

trends and habits of Peruvian consumers, as indicated by the findings of an online survey 

by Global Research Marketing (GRM) in Lima. Arévalo Miró Quesada (2020) reported 

on the results of the survey, which involved 400 men and women between 18 and 65 years 

old. The survey ranked the most favorite alcoholic beverages among Peruvians as 

follows: 

● Wine is the most preferred beverage in this online survey with a 72% preference. 

● Beer comes in second with 46% of the respondents. 

● In third place we find Pisco with 33% of the participants' preference. 

● With 20% of the approval of the surveyed, there is champagne. 

● Whisky is the fifth drink preferred by this group of people with 19% of 

acceptance. 

● Rum comes in sixth with 13% of those surveyed preferring it. 

● Gin is in seventh place with 8% preference. 

● With a preference of 7%, vodka comes in eighth place. 

Also as part of the online survey, the frequency of alcohol consumption is shown 

in figure 17. 
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Figure 17 

Frequency of alcohol consumption 

 

Source: (Arévalo Miró Quesada, 2020). 

Figure 17 shows that 35% of the surveyed individuals in Lima, Peru continued to 

consume alcoholic beverages during the COVID-19 pandemic. Among this group, 28% 

actively abstained from consuming alcohol. On the other hand, 25% of the surveyed 

individuals opted to increase their alcohol consumption. Finally, a small 12% of the online 

survey respondents reported decreased alcohol consumption habits. 

These findings are promising for the case study as 288 respondents consume 

alcoholic beverages, including gin. This suggests that the product is well-placed in the 

market. This emerging trend of alcoholic beverage consumption in the Peruvian market 

presents an excellent opportunity for the creation of new lines of import and consumption, 

specifically for new types of gin in the city of Lima, Peru. 

Based on this context, it can be inferred that analyzing the urban area of Lima and 

its significant commercial activity is a crucial factor in defining it as a target market. 

2.1  Alcoholic beverage production 

Based on the Sectorial Report of the National Society of Industries (SNI) (2021), 

the Peruvian economy had a significant increase of 18.6% from January to August 2021, 

compared to the same time frame in the previous year. This growth was mainly driven by 

the construction sector, which saw a remarkable increase of 75.4%, alongside an increase 



 

28 
 

in accommodation and restaurants (36.6%), manufacturing (28.1%), commerce (26.5%), 

among others. (See table 1) 

Table 1 

Beverage production by major products 

 

Source: (SIN, 2021). 

Within the Peruvian manufacturing sector, alcoholic beverages production is 

dominated by pisco, wine, and beer as stated by SNI (2021).  A gin-type alcoholic 

beverage is not produced in Peru as evident from the table above. This presents an 

opportunity for Botaniker Alchemist to establish its brand in the Peruvian market. 

2.2  Import of alcoholic beverages 

According to the Lima Chamber of Commerce (2023), the majority of Peruvians 

are traditional drinkers who prefer beer and cocktails such as pisco sour, chilcano, cuba 

libre and vodka tonic. Consequently, conventional preferences in alcoholic beverage 

consumption are manifested in the imports of alcoholic beverages. The Lima Chamber of 

Commerce (2023) presents statistical data regarding the primary alcoholic beverages 

imported by Peru. This data is essential for imports, as the classification of alcoholic 

beverages enables us to analyze the Peruvian market more effectively. 

According to the data in Table 2 beer is the most imported alcoholic beverage, 

followed by wine, rum, and whiskey in last place. However, gin does not rank among the 

main imported products based on the same data. Although this negative conclusion 

indicates that a significant amount of gin is not imported, it also presents a positive 

opportunity for Ecuador to supply new products such as gin. 
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Table 2 

January to August values and volumes of Peruvian imports of alcoholic beverages. 

August of (2019-2022) 

 

Source: (Cámara de Comercio de Lima, 2023). 

2.3 Alcoholic Beverage Industry Sales 

As noted by SNI (2021), in the figure 18, the Food, Beverages and Tobacco industry 

is the industry that contributes the most to the Peruvian economy (with 25%) compared 

to other industries. 

Based on the information presented in figure 18, it is clear that the Peruvian 

alcoholic beverages market is attractive for investment. This is due to its relevance and 

significant contribution within the Peruvian economic sector. The food, beverage, and 

tobacco industry are the first and most important industry present, accounting for 25% of 

the economic sector.  
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Figure 18 

Reported Industry Sales by Economic Sector, Jan-Aug. 2021 

 

Source: (SIN, 2021). 

The previously presented report by Arévalo Miró Quesada (2020), provides 

information on the supply of alcoholic beverages:  77% of individuals indicated that they 

buy alcoholic beverages in supermarkets. Meanwhile, 55% said that they made their 

purchases at warehouses. Thanks to this information, it is concluded that Ecuadorian gin 

should be exported to Lima, Peru. It should be projected to be positioned within the 

Peruvian supermarkets lines for stable commercialization according to this case study…  

2.4  Alcohol consumption 

The Peruvian Ministry of Health (2023) reports that the adult population (15 years 

and older) consumes approximately 9.9 liters of alcohol per capita.  It states that beer and 

wine are the most commonly consumed drinks.  According to the National Institute of 

Statistics and Informatics (2023), it concludes that during the years 2014-2016, the people 

over 15 years of age who consume more alcoholic beverages are men. It is also noted by 

the Ministry of Health of Peru (2023), that Metropolitan Lima (City) is the region with 

the highest level of alcohol consumption per natural area. (See figure 19) 
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Figure 19 

Peru: Individuals who are 15 years of age and older and have consumed any alcoholic 

beverage within the past 30 days, categorized by gender and natural region, during the 

years 2014 to 2016. 

 

Source: (Ministerio de Salud de Perú, 2023). 

2.5  Restrictions on alcoholic beverages 

According to the 2023 Peruvian Ministry of Health report, Peru implemented taxes 

on alcoholic beverages with a minimum of 20% alcohol content in 2018. This falls under 

their policy to address determinants of non-communicable diseases, such as alcohol, 

tobacco, sugary drinks, and highly polluting vehicles.  Indeed, the purchasing power of 

Lima's population may hinder their ability to purchase alcoholic beverages, as the 

Peruvian Institute of Economics (2023) reports that Lima residents' purchasing power 

decreased by approximately $270 per month when considering the basic salary of $275.  

According to a report by El Comercio (2020), the Peruvian Ministry of Economy 

and Finance (MEF) released Ministerial Resolution N° 042-2020-EF/43, which only 

modified the fixed amount of the Selective Consumption Tax (ISC) on cigarettes and 

alcoholic beverages of 20 degrees or higher. The objective of the ISC is to discourage the 

consumption of products that have negative external impacts on the health of the 
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population and the environment. The funds collected are also used to support the 

population affected by the consumption of these goods. Currently, the ISC is 9.37%. 

In conclusion, the analysis of the alcoholic beverage market in Lima, Peru shows 

favorable opportunities for Botaniker Alchemist. There is a consistent demand for 

alcoholic drinks, particularly beer, wine, and pisco. 

The absence of gin from the list of commonly imported products and the absence 

of domestic gin production in the country provides an outstanding opportunity for 

Botaniker Alchemist to introduce its gin into the Peruvian market and firmly position 

itself as a compelling choice for local customers. 

Furthermore, the prominent role of the food, beverage and tobacco industry in the 

Peruvian economy indicates that the alcohol market in Peru is strong and conducive to 

investment. The preference of consumers for shopping in supermarkets indicates the 

effectiveness of distributing through these channels to reach a diverse market segment. 

Despite the existence of restrictions and taxes on alcoholic beverages, it is worth 

noting that the consumption of such beverages in Peru remains relatively stable, 

indicating a consistent demand from consumers. 

To sum up, the alcoholic beverage market in Lima presents a promising opportunity 

for Botaniker Alchemist to enter and establish its presence. Botaniker Alchemist can 

successfully penetrate the beverage alcohol market in Peru through the implementation 

of effective marketing strategies, an emphasis on product quality, and a thorough 

understanding of the preferences and needs of Peruvian consumers. 
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CHAPTER 3 

3. FINANCIAL AND LOGISTICAL ANALYSIS OF 

EXPORTING A SPIRIT BEVERAGE 

The main objective of this study is to analyze the financial feasibility of the project 

which is going to be applied to the Botaniker Alchemist Company. In order to carry out 

this analysis, several aspects must be taken into account. These aspects are investments, 

profit generated production costs. Thus, the aim is to assess this export project 

profitability. When exporting Botaniker Alchemist's product, it's essential to consider the 

production costs as well as expenses agreed on an INCOTERM and type of negotiation.  

Table 3 displays the expenses involved in creating a single bottle of Andean Dry 

Gin using raw materials from Cabogana Mountain, ten endemic plants such as the Andean 

Sweet Lime, and pure spring water. 

Table 3 

BA10 GIN Cost Determination 

Item Description Item Value 

Alcohol $1,25 

Flavors and additives $0,87 

Label $0.89 

Sticker $0,15 

Personnel $0,75 

Special Consumption Tax (ICE) $1,89 

System for identifying, marking, authenticating, tracking, and fiscally 

tracing national production of alcoholic beverages, beers, and cigarettes. 

(SIMAR) 

$0,10 

 TOTAL $5,90 

Source: (Galindo, 2023). 
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3.1 Administration Expenses 

Table 4 shows Botaniker Alchemist's annual expenses since 2022, with estimated 

values. Galindo, who is the company's owner, predicts a fifteen percent increase in 

expenses this year to achieve sales target. (See table 4) 

Table 4 

Annual Expenses 

Detalle de Gastos 2022 2023 

Salaries 84000 96600 

Basic Services 72000 82800 

Rental 72000 82800 

Administration Expenses 48000 55200 

Advertising Expenses 36000 41400 

Transportation 36000 41400 

Depreciation 80914,29 93051,43 

Total Annual Expenses 428914,29 493251,43 

Source: (Galindo, 2023). 

As presented in table 4 the included items are salaries required by law. These are 

for the ten people that are part of Botaniker Alchemist: two partners and eight employees.  

Additionally, the list includes basic services, which are considered to be water, electricity, 

and telephone.  Another crucial item is rent, which fluctuates according to the location 

within the city. In this case, the distillery is located in one of the most commercial areas 

of the city, as is the area of Ordoñez Lasso Avenue. 

Administrative expenses include office supplies, travel expenses, taxes, 

accountancy professional services, personnel training.In order to promote Botaniker 

Alchemist's brand, it is important to advertise the products on social networks. Therefore, 

advertising expenses are included in table 4. Costs related to the transportation of 

employees, goods or documents necessary for the operation of the company are included 

in "Transportation".Before completing the calculation of administrative expenses, it is 

essential to remember that depreciation is another item to be included. Depreciation is a 

fundamental tool that provides information for decision making and financial planning 

for Botaniker Alchemist. 
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3.2  Determination of Export Costs and Expenses for BA10 GIN 

The SENAE (2021) website does not provide information on taxes nor fees to pay 

by exporters. However, SENAE (2021) does specify the documentation requirements 

prior exporting. These documentation requirements are certificate of origin and sanitary 

certificate.  In accordance with Gobierno Electrónico (2021), the exporter would need to 

obtain a certificate of origin valued at $10 through VUE.  On the other hand, if the product 

has a valid sanitary certificate issued in Ecuador, it is also valid in Peru. This validation 

is possible because these countries are members of the Andean Community of Nations.  

(See figure 20) 

Figure 20 

Sanitary Notification Certificate 

 Source: (Galindo, 2023). 
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The following samples show export costs for FOB and DPU negotiations. It is 

important to remember that the values shown are reference values. In addition, the 

different costs were calculated based on the same quantity and price of bottles. The 

quantity to be exported was calculated based on the owner's investment of 15% of the 

potential market (Peru) and production cost of $5.90 (wholesale distributor price.)  

 In table 5 export cost was calculated within FOB (Free On Board) negotiation. 

This means that the seller's responsibility is over when the goods pass the ship's rail and 

all costs and risks from that point on will be the buyer's responsibility. According to the 

Ministry of Production and Foreign Trade (2019), only the following items will be 

considered under these conditions. This means that the seller's responsibility is over when 

the goods pass the ship's rail and all costs and risks from that point on will be the buyer's 

responsibility. According to the Ministry of Production and Foreign Trade (2019), only 

the following items will be considered under these conditions: 

● Internal transportation: The cargo is transported from the distillery in Cuenca to 

the port Libertador Simón Bolívar in Guayaquil (Autoridad Portuaria de 

Guayaquil, 2023). 

● The certificate of origin will be issued to avoid the obligation of the buyer to pay 

the ad valorem customs duty upon nationalizing the cargo.   

● Stevedoring: This task involves loading and unloading pallets in Cuenca and 

Guayaquil, respectively. The pallets are typically billed by the hour. 

 

● Insurance: during the export process, the merchandise may be exposed to various 

risks, such as accidents during transportation, theft, fire, natural damage (for 

example, due to adverse weather conditions). 

 

To close the description of this cost, it is important to remember that in the event that the 

goods to be exported fall under the physical storage cost, the storage item should be added 

to the export cost for a value of $80. 
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Table 5 

Export Cost – FOB Negotiation 

 

In table 6 production cost was calculated based on the two thousand units proposed 

for export plus the export costs calculated in the export cost template in FOB terms. 

 

Table 6 

Final Export Cost 1 

 

 

In table 7 export cost was calculated within  DPU (Delivered Place Unloaded) term. 

This means that any damage or extra expenses before the cargo reaches the destination 

will be the seller's responsibility. After the cargo has arrived, expenses and damages will 

then be the responsibility of the buyer (GRUP MET, 2022).  With this in mind, suppose 

that the two pallets are delivered to the warehouses of Supermercados Peruanos in Lima, 

Peru.  
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For the specified negotiation, the following values were also added: international 

freight, which was calculated through a cargo quotation by any shipping company, for 

this case study see Appendix 4. All the freight expanses were calculated by the shipping 

company. 

It is important to remember that the items need to be shipped to the buyer's 

warehouses. The importer must add the value of national freight and stevedoring in Peru, 

from Puerto Callao to the warehouses of the Supermercados Peruanos. It's important to 

mention that there is a tax on foreign currency outflows in Ecuador. This means that the 

Ecuadorian government takes a percentage (3.50%) of the money leaving the country 

when paying for the items mentioned in Peru. Finally, the buyer pays for the import 

nationalization fee to the customs agent at the seaport in Peru, as well as the costs for 

unloading, storage, and taxes of the goods (SACEX, 2016). 

 

Table 7 

Exporta Cost – DPU Negotiation 
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In table 8 cost of production was calculated based on the two thousand units 

proposed for export plus it was calculated in DUP terms. 

 

Table 8 

 Final Export Cost 2 

 

 

3.3 Positioning in the Peruvian market 

According to chapter two of the online survey report by Arévalo Miró Quesada 

(2020), most people purchase their alcoholic beverages at supermarkets, as reported by 

77% of respondents.  Conversely, 55% of participants stated that they obtained them from 

warehouses. Some 42% reported buying their items in a market, while 27% made their 

purchases in a minimarket. 

Based on the data, it is concluded that a strategic focus on marketing of Andean 

Dry Gin should provide a competitive advantage when to export to Lima, Peru. This 

would increase the selection probability of Andean Dry Gin by Supermercados Peruanos 

for future sales in their supermarket lines. Indeed, the marketing of Andean Dry Gin in 

Peruvian supermarkets would be a significant business objective for Galindo. It would 

represent the positioning of another of Galindo's products in a new line of supermarkets, 

demonstrating that his products are truly competitive both nationally and internationally.  

3.3.1 Supermercados Peruanos 

Supermercados Peruanos S. A. is dedicated to exceptional customer service while 

also fulfilling social responsibility to contribute significantly to Peru's development. The 
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human team is the foundation of the company's strength and commitment to customers 

and community. 

Mission: To offer our customers quality products at the best prices, through 

efficient retail formats that allow them to improve their lives. 

Vision: To be the first shopping option for all Peruvians (Supermercados Peruanos 

SA, 2023). 

3.3.2 Supermercados Peruanos in the Peruvian Market 

The Supermercados Peruanos group, formed by Plaza Vea, Mass and Vivanda, has 

reached the first place in the supermarket ranking in Peru. This achievement is due to the 

opening of new supermarkets during the last semester of the previous year. Currently, 

Supermercados Peruanos has a 36.3% share in the sector, while Cencosud (Wong and 

Metro) has 35.7%. The third place is held by the Falabella group (Hiperbodega Precio 

Uno and Tottus), with a 26.5% share. 

It has been reported that Supermercados Peruanos reached peak shares of 37% and 

39% in January. As for the total share of the supermarket business in the Peruvian market, 

according to information provided by the company SMU, together with the Cencosud and 

Falabella groups, these three groups concentrate 63.7% of the supermarket business in 

Peru (MD GROUP, 2018). 

3.3.3 Positioning of Andean Dry Gin in Supermercados Peruanos 

Supermarkets are a valuable distribution channel for small businesses hoping to 

expand their customer base. However, gaining entry is a difficult feat as it requires 

overcoming numerous obstacles such as distribution and competition with other 

suppliers. Once inside, it is a significant challenge to maintain and distinguish oneself 

from the available offerings.  

Below, there are outlines the essential factors for small businesses seeking to enter 

and maintain a competitive presence in supermarkets, as outlined by Doe (2018). These 

include clarity in communication, concise messaging, objective writing, logical structure, 

consistency in terminology and symbols, formal tone, unambiguous language, sequential 

logic, coherence, active voice, defined terms, adherence to industry-specific language 
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standards, precise word choice, grammatical correctness, adherence to metrics and units, 

and elimination of non-essential fillers. 

Accessing a supermarket gives small businesses, such as Botaniker Alchemist, a 

valuable opportunity to overcome the distribution barrier and more efficiently reach a 

greater number of sales across the country. This leads to increased product visibility and 

a significant expansion of potential customers. Supermarkets provide an exceptional 

platform to display products, which can lead to enhanced sales and brand recognition. 

Moreover, Andean Dry Gin requires significant investment in promotion and 

marketing to be successfully launched in supermarkets. Conducting tastings, offering free 

samples, or providing an interactive experience with the product can boost consumer 

interest and generate demand. Attractive packaging and a thoughtful advertising strategy 

and promotional spaces are crucial to differentiate from the competition. 

3.3.4 How can a product be selected by a supermarket chain? 

To capture the attention of supermarkets, it is crucial to provide distinctive and 

appealing products. Quality, taste, price, and current trends play a significant role in 

supermarkets' decision-making when it comes to selecting products, like Andean Dry 

Gin. Boosting innovation and delivering a value proposition that surpasses current 

offerings can increase the chances of being selected by supermarkets. 

To enter a supermarket, according to Doe (2018), Botaniker Alchemist must adhere 

to certain requirements. These include being formal, have bank account to receive 

subscriptions, and maintain sanitary control standards in its production facilities. These 

are essential for establishing a reliable business relationship and meeting current 

regulations. Quantitative market research and focus groups, including an online survey 

conducted by Global Research Marketing (2022), were utilized to gather valuable 

information about the potential and acceptance of the product. The survey consisted of 

400 men and women between the ages of 18 and 65 residing in Lima. The results provide 

solid evidence regarding consumer demand and preferences, which can support the 

supermarket's decision to include the new product in their offerings. 

Establishing a presence in supermarkets represents a significant opportunity for 

Botaniker Alchemist's Andean Dry Gin, but also a significant challenge. To maximize 
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success in this fiercely competitive sales channel, Botaniker Alchemist must invest in 

marketing and product regulations. Market research is a crucial tool to facilitate the entry 

process and establish a strong relationship with supermarkets. The crucial aspect is 

providing a distinct and competitive product that corresponds with the present market 

requirements and satisfies the expectations of the Peruvian buyer. 

3.4  Financial Projection 

The financial projections shown in Table 9 are based on the following key figures: 

revenue, cost of goods sold, cost of goods sold, operating income and general and 

administrative expenses. The same items are considered to estimate the respective 

earnings for the next four years, including the export cost factor, which depends on the 

type of FOB and DPU negotiations. The projections for the next four years are based on 

3% annual inflation in Ecuador.   It's important to note that this data was provided directly 

by the founder of Botaniker Alchemist. (See table 9) 

Table 9 

Financial projection based on FOB negotiation 

 

Within the financial projection based on FOB exports, it was noted that 2022 

marked the establishment of the company. Sales are expected to increase over the next 

few years from $810,240 in 2023 to $1,045,000 in 2027 due to production and export 

growth. However, Production Costs and Cost of Goods Sold will also gradually increase 

to $561,600 in 2026, but will decrease to $540,000 in 2027. The costs are expected to rise 

from $48,000 in 2022 to $55,000 in 2027. 
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One crucial component to analyze is the Export Cost that will emerge from 2024 

forward, peaking at $1,690 in 2027 due to the increase in the number of bottles exported. 

Net sales show an increase from $274,100.40 in 2023 to $448,310 in 2027. 

Nonetheless, administrative expenses demonstrated a year-over-year increase, rising from 

$182,400 in 2022 to $293,757 in 2027. Included in the expenses are salaries, utilities, 

rent, general administrative expenses, advertising, mobilization, and depreciation. 

Projected net income, which is the money earned after paying expenses, varies over 

the years in this analysis. It begins at $43,200 in 2023 and rises to $154,552 by 2027. 

Overall, this forecast shows that sales and profits are increasing, but fluctuations 

are possible due to factors such as the market environment, industry, competitors, 

customers, etc. As the company grows, administrative expenses will also rise, and 

operations are expected to expand. 

Financial projections rely on estimates and it is important to review and adjust these 

figures as more accurate data becomes available and as economic and business conditions 

change. Figure21 shows that sales are greater than expenses, indicating a profit.  

 

Figure 21 

Sales and Expenses - FOB Export 
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Table 10 shows a gradual and sustained growth in revenues for Botaniker Alchemist 

over the years, from $852,600 in the current year to $1,045,000 in 2027. The company 

started to do bussiness in 2022. Net sales, which are sales after deducting direct costs, 

also increased steadily, from $243,840 in 2022 to $440,166 in 2027. This suggests that 

the company manages to maintain a positive revenue trend. 

 

 

Table 10 

Financial projection based on DPU negotiation 

 

 

Additionally, production costs and sales costs increase, which is a common trend 

as sales increase as well as administrative expenses. However, it is important to monitor 

how these costs develop in relation to sales to ensure that profitability is not compromised. 

Similarly, export costs increase significantly over the years, suggesting that Botaniker 

Alchemist will either increase its sales to Peru or face higher export-related expenses. It 

is important to understand the nature of these costs and how they will affect profitability.  

Regarding profit, there are variations between different years. Despite a decline in 

profit in 2023, which is the first year of export, there is a recovery in the subsequent years, 

with a significant increase in 2027. In conclusion, profitability, expressed as profit, is 

positive in all years, indicating a positive trend. However, fluctuations in profits may 

require further review of costs, expenses and revenue strategies to ensure that the 

company is maximising its profit potential, markets, future strategies and areas for 

improvement. 
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Figure 22 shows sales exceed expenses, indicating profitability. 

 

Figure 22 

Sales and Expenses - DPU Export 

 

 

To complete this feasibility study, it is important to compare and analyze which of 

the two financial projection options, based on the type of export negotiation, generates a 

higher profitability over the years. Table 11 displays the net profit values for each export 

type in each year. It also shows the profit value from 2024 to 2027 as the company's 

export forecast years. The profits are categorized according to either FOB or DPU trading 

terms, as indicated in the table. This difference in profit allows Botaniker Alchemist's 

management to better decide which type of export to invest in. 

Table 11 

Profitability Analysis 
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After analyzing the data, it is evident that exporting in FOB terms is the most 

profitable option over the years. This choice displays a significant upward trend in profits, 

which peaked in 2027 and surpassed the profits made by exporting in DPU terms.( See 

figure 23) 

 

 

Figure 23 

Profitability Analysis 

 

 

3.4.1 Return on investment rate 

Estaun (2022) points out that the return on investment is the indicator that makes it 

possible to predict the results of a future investment in a given period. It is also a valuable 

indicator for decision making within a company. For this case study, the calculation of 

the return on investment was based on the following quantities of bottles to be exported: 

2000 bottles in 2024, 6000 bottles in 2025, 8000 bottles in 2026 and 14000 bottles in 
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2027. It should also be noted that an increase in the unit selling price to the distributor of 

3% per year has been assumed. 

The rise in the quantity of bottles to be exported is because of the growth in income 

resulting from increased sales, with exports specifically to supermarkets. If there is 

market acceptance, it will generate more demand for Andean Dry Gin in the importing 

country, i.e. Peru. Therefore, it is essential to expand exports to meet consumer demand 

and increase Botaniker Alchemist's profits. 

Table 12 displays the projected values used to calculate the return on investment 

for the period 2024-2027: income and investment. 

Table 12 

Calculation of rate of return on investment 

 

 

According to Estaun (2022), when the value is greater than 1 (or 100%), it means 

that income surpasses the investment, which is typically regarded as positive. In this 

particular case study, the ROI progresses annually, indicating an enhanced return on 

investment over time. (See figure 24) 
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Figure 24 

Rate of return on investment 
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CONCLUSIONS 

After the analysis was performed, it can be concluded that the export process of 

Andean Dry Gin to Peru does not involve any tax payment to the Ecuadorian Customs. 

Moreover, there are certain expenses to be paid by the exporter or buyer depending on 

the Incoterm negotiated. These expenses include: international and domestic freight, 

insurance, storage, handling, and merchandise certifications. On the other hand, the 

import process in Peru requires having a Taxpayer Registry and the merchandise 

documents such as invoice, bill of lading, shipping order issued by the Ecuadorian 

Customs, etc. 

Lima is a solid target market due to the largest inhabitants and economic activity 

in Peru. Inhabitants have a significant consumption of alcohol in this city. In Lima the 

population has a tendency to purchase alcohol from supermarkets.  The Supermercados 

Peruanos Company is the number one supermarket chain in Peru so, Botaniker Alchemist 

Company should lay out a strategy to introduce the Andean Dry Gin into this market. 

In conjunction with the financial projection, the gin liquor export project to Lima, 

Peru is economically and financially feasible. It is feasible due to the projected profits for 

the next four years. Additionally, it is logistically feasible thanks to simplified export and 

import processes in Ecuador and Peru. These conclusions address the specific objectives 

proposed in the thesis outline: to identify export and import processes for the 

merchandise, to identify a target market in Lima, Peru, and to determine the economic 

feasibility of the export. 
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IMPLICATIONS AND RECOMMENDATIONS 

Based on the conclusion of this research, the exporter has the final decision 

between FOB (Free on Board) or DPU (Delivered at Place Unloaded) trade terms when 

negotiating with Supermercados Peruanos. Additionally, trade terms depend on the 

financial budget and international business strategies of the company. Each of these trade 

terms have advantages and disadvantages for seller and buyer.  

 If Botaniker Alchemist negotiates on FOB terms, the company will choose the 

most convenient and low-cost strategy to transport merchandise to the sea port. Once 

merchandise is loaded onto the vessel, the seller's responsibility over the merchandise is 

dismissed. On the other hand, Supermercados Peruanos assumes costs and risks of 

transportation and delivery in Lima, Peru. As it happens, Botaniker Alchemist Company 

might be classified as a non-strategic supplier.  

When negotiating on DPU terms, the advantage goes for Supermercados Peruanos 

Company due to no risk on logistical operations and lower importing costs. In conclusion, 

the choice of exporting and terms of negotiation will depend on Botaniker Alchemist's 

economic and logistical resources. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

51 
 

 

REFERENCES 

Arévalo Miró Quesada, J. A. (2020). ¿Qué bebidas alcohólicas están consumiendo más 

los peruanos durante la cuarentena? 

https://elcomercio.pe/economia/negocios/coronavirus-peru-bebida-alcoholica-

cuales-estan-consumiendo-mas-los-peruanos-durante-la-cuarentena-cerveza-

vino-pisco-covid-19-fotos-noticia/ 

Autoridad Portuaria de Guayaquil. (2023). Guayaquil: Exportaciones a través del 

puerto Libertador Simón Bolívar y corredores logísticos. 

http://www.puertodeguayaquil.gob.ec/guayaquil-exportaciones-a-traves-del-

puerto-libertador-simon-bolivar-y-corredores-logisticos/#:~:text=Guayaquil%3A 

Exportaciones a través del puerto Libertador Simón Bolívar y corredores 

logísticos,-Logística portuaria 

Banco Santander S.A. (2023). Qué es el mercado potencial de una empresa y cómo 

calcularlo 10/10/2022 | Santander Universidades. https://www.becas-

santander.com/es/blog/mercado-potencial.html 

Botaniker Alchemist. (2023). Banco de ideas. Secretaría de Educación Superior, 

Ciencia, Tecnología e Innovación. 

http://bancodeideas.gob.ec/proyecto/view?data=aWQ9MTE2OTk%3D  

Camara de Comercio de Lima. (2023). Importación de bebidas alcohólicas continúa al 

alza. La Camara. Obtenido de: https://lacamara.pe/importacion-de-bebidas-

alcoholicas-continua-al-alza/ 

Código Orgánico De La Producción, Comercio E Inversiones, 617 59 (2018). 

https://www.aduana.gob.ec/wp-content/uploads/2019/05/REGLAMENTO-

LIBRO-V-COPCI-REFORMA-10-05-2019.pdf 

Compañía Food Retail S.A.C. (2023). PLAZA VEA. 

https://www.plazavea.com.pe/bebidas/licores/gin 

Contrans. (2023). Tarifario depósito temporal de importación. 

Doe, J. (2018). Como venderle a los supermercados - Se busca el producto ganador. 

https://www.perupymes.com/noticias/como-venderle-a-los-supermercados 

El Comercio. (2020). Actualizan montos fijos del ISC a cigarrillos y bebidas 

alcohólicas con más de 20 grados. https://elcomercio.pe/economia/peru/mef-

actualiza-los-montos-fijos-del-isc-a-los-cigarrillos-y-las-bebidas-alcoholicas-

con-mas-de-20-grados-nndc-isc-mef-impuesto-selectivo-al-consumo-isc-noticia/ 

Estaun, M. (2022). Qué es y cómo se calcula el ROI o Retorno de Inversión. 

https://www.iebschool.com/blog/que-es-como-calcula-roi-marketing-

estrategico/ 

Federación Ecuatoriana de Exportadores. (2019). 5 pasos para empezar a exportar. 

Guía básica de exportación.  

Feijoo, I. (2021). Marketing aplicado en el sector empresarial. In Angewandte Chemie 

International Edition, 6(11), 951–952. 

Friend, R. (2018). La factura comercial y su proceso de cobro en el ordenamiento 

jurídico ecuatoriano. Revista de la Facultad de Jurisprudencia. Pontificia 

Universidad Católica del Ecuador. 

https://www.redalyc.org/journal/6002/600263661010/600263661010.pdf 

Gobierno del Perú. (10, diciembre, 2022). 

https://www.gob.pe/es/institucion/sunat/tema/importaciones-o-exportaciones 



 

52 
 

Gobierno Electrónico. (2021). Emisión de Certificados de Origen de productos 

originarios de Ecuador para exportación. 

https://www.gob.ec/mpceip/tramites/emision-certificados-origen-productos-

originarios-ecuador-exportacion 

Granado, L. E. (2017). Negociación Internacional (Fondo editorial Areandino (ed.)). 

GRUP MET. (2022). INCOTERMS 2020: CUÁNTOS SON Y CUÁLES SON SUS 

PRINCIPALES CAMBIOS. https://grupmet.com/incoterms-2020-cuantos-son-

cambios/ 

INDECOPI. (2009). Norma técnica peruana. Características y requisitos de las etiquetas 

de vinos y licores. https://www.sanipes.gob.pe/documentos/5NTP209.038-2009 

INDECOPI. (2018). GUIA INFORMATIVA SOBRE ROTULADO DE PRODUCTOS. 

https://www.indecopi.gob.pe/documents/51783/1399844/etiquetado2edf.pdf 

Información Arancelaria Básica Gratuita. (2014). Pudeleco. Pudeleco. 

http://www.pudeleco.com.ec/online/free.php 

Instituto Peruano de Economia. (2023). ¿EN CUÁNTO SE HA REDUCIDO EL PODER 

ADQUISITIVO DE LOS LIMEÑOS AL CIERRE DEL 2022?  

McGraw-Hill. (2013). Innovación empresarial. In La Empresa (p. 31). 

MD GROUP. (2018). Supermercados Peruanos ocupa el primer lugar en Perú en el 

ranking de supermercados. 

https://infomarketing.pe/marketing/noticias/supermercados-peruanos-ocupa-el-

primer-lugar-en-peru-en-el-ranking-de-supermercados/ 

Ministerio de Comercio Exterior. (2016). Normativa Complementaria. Certificado 

Origen Mercancías Exportación-Gob. Lexis Finder. 

https://www.gob.ec/sites/default/files/regulations/2018-

09/Documento_Resolucion-24-MCE-Normativa-complementaria-Certificados-

Origen.pdf 

Ministerio de Producción, Comercio Exterior, Inversiones y Pesca. (2019). 

INTRODUCCIÓN A LA LOGÍSTICA INTERNACIONAL. 14. 

http://www.revista.unam.mx/vol.7/num7/art55/int55.htm 

Ministerio de Producción, Comercio Exterior, Inversiones y Pesca. (2021). Emisión de 

Certificados de Origen de Productos Originarios de Ecuador para la 

Exportación. Ventanilla Digital de Trámites del Ecuador. 

https://www.gob.ec/mpceip/tramites/emision-certificados-origen-productos-

originarios-ecuador-exportacion#description 

Ministerio de Producción, Comercio Exterior, Inversiones y Pesca. (2022). Boletín de 

cifras - Producción.gob.ec Boletín Productivo. 

https://www.produccion.gob.ec/wp-

content/uploads/2022/12/VFBoletinComercioExteriorDiciembre2022.pdf 

Ministerio de Salud - Perú. (2023). Plan Estratégico para la Reducción del Consumo 

Nocivo de Alcohol 2011-2021. 

Normas Especiales para la Calificación y Certificación del Origen de las Mercancías. 

(2014). Decisión 416 comisión de la Comunidad Andina. Pudeleco. 

https://www.pudeleco.com/online/clave.html 

OEC. (2023). Gin y Ginebra. https://oec.world/es/profile/hs/gin-and-

geneva?redirect=true 

PUDELECO Editores S.A. (2017). INFOCOMEX2017-017. 

SACEX. (2016). Contratar un agente de aduanas en Perú. 

https://www.sacexconsulting.es/agente-aduanas-peru-importacion 



 

53 
 

Sánchez, D. (2020). Analisis FODA o DAFO. 

https://www.google.com.ec/books/edition/ANÁLISIS_FODA_O_DAFO/6h0JE

AAAQBAJ?hl=es&gbpv=1&dq=analisis+foda+libro+pdf&printsec=frontcover 

Sánchez, M. (2021). PROCESO DE IMPORTACIÓN DIGITAL. 

Secretaria General de Comunidad Andina. (2021). Origen. 

https://www.comunidadandina.org/temas/dg1/origen/ 

SENAE. (2023). adquisicion-certificado-firma-electronica-archivo @ www.gob.ec. 

https://www.gob.ec/dgrcic/tramites/adquisicion-certificado-firma-electronica-

archivo 

Servicio Nacional de Aduana del Ecuador. (2021a). Autorización de salida de carga no 

exportada a zona secundaria. https://www.gob.ec/senae/tramites/autorizacion-

salida-carga-no-exportada-zona-secundaria 

Servicio Nacional de Aduana del Ecuador. (2021b). Para Exportar. 

https://www.aduana.gob.ec/para-exportar/ 

Servicio Nacional de Aduana del Ecuador. (2021c). www.aduana.gob.ec. Servicio Al 

Ciudadano. https://www.aduana.gob.ec/para-exportar/#:~:text=¿Quiénes pueden 

exportar%3F,Nacional de Aduana del Ecuador. 

Servicio Nacional de Aduana del Ecuador. (2022). Aprobación de Registro como OCE 

importador/exportador en el sistema informático Ecuapass. 

https://www.gob.ec/senae/tramites/aprobacion-registro-oce-

importadorexportador-sistema-informatico-ecuapass 

Sociedad Nacional de Industrias. (2021). Industrias de Bebidas Alcoholicas. Lima: 

Instituto de Estudios Economicos y Sociales 

Superintendencia Nacional de Aduanas y de Administración Tributaria. (2016). 

TRATAMIENTO ARANCELARIO POR SUBPARTIDA NACIONAL. 

http://www.aduanet.gob.pe/servlet/AIScrollini?partida=2208500000 

Superintendencia Nacional de Aduanas y de Administración Tributaria de Perú. (2016). 

TRATAMIENTO ARANCELARIO POR SUBPARTIDA NACIONAL. 

http://www.aduanet.gob.pe/itarancel/arancelS01Alias 

Superintendencia Nacional de Aduanas y de Administración Tributaria de Perú. (2021). 

Ingreso de mercancías al Perú (importación). https://www.gob.pe/1074-ingreso-

de-mercancias-al-peru-importacion 

Superintendencia Nacional de Aduanas y de Administración Tributaria. (2021). 

Importaciones o Exportaciones. Importaciones o Exportaciones - Temas - 

Superintendencia Nacional de Aduanas y de Administración Tributaria. 

Supermercados Peruanos SA. (2023). Quienes Somos. 

https://supermercadosperuanos.evaluar.com/quienes-somos/ 

TIBA ESPAÑA. (2021). Logística de Bebidas: Tiba. TIBA ESPAÑA. 

https://www.tibagroup.com/es/logistica-bebidas 

Valdez, R. A. S. (2004). Exportación Efectiva. Ediciones Fiscales ISEF. 

Global Research Marketing. (15 de Marzo de 2022). Estudio de Analisis y Monitoreo de 

Mercado. Obtenido de OCHA: https://reliefweb.int/report/peru/estudio-de-lisis-

y-monitoreo-de-mercado-proyecto-reduciendo-la-vulnerabilidad-de 

 

 

 

 

 



 

54 
 

 

Appendixes  

Appendix 1 

Potential Market Calculation 

 
 

Source: (Banco Santander S.A, 2023). 
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Appendix 2 

 

Gin Price List – Peru  

 
Source: (Compañía Food Retail S.A.C., 2023). 
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Appendix 3 

Insurance Calculation Template 
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Appendix 4 

Ecuador – Peru Export Quote 
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Appendix 5 

Peru Import Tax Quote 
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Appendix 6  

Calculation of Quantity and Transportation Values for Export Costs 
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Appendix 7 

Calculation of Local Expenses for CIF Export Cost 
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Appendix 8  

Calculation of Cost of Import Expenses in CIF Port – Peru – CIF Export 

 
Source: (Contrans, 2023). 
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Appendix 9 

Calculation of Foreign Exchange Exit Tax Expenses Ecuador – CIF Export 
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