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Introc ,otion:

This report desoribes the principle steps necessary
for the successful export promotion and commerocialisation
of manufantured wooden products from developing oountries
to Furope. Based on an exaot analysis of the export po-
tential - inoluding existing obsteoles - in the developing
oountry, a positive marketing investigation in the Buropean
export target markets ocan be realigzed. An export strategy
with recommendations for prantical followup provides guide-
lines as to ways in which the private seotor and the Foreign
Trade Ministry of a developing country oan sucoessfully
approach new markets.




1. The Export Potentinl Sucvey in & Developing Country!

11 Identifiocation of exportable manufactured wooden produotss

Wood=prooessing industries in-developing oountries
oan be divided into three basioc oategories:

s) Companies with satisfaotory export potential.

b) Medium sized ocompanies with comparable small

i export potential, ut able to inorease produotion
if demand should make it necessary.

o) Small-scale manufaoturers with limited, or
without present export, ospaocity but with produot
lines for export markets (mostly handioraft or
labour intensive semifinished or finished produots).
These oompanies would need speoial finanoial support

} snd teohnical assistance in product development
and product adaptation, should suffioient export
potential be developed.

C rtain oriteria for the alection of compar'es
to partioipate in the export promoition needs to be
i@entified. These amongst others would inoludes

- export capacity and euffioient production equip-
menty

- quality of the manufactured productj

- oa "bility to realise exports (eg. experience

in exporte to couniries differing from the meleoted
target markets);

- adminisirative capability to develop business
with foreign couniries}

- satisfactory and effioient management;

- manufacturers interest in the target markets.




1.2

The actual products selected for export promotion
will - on the basis of the above criteria be selected
hy the Foreign Trade !Ministry in conjunction with the

marketing consultant and the manufacturers concerned.

Constraints to successful export promotion and commer—
cialisation:

There are a number of major obstacles to the
initial development of 2 practical export strategy in
developing countries. These in aany cases may by
themselves require serious consideration before pro-

ceeding with any major export development .

These obstacles includes: v

- Poor supply of the desiradquality raw
materials

- irregular supply of the desired quality
raw material

- lack of a qualified labour force

- insufficient production equipment

- maintenance problems and lack of supply of

spare paris
- difficulties in obtiairning credits
- lack of adequate sales technique and aids

(catologues, brochures, etc.)
- misleadingy price quotations

- inadequate transport

Y

Technical and quality aspects for manufactured products
rofer UNINO documents ID/IG. 209/24, ID/WG.296/16,
ID/G. 296/2¢
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1.3

2,

2.1

Transportation Aspecte:

An important aspect of any successflil cxport ven-
ture is the cfficiency of transport cervices linking
the developing couatiry to the target murket(s). The
factors which need to be explored include inadequate
oontainer service, regularity of overseas transport,
proper paclaging, the latter being specially important
for the export of wooden products, due to their moisture
content. '

Marketing Invectigation In Ruropean Target lMarkets:
|rxeving

Preparatory steps:

The first task in developing an export slrategy
is the selection of the mosi appronriate target marketis.
In most caser this selection requires professional
cxpertise of a marketing consultant who is acquainted

with the needs and possibilities in foreign markets.

In: rmation which should be acquired includes the
names of the relevant chambers of commerce and industry,
specialized trade associations, importers and other dis-

tribuiton channels for manufacturcd wooden products.

This should be followed up wiih initia) contacte
with the above bodies in order to make movm the manu-
factured wooden products from the devcloping country in
question. Once the above mentioncd authorities have
been adequatcly informed, direct coniacts - including the
presentation of samples and sales aids of all producte
to be promoted - should be made with potentially
qualificd distributors.

—
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Info mation Campaign ir the irgel !llarkets: 2/
24241 Special publications:

The marketin: consi tant rhould, where
possihle, oltuin advertising free of cost in
irade journa's as well as in pubdiications of
Chambers of Commcrce anc Induciry. (Refer %o
appendizz T, "Inforrmaljon Gunpaign in Support
of & Marlkeling Tour Myr z Deve'opin: Country

in Denelux").

2. Direct Contacts with Trade Acsociations and Importers:

3.1

Producti-relevant data:

- Product description;

- Cuotalions and prices, (FOB or CIF);

- Production volume available for export (Minimum/
madmu | §

- Delivery time;

- termg of paymoent;

- packaing;

- availability of saler aide ench as catalopues,

-

tulletine, priec *igta, shotes, e*e.s

- other product-related data (moisture content ).

The Centre for tlc Promotion of iImporie from Developing
countries is an agency of the HNINISTTY of IORIIGH ATPAIRS
of the Yetherlands, Tis aim ig Lo contritute to the pros-
perity of the developing couniries iy providing informa-
tion about marketing opportunitics for their manufactured
products in the advanced countrics, especially thone of
Western iuropu, aal furthermore to nndertake any activities
like'y to result in an inacrease in imports by the advanced

countries of proiucts from develoning countiries.
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Xxporv= ompany-re.ated data:

- Addresc;

- Person to be contacted;
- lype of business;
- Laagvase of correspondence;

- Capital;

- Bank references;

-  Bmployees (in produection, in administration);
- Other company-related data.

Catalogues and prospectus, price lists, etc.

Samples of promoted products:

A marketing inwvestigation will only lead to con-
rete business (eg. %rial orders) if adequate samples
can be shown to the irterested importers. It is im—
portant to note thal in urope measurements and sizes
met be given within the netric system. Information
on new producte, and in particular new wood types,
which had not been exported beforc, iz of interest

to the tarset mariets.

It should be made clear thut importers appreciate
both samples of the relevant wooden products and cata-
logues with pricc lisis to be left witl them for

reference purposec,
General Informatior. on the IXporting Developing Country:

This should include information on the countryts
population, economy, political struclure and government,
infrastructure, including transport, banking system,
tourism, etc. If possible it would also be well to
include information on investment-conditions.
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4.

Lon sots With Digtrilutors:

In order to enatle the exporters, as well as the
Foreign Trade Ministry in the developing oountry, to
follow up the contnots realized in the targe! marketis,
the oonsultait siould send without delay all infor—
mation obtained on a "oontact registration form"
(refar to Appendix 2) together with a list of all
oontaots. The iatter would inoludes
- oompany contacted in the target market ,

- address, tolephone, telex

- responsible pargon oontacted,

- type of company

- results obiained

- exporters name in the developing oountry ooncerned
for whom the ocontact was initiated.

Type of company:

Importers, wholesalers, agenis, department-
stores, tradiing companies, speoialized furniture
store ohains, reteilers, "do-1t-yournself'-retailers,
man feoturers, otc.

Type of Assooiation:

Ohambere of Commeros and Industry, Assooistions of
importers in the wood trade, banks, international trade
fair organizeti-ro ate.

The results obtainod may be characterised hys

- sample orders

- trial orders

- complete offers

-  general information on the exportable produot(s).

-  product adapiation (technioal assistance offered hy
importer)

- Joint venturer (offered by importer)

- no interest
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5.1

Mazketi g-Cheok-rigt Tur The Promotion of Wooden Produots

Thie ocheck-1imt oan bLe mesn ar u guideline for an

sxporter of wooder produotu who approaches the foreign
markeid.

Bxporting Developing COUNtTY seensssaconsenenessnacerns
Produot-Dcﬁni‘bionu...................u.u.uuuuu
Produot Oroupessecessseceses Bpecifio Producteieseaesees

Legislationt
Trade agreementn: bilateral, others (eg. ENC)
Quantitative import reetrictions, quotas
Product-relatad rastriotions
Adminietrative restrictions/Disoriminationy
others
duty-frea imporiation
taxen
duties
patent/ ‘?Lioenoing/trade n 'k oonfirmation;
o*hsr regulations: healih, sanitary, safety, eto.

5.2 8Standardses

Sige
woights
packaging (do~itwyeursal? shepw)

Metric system

53 Transport and Distritution:

Transport cost analysis
oaloulation on nearest/best "entry" to the import-market
«so in respeot of distribution-channels/capscity/emsat
destinstion (including terms of delivery), sea port/
airport/surface-transport
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5.4

"Calculable" (cost-time—aspect): line from importer

to consumer

Availability and capacity of transport: Ship, cargo
planc, etc.

Technical circumstances: Duration of iranspert, affect
on quality.

Packaging: safety of paclaging, humidity-protection
(sea transport) idea’ form - transport packaging/con—
sumer paclaging easy to transpori, casy o stock, to
split up into smaller trancportable sizes, ready-to-
se'l packaging for do-it-yourself products.
Distritution: IDoes the Alpirioution-netvor: of the ime
porter cover the main areas (dezree of coacentraiion
of population) ihich additional services offers the

distributeor resurding proﬂnct—devefopment/adaptation?
Produc’ion capacity:

- Technica? equipment: adapltability of the
product, poteniial to coumpetc with other products

to keep up with cons mer-tastes, itrend , etlc.

- Amortisation of capital tu be invested
- Aveilability of credits,
- Poseivilities for joini ventures.

Product competition:

- lYain competlitors,

- Percentaze held Yy martet leaders

- Advantages and disadvantages of the product to be
exported in comparinon with that of the competitore.

- Pricing: Arrongemert and melhod of calculation
(compared with compciitors)

Price~-concept 6 compotitors

Discounts, commicsions,

Terms of paymenti

Cogi-factors: cost-line up to the consumer.
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5¢0 Product Promotion:

- Concept of introduction: tert-mariet/all-marketisc-
covering concept, introduction ene Iy one market.
- Advantage against computitors:  exclusive new product?
- Anatysia: hy is the competitor succesefu: with
his product?
that distrilution echannel ig applied?
AMantation to consumer c:pectations,

Comparison wii't the martet-leaders product.

5.7 Product Adveriigin s

Does the adverticing follor o sirate;y of nromotion?
Choice of effective 2vertisin: and s'.o’-I‘,-'/producl.'—presenta.Lion.
Cost of advertising for the intraduction p]m.f;c,’ai‘tcr the '
ptroduction
Yedium and Yon;: ey concept of advertisins supnorting the

manufacturcrs expori-contept,

6. Decommendations for an .iffeciive ollow=up to the lar:et
Invectirat on:

Se1 The Institulions® Organinatbion in the Deve aping Sountry:

The basis for success M) cxpory promoiior leading
to continuour cxports in o vel’=ormunized cxport nromotion
office, preferably with branches in the important indus-
tria’ regions of deve ot countrine in order to cul-
tivate close and continuous contacis irith the manufac-
Wrers. Precise information on the mum foelurings
sector enables the roveramenin? “nas” tutions to launch

effective export-sromotion prograimen .
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6.3

6.4
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Cooperalion swwwewn 1sivaiv and Jovasrnment Seotors:

Export promotion can only lead to maximum results
if the private and governmental seoctors co-operate cons-
truotively. This also means that export promotion so-
tivities and programmes - mostly finanoed through de-
welopment aid should not be planned and deoided upon
without agreement of the manufaocturers.

Organization in the Targel Markets:

Developing oountries aiming for oontimious and
inoreased exports in the highly oompetitive indus-
trielized marlkets must have representation, parti-
oularly in those oountries which offer the greatest
potential, The developing country's export promotion
institute whth itc oontact in an industrialised oountry
oan provide the manufacturers with ourrent dats, whioch
is & necessary requirement for sucoessful export pene-
tration. In conjunotion with suoh an institution a
network of oommeroially trained persons should support
the manufhoturers? prome ‘ional efforts.

Practioal Fxport Promotion Strategy for Wooden Productm:

Represeuiatives of the manufacturing and governmental
seotor should develop a practical expdrt promotion stra~
tegyt Positive resulis within a given period of time
must be the main objective. Suoh an export -promotion
strategy would be based on
a) Precise information on tho export potential of

the developing oountry and of epeoially selected

wooden products,

b) If the target markets are interested in the
produote cffered, immediate action must follows
Their main effort shiould conosntrate on the most
promisine export market(s), 1mtil posihiva




e

-
[a]
1

resulis are acihieveds L.pendirgy on export :apa-
city, demard from ire target mariets, and the

finaneia’ resources for expori prormotion, it is
often preferable 1o pencirate only one selectied
mariet. ith the experience galnced Trom this

11 is often easier to obitain resu te in the other

markets.
c) The developing couatry might alternately

conecentrate on the promotion of one product-group
starting with trhe most promicing export markei.
a) There arec certain'y advantages in first
penetrating the most competitive market for
wooden products.. Once %he dcccpiamce of the
product has beecn achieved, it iould be relatively

-
i

eaeier 10 exoport successfully vo other markets,

?

7. The Cooneration of Teechninca! lssistoance:

xport promotion action can successfully be sup-
norted by techiical assistance prosrarmes: There are
& [
many nossitilitlies for deve’opins countries to ortain
teehnical annintnane 1 emort »nromotion; Gbesides aild
prosrammes offered uy the 177, the 17X, etc. Bilateral

ald from Turopean countries car e obtained.

T™e iechnical agsistance offered could VLring better
results if there wac rsreailer co-ordination. Txperience
proves, tha: the expori promotiun prosjrammes such as
marzet research, narticipation in itrade foirs, exporiers?
missions, etc., - cometimes frec of charge within the
deve'opnent aid procrarmes - are not orginized within

a cenceried SUrgLes .
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Iy concertrating = wumoer of available promotion
programes on the wooden manufaciuring export sector,
the developing country wou? have the opportunity
of realicing the awove siratery a’moct freo of charge!
(refer to Anpendix ),
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Appendox 2

Coatact Neuistretion Morm for Tarketiag Investigation

(Neme of the Developing Country)

Country visitcd.............................................
Address of irmorier COntactediseeiorocasseecossconsconnecsss
Plac@esesscesseesecsvosnocsances T D 0NCesevsesnransnrannons
Jele ecerensesesncsoasenosnenes 02 Cevavesnsnansensesscnnes
Mame of Nesponsiiie COITUC U eaonsooocnoessasosvesosnsnsessee
Type of compamr/insti1i-ution.................................
det already condacsis itk G.CeT NOseceoscoss JCBeesenssnne
If yes, tith whomsroduct fe'd/positive or nesative

experience, L
I N
Interested in 7.c. Orofurt? NOwseesesss br+1- F

ro's .:mor’ter ﬂ'onr‘emﬁ~:l!.0..‘...‘0..00..00..0....‘.......

Prod..ct of .".n'l‘.ercst......... $00000000 00000000 0000000000000
Informaiion wanted:

Genera? product .':Tllf‘OI‘[‘.&'t."'.O'.'i-oo-ccu-oo-oooooooooooooocooooooo

R
Prices and sales CON Lt ONBeseessenonvssnescosneosncnnnnoesns
R
Detailed Offer ONteseeeeeessesscsessessesssonsoncsnssoonness
N
Samples wanted? yeSeeeesssscsces N0vseessss trial order

R I I I R I S 1.+ < 2
Other useful information on the product/adaptation needs....
O O
L R R N L TN T T T T e
..00.0..000..0.000.0..0.0000000000000..0.000000o.ooO...o....

Other recommendations:......................................

— —
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Appendix 2

Control check for Foreign Trade Ministrys
1o Ilag exporier responded? yeSeseeseeesses NOesesecsscssssns
2+ Should additiona' offer be made by other d.c's exporter?
YCOeesnseoneonscesses N0ssecesoosconcncnses
3+ Pollov~up recommended for efficient pPromotioniseececasass

.........l....Q......'l.....................................

Nenarkss

oooloooooocoooooooooooooooocooocooooooooooooocoooooooooooooo
..c.olooo0..0.000!00000.000.coc.ooooo.ooco.-oooooooooo.ooooo
occoolllc.o.ooolooooooooooooooc-oooooooooooooooooootoooooooo
oolooOloooccooooooooooooooocoocoooooooooooocooooooooooooooco
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Appen. X 3

Preotioal Fxamplew of Technicul A ‘istance for the Promotion
of Wooden Products within a result-)riented Strategy!

Source of Mnanoe |Promotion programmes for a Dev. countq_l

I. T C4

Llurung Burvey!

Possitilivies for the Commeroimlisation of Seleoted
Manufsotured Products in Belgium,Holland,W-Germeny

Participation in International Trede Fair "Pariners

Further Poswibilities for Trade Muir Partioipants

Mission of D. C.'s exporters to Seleoted European
countries.

Pl lateral Aldi

Oovernments | NL = Partioipation in "Wood" Int. Trade

Fair in Motterdam.
FRO = Posaibilities for further itsochniocal
assistance in export promotion

Abbreviations:

DeCe'BiseessDeveloping Country's

I. T CeeseoIntornation Trade Centre/UNCTAG/GATT
BeBeCorvsoe o uropean iconomic Communities
NLessssess s sNotherlandn

PRCsecoeesssFoadernl Republiic of Germany

— —
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