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Introc totion i 

This report describee the prinoiple etepe neoessary 

for the successful export promotion and oommeroialisation 

of manufactured wooden products from developing oountrief, 

to Europe•    Baaed on an exaot analysis of the export po- 

tential - including existing obste-olee - in the developing 

oountry, a positive marketing investigation in the European 

export target markets oan be realized.    An export strategy 

with recommendations for praotioal followup provides guide- 

lines as to ways in which the private seotor and the Fbr«l#i 

Trade Ministry of a developing country oan successfully 
approaoh new markets. 
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1« Wie Export Potential Surety in a Developing Country« 

1*1    Identification of exportable manufactured wooden product»! 

Wood-prooeosing industries in-developing oountrits 

oan b« divided into three basic categories» 

a) CompanieB with satisfaotory export potential. 
b) Medium sized companies with comparable nail 

export potential, but able to inoreaae production 
if demand should make it neoeseary. 

o) Small-Boalo manufacturers with limited, or 

without present export, oapaoity but with produot 

lineH for export markets (mostly handicraft or 

labour intensive semifinished or finished produote). 

These oompanieo would need special finanoial support 

and teohnical assistance in produot development 
and produot adaptation, should sufficient export 

potential be developed. 

C rtain oriteria for the   aleotion of oompar1»s 

to participate in the export promotion needs to be 

identified.    These amongst others would inolude» 

export oapaoity and suffi oient produotion equip- 
ment | 

quality of the manufactured producti 

oa   bility to realise exports (eg. experieno» 

in exports to countries differing from the selected 

target markets)} 

administrative capability to develop business 

with foreign oountriesf 

satisfactory and efficient management) 

manufacturers interest in the target markets. 

I—Vi 
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The actual products selected for export promotion 

will - on the basi3 of the above criteria be selected 

by the Foreign Trade Ministry in conjunction with the 

marketing consultant and the manufacturers concerned. 

1.2    Constraints to successful export promotion and commer- 

cialisation: 

There are a number of major obstacles to the 

Initial development of a practical export strategy in 

developing countries.    Those in many cases may by 

themselves require serious consideration before pro- 

ceeding with any major export development. 

These obstacles include:    ^ 

Poor supply of the desirsiquality 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 parts 

difficulties in obtaining credits 

lack of adequate sales technique and aids 

(catologues,  brochures, etc.) 

misleading price quotations 

inadequate transport 

1/     Technical and quality aspects for manufactured products 

refer UNIDO documents ID/ïJG.  209/24,  ID/WG.296/16, 

iD/vra. 296/26 

l_Vt- 
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1.3    Transportation Aspects: 

An important aspect of any successful export ven- 

ture is the efficiency of transport servi ces  Vintine 

the developing country to the target market(s).     The 

factors which need to he explored include inadequate 

oontainer service,  regularity of overseas transport, 

proper paclaiping,  the latter beine specially important 

for the export of wooden products, due to their moisture 

content. 

2.      Marketing Investi/ration In European Target Harket3; 

2.1    Preparatory steps; 

The  first task in developing an export strategy 

ig the selection of the most appropriate target markets. 

In mont cases this selection requires professional 

expertise of a marketing consultant who  ir. acquainted 

with the needs and possibilities in foreign markets. 

Ini  rmation which should he acquired includes the 

names of the relevant chambers of commerce and industry, 

specialized trade associations,  importerei and other dis- 

tri "buiton channels  for manufactured wooden products. 

This should be followed up  with initial  contacts 

with the above bodies  in order to make known the manu- 

factured wooden products  from the deve1opine country in 

question.     Once the above mentioned authorities have 

been adequately informed,  direct contactn - includine the 

presentation of samples and sales aids of all products 

to be promoted - should be made with potentially 

qualified distributors. 



2/ 2.2    Info -nation Campaign ir. the     irget Markets: -y 

2.2.' Special publications: 

The marketing oonsi'tani should, where 

possible, obtain advertising free of cost in 

traf! e journals at? well s.i ir. puh'i cations of 

Chambers of Connu; re e ano Indu r. try. (Refer to 

appendi;: I, "In Corría Li on Campaign in Support 

of a Mainelin," Tour for a Deve'opin:; Country 

in Benelux"). 

3.  Direct Contacte; with Trade Association:; and  Importers; 

3«1    Product-relevant data: 

Product description; 

Quotaiions and prices,   (FOB or GIF); 

Production volume available for export   (Minimum/ 

maximum) ; 

Delivery time; 

terms of payment; 

packaging, 

availability of salce «Me mieli as catalogues, 

bull etino,  prif"   'íS+T,  photon,   e+c; 

other product-related data (noisture content). 

2/      The Centre  fo" the Promotion of Iinporte  from Developing 

countries is  an agency of the MliHSTfY of TOR-JIG?; AFFAIRS 

of the Ilethtrlandr..    Its a^m is to contribute to the pros- 

perity of the developing countries  by providing informa- 

tion about marketing opportuni tics  for their manufactured 

products in the advanced count ri co,  especially those of 

Western hUropu,  and furthermore to undertake any activities 

likely to result in an increase in imports by the advanced 

countries of products from developing countries. 



3.2 lìcpor'ó-  ompany-related data: 

Address; 

Person to "be contacted; 

Type of "business; 

Lanci1 ace of correspondence; 

Capital ; 

-       Bank references; 

Qnployees  (in production,  in administration); 

Other company-related data. 

3.3 Catalogues and prospectus, price li3ts,  etc. 

3.4 Samples of promoted producta: 

A marketing investigation will only lead to con- 

rete "business  (eg. trial orders) if adequate samples 

can be shown to the interested importers.    It is im- 

portant to note that in 3urope measurements and sizes 

must be £,-iven within the metric system.     Information 

on new products, and in particular new wood types, 

which had not been exported before, is of interest 

to the target markets. 

It should be maxie clear th.it importers appreciate 

both samples of the relevant wooden products and cata- 

logues with price  lists  to be  left with them for 

reference purposes. 

3*5    Cenerai Information on the deportine Developing Country: 

This should include information on the country's 

population,  economy, political structure and government, 

infrastructure, includine transport, banking system, 

tourism,  etc.    If possible it would also be well to 

include information on investment-conditions. 
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Con .acta W^fr fH^i^•,, 

In order bo enable the exporters, as well as the 

Foreign Trade Miniatry in the developing country, to 

follow up the oontaots realized in the target markets, 

the consultant should send without.delay all infor- 

mation obtained on a "contact registration form" 

(refer to Appends 2) together with a list of all 

oontaote.    The  latter would include! 

oompany contacted in the target market, 

address, telephone,  telex 

responsible porson oontaoted, 

type of oompany 

results obtained 

exporters name in the developing oountry oonoerned 

for whom the oontact was initiated. 

Type of oompany: 

Importers, wholesalers, agents, department- 

stores, trading companies, specialised furniture 

store ohftins, retailer«,  ''do-it-youroelF'-retailer«, 
man faoturers, etc. 

lype of AuBOoi&tion» 

Ohamberft of Commero« and Industry, Associations of 

importers in the wood trade, banks, international trade 

fair organiaetiorn <vtc. 

The resulto obtained may be characterised byj 

•ample orders 

trial ordere 

complete offere 

general, information on the exportable product(•). 

product adaptation (teohnioal assistance offsrsd by 
importer) 

joint venturer,  (offered by importer) 

no interest 

i—M 
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5. Mfcrkati.\g-Cheg1<;-T4,g^ for Thfl Promotion of Wooden Produota 
TQ Eoreian Marl^: 

Thio oheck-liât a\a be Been »P a guideline for an 

exporter of woortar producta who approaches the foreign 
markets. 

Exporting "Developing Country!........  

Product- De fini tion  

Produot Group  Speoifio Produot.......... 

5.1    Legislationi 

Trade agreements1 bilateral, others (eg. EEC) 

Quantitative import reatriotiona, quota« 

Product-related raatriotiona 

Adminiatrative res-briotiona/Diaorlminationf 
otherB 

duty-freo importation 
taxes 

duties 

jt-Atent/lioenoing/trade n ,'k oonfinnationf 

o*-her regulation»! health» aanitary, safety» «to. 

5*2   Standard»t 

Siée    t Metric flyatam 
weight : 

packaging    ¡¿o-U-yearaalf «bey«) 

5»3    Transport and Distribution: 

Transport cost analyeia 

oaloulation on naareat/baat "entry" to the import-iaarket 

... in reepeot of diatribution-ohannelB/oapaoity/aaaAt 

destination (including tarn» of delivery), aea port/ 
airport/surfaoe-tranaport 

l—VA 
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"Calculable" (cost-timr-aspect):    line from importer 

to consumer 

Availability and capacity of transport: Ship, cargo 

plane,  etc. 

Technical circumstances:    Duration of transport, affect 

on quality. 

Packagin¿;:    safety of packa,<jinc, humidity-protection 

(sea transport) ideal form - transport pae'eaging/con- 

sumer packa£in¿; easy to transport,  easy to stock,  to 

split up into smaller transportable sizes,  rearly-to- 

sell packaeinj for do-it-yourself products. 

Distribution:    Does the dis-tr?. out.ion-notv.-ork oí the im- 

porter cover the main areas   (decree of concentration 

of population)    ".Hiich additional services offers the 

distributor 7'ejardin¿; product-dcvelopment/adaptation? 

5.4 Production capacity: 

Technical equipment:    adaptability of the 

product, potential  to compete with other products 

to keep up with cons .Tier-tastes,  trend, ,  etc. 

Amortisation of capital to be invested 

Availability of credits, 

Possibilities for joint ventures. 

5.5 Product competition: 

I-îain competitors, 

Percentaje held by market  leaders 

Advantages and disadvantages of the product to be 

e:¡ported in comparison with that of the competitors. 

Pricing:    Arrangement and method of calculation 

(compared with competitors) 

Price-concept òf   competitors 

Discounts, commissions, 

Terms of payment 

Cost-factors:    cost-line up to the consumer. 

I—Ms- 
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5.IJ   Product Promotion: 

Concept of introduction:    tort-marirct/all-markotB- 

covcrinf: concept,  introduction ono by one market. 

Advantage acainct competitors:    exclusivo nev product? 

Anania:    Why is  the competitor cuccccciV. with 

hin product? 

'/hat distribution channel ic applied? 

Adaptation to consumer expectations. 

Comparison with the market-1o&dcrs product. 

5»7    Product Advertising: 

Docs  the cd.verti.cin- foMov a ctrate^ of promotion? 

Choice of effective advert^in,   and r:oi product-presentation. 

Cost of advertising for the introduction phanc/after the 
jptroduction 

Medium and  ^n,<; term concept of advertising ounportinc the 
manu facture re export-cumcpt. 

6' .PocQW-iendationo for an  infective  ;.bHoy>-up to  the Market 
Invecti/nt jjnj 

•'.1    l'ho Institution^  Orjanination in the  Dove^n,-; Country: 

The bacir, for K-joocncrul   cxpoi-t pi-onot; or.  leading 

to continuous exports ir. u ucV-or&ni?.«! export  oromotion 

office, preferably inith brancher:  in the important indus- 

tria"! redone of ievn^n-v; countries  in order to cul- 

tivate close and continuour. contacta with the manufac- 

turera.    Precise information on the mamifaoturir.;; 

sector enables the .-overamente^   -'nst-:tutionn to launch 

effective export-promotion programmée. 

i—^ 
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6*2   Cooperation JJ«»»*<»V>U iiiaìo and Government Seotorst 

Export promotion can only lead to maximum ramiti 

if tha privata and governmental a «o tora oo-oporate oons- 

truotively.    This also rneane that export promotion ac- 

tivities and programmes - mostly financed through de- 

velopment aid should not be planned and deoided upon 

without agreement of the manufacturers. 

6.3 Organisation in the Target Markets « 

Developing oountries aiming for oontinuous and 

inoreaaed exports in the highly competitive indus- 

trialized market» muBt have representation, parti- 

cularly in thoso countrieo which offer the greatest 

potential.    Ine developing country's export promotion 

institute with ite oontaot in an industrialised oountry 

can provide the manufacturers with ourrent data, whioh 

is a neoessary requirement for suooeesful export pene- 

tration.    In oonjunotion with euoh an institution a 

network of commercially trained persons should support 

'¿he manufacturers• promr lonal efforts. 

6.4 Praotioal Export Promotion Strategy for Wooden Products! 

Ttepreoeirbcvtivca of the manufacturing and governmental 

sector should develop a praotioal export promotion stra- 

tegy!    Positive results within a given period of tima 

must be the main objeotivo.   3uoh an export promotion 

strategy would be based oni 

a) Precise information on tho export potential of 

the developing oountry and of epeoially seleotad 
wooden producto. 

b) If the target markets are interested in tha 

products of fared, Immediate aotion must followi 

Their main effort Bhould oonoentrate on tha moat 

promisinr *xoort market(s), until positiv« 

i—v*- 
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d) 

results are achieved.    L.pending on e-iiport japa- 

city, demand fron the target marhets,  and the 

financial resources  for export promotion,  it is 

often preferable to penetrate only one selected 

market,    ''ith tac e::perience raine«!  fror, this  , 

it io often easier to obtain results  in the other 

markets. 

The developing country mi£-ht alternately 

concentrate on the promotion of one product-croup 

starting '.."ith the most promising; c:cport market. 

There arc certainly advantages in first 

penetrating the most competitive market for 

'..ooclen products.    Once the acceptance of the 

product has been achieved,  it ; ou Id be relatively 

easier to export successfully to other markets. 

The Cooperation of Technics1 Assistance: 

Ticport promotion action can successfully be sup- 

ported by technical assistance programes : There are 

many nossibilities for dcvc'opiri;" countrieo to obtain 

technical anrr rrt-r^r An export promotion; besides aid 

programmes offered by the in, the M", etc. Bilateral 

aid from Tttropoan countries oar bo obtained. 

The technical assistance offered could brine better 

results if there \ias greater co-ordination.    experience 

proves, that the export promotion programmes such as 

market research, participation ir. trade fairs, exporters' 

missions,  etc. - sometimes free of charge vrithin the 

development aid programmes - are not or£t..nizcd vi thin 

a cenccrted strfljiec« 

i—^ 
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7y concentrating *, nurnoor of avai ir-V c promotion 

progranmee on the wooden manufacturing export sector, 

the cl eve Toping country \nv"-'\ have the opportunity 

of realising the above strategy a"raoct freo of oliare« 1 

(refer to Appendi:: 3). 
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ApponcUx 2 

Contaot registration Torrn for :'arketi:i¿ Investigation 

("rune of the Developing Country) 

Country visited  

Address of importer contaot eri  

Place   ''.'eledone , 

Telex  föilc  

¿Tane of .7cspoiiEi'ble contact:  

lype of conpany/institiition ,  

2xiet already contacts vith u.c.7 no yc3... 

If yes, -„ith v.'ion,'product ficM/positive or negative 

e^crience,  etc ,  

Interested in -I.e. -prodint? no yes  

d.c'o avorter ^mv-err.Rd:  

Product of interest...  

Inf ornation i/ant eel : 

General product  rnforaatr.on  

Prices and salcr. conditions, 

Detailed offer on:  

Samples wanted?   yes no  trial order 

ill  which?  

Other useful information on the product/adaptation needo.... 

Other recommendations :, 
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Appendi«: 2 

Control chock for Fbrei^ Trade Ministry: 

1. llac e:qiorter responded? yes no  

2. Shoxild additional offer "be nade "aj other d.c'e exporter? 

ycG no  

3. Rjllow-up recommended for efficient promotion  

Henarks: 

-M- 



Praotioal Esamplsa of Technical Ac *ittanoe for the Promotion 

of Wooden Produot« Kithln a result- iriented Strategy! 

Source of Änanoo   {Promotion programmes for a Dw. Count ry_ 

Mufarting Survey» 
I. T. C<HPOitiDili"»ies for the Commercialisation of Seleoted 

Manufactured Products in Belgium,Hoiland,H-QorBany 

n. 1. o, 

Participation in International Trad« Hair MPartntrs 

Of Progress" In Berlin. tf, fluff1»-  ; 

ïurther Possibilities for Trade Mr Participants 

Mission of D. C..»s exporters to Selected European 

countries.   

Bilateral Aldi 
Governments ÑL}- 

FRO 

Participation in "Wood* Int. Trad«j 
ghlr in ftotterdam. 1 

Possibilities for further teohnioal 

assistance in export promotion  

Abbreviations! 

D.C.*«».....Developing Country's 

I. T. C Intornation Trade Centre/UNOTAO/OATT 

B.rc.C European Economie Communities 

NL... •. Netherlands 

PRO......»..Federivi Republic of Germany 
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