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Preface
 

Private sector development is an important aspect of the U.S.
 
Agency for International Development's foreign economic assis
tance program. The encouragement of private enterprise in low
income countries, primarily through investment and trade promo
tion activities, is seen as a way of increasing employment and
 
stimulating economic growth. U.S. companies are actively encour
aged to play a greater roll in these activities.
 

The Agency's private sector initiative is in accord with current
 
development principles in the Pacific Islands. Many Pacific
 
Island governments are interested in creating a more favorable
 
climate for private entrepreneurship by encouraging joint
 
ventures and export promotion activities. But they face
 
significant production, marketing and export barriers such as
 
high transportation costs and lack of information about the U.S.
 
marketplace.
 

Reflecting this expanding concern, USAID contracted with Action
 
Research International to undertake a project to increase the
 
prospects for trade between the U.S. and Pacific Island coun
tries. A regional meeting to bring together the public and
 
private sectors of both the U.S. and the Pacific was considered
 
the first step toward stimulating the growth of the private 
sector through increasing opportunities for trade. 

Accordingly, the Pacific Islands - United States Trade Through 
Private Sector Development project was bogun in July 1983 and
 
culminated in a five-day regional conference held in Honolulu,
 
Hawaii, in March 1984. Participants were drawn from the U.S. and
 
17 countries of the South Pacific--American Samoa, Commonwealth
 
of the Mariana Islands, Cook Islands, Federated States of Micro
nesia, Fiji, French Polynesia, Guam, Kizibati, Niue, Republic of
 
Palau, Papua New Guinea, Republic of the Marshall Islands, Solo
mon Islands, Tuvalu, Tokelau, Vanuatu, and Western Samoa. There
 
was a total of 251 registered participants: 135 from the Pacific
 
Islands; 115 from the United States; and I from New Zealand. Of
 
the Pacific Islands, the orivate sector was represented by 84
 
participants while the government and other institutions were
 
represented by 51 participants. Of the United States representa
tives, 84 were from the orivate sector, 14 were from the U.S.
 
government, and 17 were representative of other institutions.
 

The regional conference should be regarded as an attempt to 
enhance the export marketing and trade promotion capabilities of 
small and medium-sized firms in the Pacific. Already Pacific 
Islanders are beginning to rely less heavily on traditional 
markets in New Zealand, Australia, and Europe, and are takina the 
initiative to explore new onoortunities in the U.S. Several 
months after the Conference, Papua New Guinea organized its first 
trade mission to the United States. We are confient that as a 
result cf the USAID pro~ect tradina relations between the Pacific 
Island countries and the U.S. will be significantly strengthened. 



Action Research International is a minority-owned small business
 
which conducts research and crovides orocram and manacement con
sultation. ARI is particularly committed to assisting the growth

of the orivate sector in low-income countries. The Pacific
 
Islands-United States Trade Throuah Private 
 Sector Develorment
 
project, on which this report is based, was sponsored by the
 
USAID and managed by ARI, and represents one such effort in that
 
mission.
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I. INTRCDUCT!ON
 

A. Goals and Objectives
 

The 	 long 
 term goal of the Pacific Islands-United States Trade
Through Private Sector Development procram is to promote growth

of the private economy in most of the low-income countries in the

Pacific. In response to 
the above goal, Action Research Interna
tional, the Washington Pacific Group, and a number other
of

organizations worked together to plan and hold a regional working

conference with the following objectives:
 

1) 	 Provide a forum for 175 representatives of both public

and private sectors of the 21 Pacific 
 Island nations
 
and 	 states 
 (see Appendix A) and the U.S to identify,

discuss, and implement trade-oriented and export promo
tion strategies.
 

2) 	 Transfer appropriate technical, management, and market
ing expertise from the United States to 
100 representa
tives of the 21 
Pacific Island countries, and facili
tate the flow of technical co-operation among these
 
countries and between the United States and the Pacific
 
through a series 
 of seminars and workshops at the
 
conference.
 

B. Significance of the Project
 

Among the significant aspects of the project we should like 
 to
 
emphasize three in particular.
 

First, the 
 goal and objectives of the conference are consistent

with the U.S. Agency for International Development's interest and
 
commitment to promoting private sector development in low-income

countries and engaging the business
of U.S. community more

actively in this endeavor. The project demonstrated and enhanced

the USAID principle that U.S. 
 private sector involvement is an

important ingredient in the overall foreign aid effort.
 

Second, the conference acted as a "bridge across the 
 Pacific",
heightening the 	 of
awareness locally-owned firms and
 
entrepreneurs from the 
 island nations and states to American

business and its potential contributions, and fostering an atti
tude of regional and international cooperation.
 

Finally, the 
 project assisted a significant number of Pacific
 
Island entrepreneurs in dvelooina a new 
market for their

products or in increasing their exports to the U.S.
 

It is generally agreed that trade expansion and export promotion

are inextricably linked with economic efficiency and 
 growth in
low-income countries. Furthermore, a strona trade base tends to

be a prerequisite for attracting foreign capital. 
 3y stimulating

the 	 growth of the private sector throuch trade with 	te. ni ted
States and other countries, and with the proper use limited
o: 
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foreign assistance resources, many Pacific countries will stand a
good chance of achievinq sustained economic growth, providing
prospects of increased employment and a higher standard of living

for all its citizens.
 

C. 	Trade Orientation of Pacific Island Countries-Current Trends
 
and Strateaies
 

Most of the Pacific Islands are characterized by small economies,
limited internal markets for manufactured goods, low per capita
income, and a heavy reliance on imports. However, export promotion 
has become a major focus of development planning as 
Pacific
Island 
 leaders recognize the critical importance of exports

the economic prosperity of their countries. 

to
 

The 	Pacific Islands already have a fairly wide range of 
 oroducts
and 	services of economic value to the rest of the world. 
 Mineral
exports 
 account for nearly 42 percent of the total exports
the Pacific Islands and, 
from
 

in value terms, they are expanding their
share in 
 the total exports from the Pacific region 
at 	 a rate
above the annual average of 38 percent. Nanru, Papua New Guinea,
New Caledonia, Fiji, and the Solomon islands lead in 
 mineral
 
production.
 

Next to minerals, 
 the 	beverage group (coffee, tea, cocoa) and
spices dominate the composition of exports from 
the Pacific.
Beverages and spices account for about 14 percent of the 
 total
 exporcs from the region. 
 The 	main exporters of beverages 
 are
Papua New Guinea and Western Samoa, along with Fiji, 
 which also
 
exports spices.
 

Fish and seafood account for 10 percent of the total export value
throughout the Pacific 
 and are produced mainly by American
Samoa, 
 Papua New Guinea, the Solomon islands, Fiji, and Vanuatu.
Copra (dried coconut) and coconut oil 
exports account for 9.4
percent of the total exports from the Pacific islands. Palm oil
from Papua New 
Guinea and the Solomon islands 
 is 	 makina anincreasing contribution to total export earnings. 
 Wood and wood
products are 
recording spectacular increases, 
 mainly from Papua
New 	Guinea, the Solomcns, and Fiji. 
 Most of the sugar from the
region comes from Fiji and constitutes seven percent of the total
regional exports (see Appendix 
B; 	 Public Service Satellite
 
Consortium, Retort on 
the Pacific, 1982).
 

However, the remoteness of 
the 	island nations and states from all
the 	main markets of the world, 
 che 	hich cost of transportation,
and the 
 fact that many indigeneous businesscle 
and traders
lack skill in prcduction, marketing and exporting to world markets 
 have made it very difficult to develop and operate 
exportoriented industries. 
 These problems are compounded by the fact
that such extorts as 
Fiji's sugar, Papua New Guinea's cocer, and
the Solomon Islands' copra are susceptible to price fluctuations
in international commoditv markets which none of them controls.
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Despite these difficulties, the Pacific is coised for rapid
 
economic chanae in the 1980's. The; are attempting to diversify
 
their export base by increasing the numbers and kinds of exoorzs.
 
New cooperation agreements such as PATCRA (Papua New Guinea-

Australia Trade and Commercial Relations Acreement) and SPARTECA
 
(South Pacific Regional Trade and Economic Cooperation Agreement)
 
have been developed to foster more trade lin.ks between island
 
nations and Australia/New Zealand.
 

SPARTECA is a non-reciprocal effort by Australia and New Zealand
 
at liberalizing trade with the Pacific Islands. The SPARTECA
 
agreement specifically aims at the removal of tariff and non
tariff barriers on a non-reciprocal basis to facilitate access to
 
a substantial number of Island oroducts to Australian and New
 
Zealand markets. The range of exports, the quantum of export
 
earnings and foreign exchange earnings are all eypected to
 
increase. SPARTECA also encourages joint ventures that oromote
 
the transfer of technology and expertise to the Pacific.
 

The cooperation agreements and new incentive policies of island
 
governments suggest that U.S. private investment can play a major
 
role in the trading prospects of the Pacific Islands in the
 
1980's and beyond. There could be positive spread effects as
 
shown by the success stories of Singapore and other countrie- in
 
the Pacific Basin area where market-oriented policies have bee--,
 
applied.
 

D. The U.S. Business Communitv-A New Direction
 

Given the desire of many Pacific countries to expand their
 
economic base through export promotion, it is not surprising that
 
many Pacific Island leaders are looking to American business as
 
a major partner in economic development. USAID's new private
 
sector initiative is in accord with current development princi
ples in the Pacific and can easily be implemented with great
 
benefit to the region.
 

The south Pacific Bureau for Economic Cooceration (SPEC), a body
 
representing the governments of the independent island nations,
 
published a report in 1982 emphasizing the substantial market
 
opportunities that exist in the United States for Pacific Island
 
products. The 1982 report calls upon SPEC member countries to
 
"develop a strong U.S. market orientation, in contrast to a past
 
tendency toward production orientation". The recort also calls 
for the creation of a trade promotion office in the U.S., 
although it leaves open the question as to what form it should 
take. 

U.S. firms are also becomina increasincv inrested in the
 
Pacific, primarily because it is a poiiticallv; stable, resource
rich and potentially viable area for rapid economic crowth and
 
development. Economic development and private sector expansion
 
in the Pacific would mean direct business ccortunities for
 
American companies and Jobs for their emplovees.
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Thus, the orcspects for involving the U.S. 
business community in
private sector development in the Pacific have never been better.
The Pacific Islands already have a viable orivate sector which is
encouraged and sucported by the Island oenes Ti 
 was
 
recently demonstrated at 
the 22nd South Pacific Conference where
Pacific 
 island government officials met and interacted with representatives of American business (see Appendix C).
 

The previously insolvable problem of high transport and transfer
costs is being overcome through the introduction of a new
economical sea 
 cargo service between the U.S. 
 West Coast and
certain Pacific Island ports. 
 The American Samoan government has
completed a major trans-shipment project in 
 Pago 	Pago which will

expedite the 
 flow of goods from other islands.
 

Given these positive factors, the time was rioht to follow-uo on
the 	 significant, but brief, 
 22nd 	South Pacific Conference by
bringing together representatives of 
both public and private
sectors of the Pacific Islands and the U.S. to identify, discuss,
and implement trade-oriented development strategies for the
1980's and beyond. The next 
section of the report describes all
the 	major activities which went into 
conference olanning. 
 It
also presents some of the results. Section III crovides a synopsis 
 of the training sessions and Section IV summarizes the plenary session: Strategies for the Future. 
 The final section presents the results of a detailed conference evaluation written by
Dr. Sam Price of the Pacific Studies Institute.
 

II. 	 CONFERENCE PLANNING
 

A. 
 Summary of Start-uo Activities
 

The 	 project 
team engaged in a number of start-up activities
beginning 
 July 1, 1980 to ensure the timely completion of
subsequent project activities in 
an effective and efficient man
ner. These activities included:
 

* 	 orientation meetina with the project officers in 
Washington D.C.;

* study trip and site selection;

* development and implementation of a needs and 
resources
 

survey of Pacific 
 island institutions 
 and
 
entrepreneurs;
 

* preliminary market survey of selected island products; 

work 	on cbtainina a commitment from various foundations
 
to 
provide travel funds to Pacific Island entrepreneurs
 
to attend the conference;
identification of speakers, pannelest and resource
 
persons;


* 	 publicity; 
* 	 product display and trade show;
* 	 development of a tentative conference agenda;
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B. Study Trio and Site Selection
 

On July 18, 1983, Mr. Joseph Harrison, a project consultant,
 
travelled to Western Samoa to observe a training conference
 
organized by the United N,at-ions Economic and Social Ccmmission
 
for Asia and the Pacific (ESCAP). The ESCAP conference orovided
 
the opportunity to observe a similar project aimed at training
 
Island entrepreneurs in the skills of export production and
 
development.
 

Mr. Harrison discussed conference management techniques with 
ESCAP organizers and Pacific Island participants. He sought out 
the Pacific Islander view of things to do and not do in the 
USAID regional conference. In his trip report Mr. Harrison ncted 
that a considerable amount of interest in the recional conference 
was generated at the ESCAP meeting of government officials from 
five Island nations.
 

After the conference, Mr. Harrison accompanied the ESCAP Director
 
on a study trip to the C .ok Islands and Niue. In the Cook
 
Islands they met with government and private sector leaders and
 
obtained much information that was subseauently used to plan the
 
AID regional conference. In Niue, Mr. Harrison met with the
 
Premier and the Minister for Economic Development who agreed to
 
send a representative to the regional conference.
 

Mr. Harrison then visited American Samoa and discussed with
 
Governor Peter Coleman the possibilitv of holdina the reaional
 
conference in American Samoa. Governor Coleman had Qreviously
 
offered to host the conference in his country. However, after
 
checking the facilities and further discussions with the
 
Governor, it was decided that American Samoa would not be an
 
ideal site for the first meeting.
 

The Project Director Joined Mr. Harrison in Honolulu, Hawaii, to
 
determine the feasibility of holding the conference there They
 
met with East-West Center officials and concluded, with AID
 
concurrence, that Honolulu would be an acorocriate venue to hold
 
the meeting. Conference facilities were identified and reviewed
 
and an on-site coordinator was selected.
 

C. Survey of Local Entreoreneurs and Island Institutions
 

A resource assessment survey of Pacific Island entreoreneurs and
 
institutions was conducted in November 1984 to:
 

* identify resources and participants for the conference; 
* acauire baseline data on trade with the United States; 
* assist the project team in develooinc a conference agenda 

based on needs expressed by Island conferees and drawina
 
upon the ski1 .is they possess
 

Two auestionnaires (see Apoendix D) were sent to: 1, 48 senior
 
representatives of covernment and non-gcvernment institutions
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with jurisdiction over industrial, 
 trade, tourism/cultura! affairs, Chambers of Commerce, Development Eanks, etc., and 2) 135
small to medium-sized business representatives from the 21 island
nations and territories identified through business 
 directories
 
and referrals.
 

To enhance the reliability of 
 the data collection process,
compiling and 
 editing activities occurred as 
 soon as each
completed questionnaire was returned. 
 Each questionnaire was
reviewed to ensure that responses were complete gaps and
and
inconsistencies 
were remedied through an immediate follow-up
letter, and/or reviews of background materials.
 

The primary purpose of data analysis was to apply the results
directly to the conference organization and the prepration of 
 a
report which included other data 
 to provide relevant and
comprehensive information to conferees.
 

In the end, ninety-five questionnaires were completed and returned. The breakdown is as follows:
 

Table 1
 
Geography of Respondents
 

Private

Country 
 Sector 
 Institution 
 Total
 

Cook Islands 
 5 
 3 8
Fiji 
 14 
 4 18
Niue 
 3 3 6
Papua New Guinea 12 
 3 15

Solomon Islands 
 6 
 2 8
Tonga 
 6 2 5
Western Samoa 
 7 
 5 12
Tuvalu 
 2 
 0 2
 
Kiribati/Vanuatu/

French Polynesia 4 
 0 4


U.S. Pacific Islands 8 7 15
 

TOTAL 
 67 28 95
 

D. Results of the Survev of 
 Government 
 and Non-Government
 
Institutions
 

The majority of the 28 institutions responding to the
institutic)rial 
survey were government departments (64.3 percent),

follc-,ed by Chambers 
of Commerce (17.8 percent), Industrial
Council Develooment Boards 
(10.7 percent), research institutions
(3.6 percent) and banks 
(3.6 percent).
 

The institutional representatives from Western Samoa, 
 Paoua New
Guinea, Fiji, Tonga 
and several states in Micronesia said they
had developed plans to introduce specific products to 
 the U.S.
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marketriace. The rcmander were -4ther develcoing such plans cr 
would like to. All were strcngiv in favor of establishing -oinc 
ventures with American oartners. 

The sronsorshin of trade seminars and trade missions were the 
most freue:.tlv cited ways rescondents felt tney coui assist in 
promotinc and expanding trade with the United States. 

Manv resoondents (53 percent) felt food products such as taro,
 
yams, fish, as well as processed foods and snices, have the
 
hiahest cotential for exort to the United States. This was
 
followed by handicrafts and shells (21 cercent), coffee and cocoa
 
(11 percent). Coconut oil, copra, soaps and coconut oil-based 
cosmetics make-ut the rema.rnder of the list. 

Respondents identified seven manor barriers to excortinC to the 
United States. in descendina order of -- "eri-noorance hev 


1. 	 Resource limitation (limited natural resources, capital,
 
manaerial/technical capabilities, labor supply). 

-
2 	 Transportation (infrecuent air freight and shic ino ser
vices, high freight costs, lack of feeder and inter-island
 
transport services)
 

3. 	 Smallness of Size (low volume of exports, limited domestic 
market). 

4. 	 Lack of information (lack of information on demand for
 

products, product prices, packaging and quality control
 
requirements, cultural and sociological trends in the U.S.).
 

Location (too far from the U.S.).
 

6. 	 Non-Tariff Barriers (comolex licensina and customs cro
cedures, quantitative restrictions,.
 

.. of nfrasructure (lack of modern harbors, a~rcorts, 
roads, electricity, land, etc.).
 

According to our informants, all of the preceding factors impact
 
the ability of exporters to access the U.S. marketplace. For
 
those who excerience a combination of: these hinderances, access
 
to the U.S. market may effectively.'e blocked.
 

The 	 croblem areas and extort cromoticn s-ra-te-i:s resc ndents
 
wanted to see discussed at tne conference included: II access to 
information cn packaging and aualitv control recuirements; 2) 
information on demand for products, and ricinc inf:crmaTion; 3) 
assistance in mar.etng; 4) creation o: a recionai- oraniat---.. 
to promote exports :rcm the Pacific; 5) imcrovemen c: .ocal 
manacerial and technical cacabilities, finance; removal of
 
trade and non-tariff barriers; and 3) how to meet comcetion
 
From countries such as Hcnakcnc and Taiwan.
 



The reoresentatives from Western Samoa, 
 :he Cook Islands, Papua
New Guinea, Fiji, Tonga and the 
 U.S. Pacific islands were
particularly interested 
 in receiving assistance in marketing
their country's products, 
while the Solomon islands, Fiji, and
Papua New Guinea respconde.ts were strongly in favor of developing
an 
 excort network to increase and manage trade with 
 the United
States. The majority of respondents wanted to gain access
information on trade with the United States.* 
to 

All were in favor
of a oroaram to train Island business people in the technical
requirements of exporting to the U.S.
 

* Trade Information Services (TIS) have been developed by SPEC in
 
a 
number of member countries with assistance from UNDP and the
International 
Trade 
Center in Geneva. These services are
available 
 to both government officials 
and entrepreneurs,
although all sources 
of information and available assistance to
strengthen and develop the TIS have yet to be identified.
 

8
 

http:respconde.ts


E. Results of the Survey of Pacific Island Entreoreneurs
 

Sixty-seven entrepreneurs from the Pacific Islands resoonded to
 
the survey questionnaire. About half the privane sector
 
respondents were from Fiji, Papua New Guinea, and the U.S.
 
Pacific Islands; a third were about ecually divided between
 
Western Samoa, the Solomon Islands, Tonaa, and the Cook Islands,
 
while the remainder were from Tuvalu, Niue, Kiribati, Vanuatu and
 
French Polynesia.
 

An analysis of personnel, type of ownership, sales and other
 
business activities provides some useful information about the
 
typical entrepreneur who responded to the survey. A typical
 
respondent had less than 20 persons employed in hils or her firm,
 
grosses less than USS 250,000 a year, has been in business for
 
more than six years, runs a 100 percent indigeneous-owned busi
ness, and faels that the business has been moderately successful
 
in the past 12 months. The firm is likely to be involved in
 
manufacturing, including wholesaling and/or retailing.
 

The entrepreneurs were well-represented in the handicrafts and
 
food processing industries. The other industries represented
 
include furniture and timber products, stamps, garments, and
 
agricultural products.
 

Four-fifths of the orivate sector representatives were exporting
 
their products abroad. Slightly more than one-third exported to
 
Australia and New Zealand, while about 25 percent exported to the
 
United States. A few exported to Asia or to the other Pacific
 
Islands. The main channels used for product distribution were
 
imoorters and agents.
 

The vast majoritv of entreoreneurs who were not currently seiling
 
to the U.S. said they would like to. A number of factors impact
 
the entreoreneur's access to the U.S. marketplace. It is
 
interesting to compare their responses to those obtained from the
 
institutional survey. Unlike the institutional representatives,
 
entrepreneurs did not view resource limitation as a major barrier
 
to exporting. Insufficient information about the U.S. market
place, difficulty in locatina a suitable acent, and distance from
 
the U.S. were problems for many of the private sector reoresenta
tives. To a lesser extent, there was a decree of consensus among
 
the respondents that dutv,/imoort restrictions, hich freiaht
 
costs, lack of aualitv control, and limited oroducnion hindered
 
them from exporting to the United States.
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Table 2
 

Major Difficulties Faced in Exporting
 
to the U.S.
 

Difficulties No. Percent
 

Lack of information
 
on U.S. market 14 25
 
Difficulty in locating
 
a buyer or agent 12 21
 
Distance from the U.S. 12 21
 
Duty/Import constraints 5 10
 
Resource limitation 3 5
 
Production difficulties 3 5
 
Freight costs 4 7
 
Custom recuirements 1 2
 
Other 2 4
 
Total 56 100
 

As previously mentioned, access to relevant information about the
 
export market was a major problem faced by many entrepreneurs.
 
In general, exporters tended to seek advice on exporting from
 
local Embassy or consular officials, economic develooment boards,
 
and/or trade commissions. Government trade departments, Chambers
 
of Commerce, custom agents, and custom house brokers in the
 
country of destination were also identified as imoortant sources
 
of information and advice. Sianificantiv thouch, about one
quarter of the respondents could not identifv any individual or 
institution to turn to for advice and information about excort
ing.
 

As the following table shows, private sector representatives
 
agreed with the institutional respondents that access to
 
information on how to market should be a priority topic at the
 
conference. Entrepreneurs were also very interested in: 1)
 
learning how to make contact with U.S. buyers cr imnorters; 2)

how to overcome tariff and non-tariff barriers; 3) how to finance
 
their exports; and 4) obtaining feedback on their prcducts from
 
importers.
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Table 3
 

Major Problems to be Discussed
 
at the Conference
 

Problem 
 NO. 
 Percent
 

Access to information 
 18 
 30

How to make contact with

Buyers 
 16 
 26

How to overcome tariff and
Non-tariff barriers 
 9 
 15
How to obtain financial
 
Assistance 
 7
Feedback from buyers 12
 

7 
 12
How USAID can helo 
 2 
 3
How to compete with Asian
 
Countries 1 2
 
Total 
 60 
 100
 

F. Preliminarv Market Survey of 
Pacific Island Products
 

A preliminarv survey of Pacific Island oroducts was 
an important
component of 
 the Pacific Islands--Uni-ed States Private
Development project. Sector

It involved continuous 
assessment 
 of
potential imoorts 
from the Pacific recion.
 

The survey becan in July, 
1983, with a letter-writinq camoaion to
solicit product samples from Island entrepreneurs. The pro.ect
team responded to advertisements in Pacific Island newspapers and
trade publications, 
 an, nursued contacts mace on previous trios
to the South Pacific. 
 Another imcortant 
source of oroducts wasthe survey local
of entreoreneurs which included a recuest tosubmitc samples to the prcect team for assessment. 

Exoorts from the Pacific Islands to 
 the United States 
 have
traditionallv 
 been coffee, 
 cocoa and sugar. Thus, we
genuinely were
surorised by the wide diversity of products sent to us
for preliminary assessment. 
 These included 
 Toncan sweaters
knitted 
by loom in the Irish Aran style using New Zealand wool;safety matches from Papua New Guinea; ballet shoes manuacturedin the Cook Islands; hand carved bcwls and hone, 
 fro Niue;
pepper from Ponape; fishing floats from the
crvstallized ginger from Fiji; 
Solomon Islands;
 

coconut cream from Western Samoa;
and a 
wide selection of exotic foods and handicrafts from many
Islands. 
 (For a comolete list of products received, please 
see
 
.npendix E.
 

A memoer of the project team, Ms. 
 Kathy Gower, was -zr-r
responsible for assessina the aualitv, 
 packacing, labelinc, import restrictions, 
marketina reouirements and oricino
Gcoos recei,=. She met with officials cf the U S. Fod an 
of h 

Administration 
 (FDA) and '.S Cu stoms marketirc consltn1ts, 

.. 
 . .
 m ~ e q ~ c c o s ut-is 



buyers at large and small retail scores, and handicraf: deales
 
as a oreliminarv steo in market in anaIvsis. T h esults of ner
 
research and recommendations were summarized in a handbook that
 
was distributed at the conference.
 

The handbook, entitled "Consideraticns for ymarkein Pacific
 
Island Products in the United States", describes tne common
 
factors affectinc the market potential of various Pacific Island
 
products in the U.S., and outlines the basic steps necessary for
 
supporting to the American market, including market research,
 
pricing, sales and distribution, terms of sale, invoices,
 
insurance, packing and labelinc, shipping and customs. The
 
recort iS meant to serve as a guide for future, more specific
 
investigation of the U.S. market potential for Pacific Island
 
exports, and is available from Action Research internaticnal.
 

G. Publicity
 

A media distribution list was compiled in Sectember 1983 and
 
mailing was completed in late January 1934. Soecial attention
 
was given to media sources in Hawaii and the e-hnic cress in
 
California (see Appendix F). (California has a larce number of
 
Pacific Island migrants, man,; of whom are interested in doing
 
business in the Pacific.)
 

H. Stioends for Pacific Island Entrecreneurs
 

Scholarshio aoolication forms were mailed to crivate sector 
participants at their request. In the early olannino staces, the 
Asia Foundation agreed to provide limited funds to indiceneous 
businessmen and businesswomen from selected Pacific Island coun
tries to attend the conference. Our coal was to cover the air 
travel and accomodatoin costs of as manyv local e.re-_ .reneursas 
Possible. Additional fundina was solicted from various Covern
ment and.onn-covernment sources, Cut the Preject team was unable
 
to determine the total amount of funds ohat wcu1d be ava fable
 
until ust prior to the conerence.
 

In the end, the Asia Foundation awarded travel funds to nine 
participants from the Pacific Islands; the Foundation for the 
Peoples of the South Pacific, through USAID, provided full or 
partial scholarships to 54 participants; and, under a uniaue 
arrangement with the International Trade Center, t e South Pa
cific Bureau for Economic Develocment, and the United Nations 
Develcoment Procram, 10 Pacific Island entrecreneurs :n the prc
cessed trooical fruits industry were Provided wi:h funds to 
travel to the con:erence. 

-The U.S. Deoartment of Interior did not resoond 7o our rec es to 
fund particicants from the U.S. Pacific Islands, althouch nine 
particicants were able to utilize local ec ncmic develonoent 
funds -o travel from this area :o -he conference.
 

Countino the Islanders who came :rcm Hawai and the main1a:1d, 
scholorshi receioients, and those ho made way to tn'ewo own 
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conference from the Pacific, 
 here was 
a total of 35 azendees.
 
Identification of Speakers, Panelists, and Resource Persons
 

teamThe cofren ce was ab-e to i dntif-panelists, and rcr- and other resource ersons fr-o
the r..including USDA, Go\'r-
U.S. Trade ReresnA, -aive, 

.

USAID, -Decartment of State, S... .
the U.S. mnbassadorbati, to Fiti, Kii-Tonca, and Tuvalu, and the President s Srecial Representa

tive-Micrcnesian Status N'-eotiations
 

The staff was 
also able to

the U.S. 

identify and recruit individuals from
private business sector and
speak, sit on panels, 
from the Pacific Islands to
and act as resource persons at
ence. A complete the con:erlist of speakers, panelists, 
 and resource
persons is contained in Appendix G.
 

J. 
U.S. Private Sector Participation
 

In addition 
 to ac-na as 
 speakers, panelists,
persons, and resource
the U.S. private sector acted as
major conference functions 
hosts to a number of
and
logistical support to ensure 

provided various types of
 a successful 
 conference.
private sector supporters included: 
The
 

Air Pacific
 
Bank of Hawaii
 
Bank of Guam
 
Container Storage of Hawaii, Inc.

Deloitte Haskins & Sells
 
Duty Free Shoppers, Ltd.

Hawaii World Trade Association

Hawaii International 
Services Agency

Hawaiian Telephone
 
Paradise Cruisers, Ltd.
 
Peat, Marwick, Mitchell 
& Co.

South Pacific Island Airways
Tihati's Polynesian Revue--!oana Surfrider Hotel
 

The project team 
made a concerted effort to
importers, attract
brokers, retailers as many

and wholesalers
particularly in the tropical fruit and processed fcod industries.
The 


as possible,
 
South Pacific Bureau for Economic Cooperation's
on market ccortun 1982 retortties m =cr select-ed Pacificthe U.S. Island 'rocts In
and Japan provided the core list 
 c contacts.lists were develoed from local Other


directories, telephone books,
names supplied by mr. an.
 ...... James~oParkhill Of
. ....
 Ph'arknh-il ±nternational,P nran international food marketing,
As previousl.y mentioned, 
 :lr. -
sourcina and cons-itina firm.ar rcni 
an c:-
o sulredtio 
firm.
As prevousiv-nparkhillthe resources available Craciouslv ac:reedto his UNDP-funded to shiftsupport attendance trade mission to
by entrepreneurs in 
the crocessed 
 trocical


-ruit/focd sector. 
n February 1984 a telephone follow-ut o= 

California, firms in Honoliu,and elsewhere was conduct=d to Promote the conferer



and encourace _carticiation. Soecial rroc m sessi-ns c: direct
inzerest to U.S. artici..ans wer. .	 T.hese icluded: 

an orie.taticn meetina for 7 S criva:e sector oarzic
cants t enabe them: tc direct cs-:cns to rere
sentatives from the Paci:ic Island c!ublic and privaze 
sectors; 

a trade show featurina a variety of products from the
 
Pacific Islands;
 

special seminars on the market in processed foods and
 
tropical fruit products, including product cutting,
 
sampling, and analysis;
 

one-on-one encounters with Pacific island entreoreneurs
 
and government representatives;
 

attendance by SBA, '.SAID, and bank recresentatives to
 
discuss scecific investment cocortunities, financial
 
assistance, training, and technology needs.
 

K. Product Disolav and Trade Show
 

A unicue feature of the conference was the trade exhibit which is
 
described in detail in Appendix H. The show featured oroducts
 
from 12 Pacific Island coAntries. Most of these croducts were
 
offered to the U.S. market for the verv firSt time. Mr. David
 
Windle, the project team member primarily responsible for organ
izing the trade show, developed an exhibit layout and promotional
 
program to afford a controlled and favorable means of demonstrat
ing products to the U.S. business community. Not countino the
 
exhibitors and conferees, close to 400 people attended the traae
 
exhibit.
 

L. Conference Aaenda
 

Information obtained from the ESCAP conference, from the survey
 
of Pacific Island entrepreneurs/institutions, and discussions
 
with Mr. Bil. Paupe of USAID, Mr. Jim Parkhill of Parkhill
 
International, Dr. Sam Price of the Pacific Studies Institute,
 
Dr. Michael Hamnett and Mr. John Sablan of the Pacific Islands
 
Development Program, East West Center, provided the basis for
 

-developing the conference acenda. 7he hichli . hts are as folws: 

* 	 emphasis on private sector development; 
* 	 U.S. orivate sector sponsorshic of key functions; 
• 	 balanced particication from the U.S. and Pacific island
 

public and orivate sectors;

• 	 various ke, sessions led by Pacific islanders;
 
* 	 various sessions orcanized crimarilv for the bene::t of 

the U.S. private sector;
• 	 coooeration of .S. aovernment agencies (e.g., S3A,
 

USDA, U.S. Customs);

recional and internaticnal cooceration (SPEC, "-IDC, 
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ESCAP, Uni-ed Nazions, etc.);
* 	 institutional su.,ort (EasL 'est Centar, Asia Fcunda
tion, Foundation for the Peoples of Souththe Pacific);* 	 ore-arranced meetinos for individua s and sall crouns 
to allow olentv o: time for cE=ronal ince - cr;trade exhibit to crovide onortunities for direct sales 
and f-edbac:-: from imuorters. 

The 
 selection of topics for the conference agenda was primarily
based on the results of the 
suvev described above. 'he project
team 	focused on those 
ity 	

topics that were most requested by a majorof survey respondents. The conference agenda may 	 be summarized as follows:
 

1) Case studies which illustrate the value *'f 
 omotional
 
support and principles that have produced results.
 

2) 	 Accessabili Y--speciai trade relationshins beten the 
Pacific and the U.S. which are 
 both advantaceous and
 
disadvantaceous.
 

3) 	 Acceotabilit--ar et otential and 	 roduct acceptance,methods of advertising and promotion, unicue 
 product

features and packaging.
 

4) 
 Barriers to trade--.imnort 
 duties and 
 cuota controls,
 
labeling regulations, FDA requirements, etc.
 

5) Distribution--shipping and air freight.
 

6) Finance--terms of 
 payment, methods of raising finance.
 

7) 	 Regional and international cooceration--strategies for
 
the future.
 

The 	 sessions 
 were desioned to Oromote 
 discussion 
and 	 closer
examination of the topics by con;rence ,arti- pan- s.
 

Personal interaction with U.S. 
 private sector representatives at
the 	 conference 
provided entrepreneurs with 
 feedback 
on sales
potential 
 and 	 additional information on
products. 	 how to market their
The conference program is described below, 
 while a
more detailed summary of workshoo tonics is 
 rovided in he
following section: 

- c i
 

PROGRAM
 

Sunday, March 18, 1984
 

Registration and orientation session for U.S. participants
 
Reception
 

Monday, March 19th
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Press conference and introductorv speakers

Panel discussion: AIDTHROUGH TRADE
 

"Problems and Prospects of -radin with the 
 USA: The Pacific
 
View"
 

"Selling to 
the American Market". 
 Success Stories from Microne
sia, Polynesia, and Melanesia.


Luncheon address: 
 Hon. Edgar C. Harrell, USAID/PRE, "USAID's
 
Private Enterprise Initiative".


Panel discussion: 
 "Role of the Private Sector in 
 Pacific
 
Development".
 

Reception/Harbor cruise
 

Tuesday, March 20th
 

Training sessions: APPROACHING THE U.S. MARKET

Advertising and Selling the Pacific Image

The Role of the Food and Drug .dministration
 
Understanding U.S. Customs
 
The Role of 
the U.S. Department of Agriculture

Shipping and Documentation
 
Using the U.S. Generalized System of Preferences to your


Advantage
 
Headnote 3(a)
 

Luncheon address: 
 Hon. Epeli Kacimaiwai, Undersecretary and Roving Ambassador, 
Ministry of Foreign Affairs, Tourism and Civil

Aviation, Government of Fiji.
 

ORIENTATION TO THE U.S. ENVIRONMENT
 
The Legal and Governmental Environment
 
The Business and Social Environment
 

TRADE EXHIBITION
 

Wednesday, March 21st
 

Training Sessions: DEVELOPING YOUR PRODUCT FOR THE 
 AMERICAN
 
MARKET
 

The U.S. Market in:
 
Processed Foods and Tropical Fruit Products
 
Seafood and Marine Products
 
Handicrafts and Artifacts
 
Primary Agricultural Products
 
Specialty Items
 
Tourism and Related Industries
 

PRESCHEDULED INDIVIDUAL MEETINGS
 

General meeting of the 
 Pan Pacific Alliance for Trade 
 and
 
Development
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RECEPTICN/TRADE EXHIBITION
 

Thursday, March 
 22nd 

Panel Discussions: 
 FINANCING
 

INDIVIDUAL APPOINTMENTS
 

SPECIAL SESSIONS
 
The food processing industry
 
Using 503
 

RECEPTION/TRADE EXHIBITION
 

Friday, March 23rd
 

Open Forum: - STRATEGIES FOR THE FUTURE
 
ADJOURNMENT
 
TRADE CONTACT APPOINTMENTS
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III. SUM,4ARY OF OPENING AND TRAINING SESSIONS 

A. The Coening Sessions: Aid Through Trade
 

The opening sessions of the conference ran throuchout the day as 
a series of panel discussions on U.S. - Pacific Island trade 
relations and orivate sector development. Joseph Harrison o
pened the conference by reading a statement from U.S. President 
Reagan affirming the U.S. commitment to "aid through trade" and 
reliance upon the private sector to spearhead economic growth in 
the developing nations of the world (see Appendix I).
 

Conferees were also welcomed by Mi. William Paupe, Ambassador
 
Fred Eckert, Governor Peter Coleman, Honorable Jack Netzler and
 
Ambassador Fred Zeder. Their comments contributed to the general
 
consensus that the U.S. involvement in. the Pacific Islands is
 
desireable as long as American business cooperates with the local
 
public and private sectors in furthering new economic policies

which are designed to eradicate poverty and reduce unemployment.
 

A panel on the problems and prospects for trade stressed the
 
notion that although Pacific Island nations are independent

politically, they are not yet independent economically or
 
socially. Regional cooperative actions, especially in
 
transportation, are necessary for successful economic growth 
in
 
the islands.
 

A panel entitled, "Selling to the American Market: Success
 
Stories", brought out the following recommendations to island
 
entrepreneurs:
 

Exporters must consider the context from which they are
 
working when developing marketing plans. Production
 
plans must be realistically based an available human,
 
financial and material resources.
 

The private sector should be involved in planning gov
ernment development strategies.
 

Subzistance crops should be replaced by export crops
 
until islanders would have to import foodstuffs.
 

Economies of scale in production and shipping are
 
important considerations for successful export
 
industries.
 

Producers cannot assume that exporting is a simple
 
expansion of domestic operations. Attention to the
 
many details of international trade is vital to suc
cess.
 

Mr. Edgar C. Harrell, Actina Assistant Administrator, Bureau for
 
Private Enterprise, 
 USAID, addressed the conferees in a luncheon 
speech. He sooke about one Bureau's role in succort of orivate 
s-ctor growth in low-income countries in ac.crance with the 
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current US 
 foreian Polic, emrnasis on free ent rn-ise M,-Harrell ente-rtained cuestions from conferees on 
specific aspects
of the B..r.au s aid or ograms.
 

The ocpening day sessions concluded ,i;th a sanel 
 e:-titld "TheRole of the Private Sector in Pacific Development." Dr. .Michael
Hamnet of the Pacific island Develo.-nent rog.ram at 
the East-West
Center summarized the important themes of this session anddiscussion thethey generated 
 among conference 
oarticioants 
 as
follows: a
 

The role of the private sector in the Pacific 
Islands

has not reached its potential. 
 Its growth has been
stunted 
 by bureaucratic regulations. 
 Cooperation between the private and public sectors is necessary, 
 but
the private sector must become increasingly autonomous.
 
Finance and shipping are two major obstacles to
 
economic growth in the Pacific. 
 Conferees called upon
their governments to work towards 
 expanded financial
incentives 
 for private sector development and to 
 help
overcome 
the problem of limited material resources 

to limited transportation. 

due
 

International 
 cooperation 
 amona 
the Pacific 
 Island
nations, especially in areas
transoortation the of marketing,
and trade agreements, would support

private sector initiatives for economic arowth in 
 the
 
region.
 
In the 
same vein, policy review in regard to 
credit and
 
financing is necessary.
 
The private 
 sector can expand on!- with increased
 
opportunties 
 for education 
 and training in 
 basic
business principles and international trade. Training
of this nature 
will capacitate entrepreneurs
successfully bear tosome of the economic burdens that
 
currently rest with Pacific Island governments.
 
Finally, conferees 
 and panelists 
alike stressed the

need for Pacific Island 
 government to 
 assist in
develoDina a viable and vita- vz a! rol
~~~ for thet e privatepr v e
 
sector.
 

The opening day's discussions set the tone for the follwing fourdays of training on more spacific topics.
 

B. Advertisina and Selling the PacificImace
 

John Pelkan, Sokol and Pelkan Advertisina
Bruce Parkes, South Pacific Brewery Ltd.
 
Clement Esmail, Advertisi-a Representative fr South Pacific
Export Lager
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This session becan with a presentation about award-winning South
 
Pacific Export Lacer 
 and the wav it has been intrcduced the 
Hawaiian and Californian markets. Althcuch many of the ccnfer
ence participants do not have the resources nor needthe to
 
undertake a mass consumer marketina camnaian in the U.S. 
 as did
 
South Pacific Brewery, the procedures and details that go into
 
preparing a product for the U.S. 
 market are educative and illus
trative.
 

The underlying principle to 
sales is that the consumer must have
 
a need for the product. Advertisers find a need and fill it, 
or
 
create a need through the promotional campaign. The advertising

tips that were presented by the panelist include:
 

* Hawaii is an extremely favorable entry point to the U.S. 
market for Pacific Island products. The market is cross
cultural and sympathetic to the Pacific Image. The Hawaiian
 
local maiket has 900,000 consumers with 4 million tourist
 
visiting Hawaii every year. 
 These are two distinct markets
 
requiring different advertising strategies.
 

Never underestimate the cost of introducing your product 
into a market. Media costs are high in the U.S. In Hawaii,

media costs per consumer reached is higher than on the
 
mainland because the Hawaiian market is smaller.
 

* For many products, the first promotions should be trade 
advertising. Ads and promotions in trade magazines or at
 
trade 
 shows help the producers to develop sufficient sales
 
and marketing outlets to make ronsumer 
 advertising worth
while.
 

* Prior to developing costly promotion strategies, 
thoroughly review all advertising restrictions that apply
to your product. For example, in Hawaii, no liquor can be
 
implied 
to contribute to good health in an advertisement.
 
This regulation therefore restricts associating beer with
 
sports or other activities that connote "good health" to a
 
consumor. Regulations vary from city to city and from state
 
to state, and research can prevent wasted time and money on
 
costly promotions that are not legal.
 

Radio and T.V. commercials must be supported by high
 
product visibility achieved through sales promotions 
when
 
coming into the market. Sales promotions can range from
 
special prices, t-shirts, promotional events at restaurants
 
and stores to posters and banners and free orize 
 civeaways.

These involve the customers directly in the oromotion 
 cam
paign. South Pacific Export Lager is paid a royalty for the
 
use of its logo on t-shirts sold in Hawaii. This unpaid

advertising revenue gces back into the budget for paid

promotions. Again, restrictions could apply to non-media
 
promotions of a product.
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* A "situation analysis" of a Drcduct should be conduc--ea
 
to devise a "marketing mix." 
 The situaticn analysis is 
 a
series of Questions a4ked of 
consumers, 
 imotr

and/or or 
 determine 

ur 
bestters-to ho; to marketduct to a civen population of consumers 

vcur Oro
(see -_-en:It will J.7help the producer determine the needs and 
 Dercections 
of the consumer 
for the carticular - oduct and how to
position the product among its 
competition.
 

* The "marketing mix" is the combination of characteristics

and efforts that will sell the product. 
 It includes:
product the
itself (quality, 
color, quantity or 
size, etc.);
packaging and labeling (what the box or bottle looks
the decorative design, etc.); the name; 

like,
 
ison to the the price in comcarcomoetition; 
 distribution 
channels; special
requirements (refrigeration, 
fragility, etc.); 
and the consumers' needs or the need to create consumer needs. Advertising is only one element of the marketing mix, 
an element
that varies areatl' 
in scoce and style ,ith each croduct.
 
* Advertising and marketing costs 
are expensive but 
 can
vary greatly. 
 Start uo activities usually require
if the more
funds 
 product is destined for
market (e.g. beer) 

the mass consumer

than a smaller market 
 (e.g. coconut
cream). The 
best initial investment would be spent on
airplane an
ticket to your desired market 
 area. Spend time
with importers and distributors yourself. 
 Check out the
competi tion and attend trade fairs. 
 Take advantage of the
wealth 
of free advice available from U.S. 
 government agencies and libraries.
 

* Focus groups are sessions with small 
groups of potential
consumers 
who discuss their 
likes and dislikes for a particular 
product or catecor-v of products. A common
market research, form of
the cost of conducting these sessions
range can
from US S1,500 
to S12,000, depending on the 
 number
conducted. 
 Additional survey research can be conducted for
a more detailed, quantitative analysis of your target audience, but this can be very costly.
 

* Advertising agencies have very little to do with price
determination. 
 Prices 
 must be based on a realistic assessment of production and distribution costs; 
ad agencies will
position your product as 
 competitively

consideration of your price. 

as possible in
 
Focus groups may be of helm in
determining a price tolerance rance.
 

* Labeling, packacing and consumer "-isplays are 
 imortant
elements to sales 
success. 
 Your importer and his advertisina agency can play an 
important role in this 
 area. in
fact, it 
 may be beneficial 

export market only (e., 

to rename youroduct for the
"Big Barrel duosthe :.C. name
for Australia's local 
"Coocers Ale.").
 

Another aspect of marketina which deser-,es 
attention 
Is
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tne imace of he prcduct -rom he eye of ohe ccnsu er. A
 
posi4tive imace ecuals sales; a necative narze ous- an can
 
be chanaed throuch marketinc. The situational analsis will
 
help you uncover aenyrrexJ4 no coi.'e or n.eCxatZe 
associations with your rcduct. 7cw" awae-n=ess cr nc _race 
of your oroduct is easier to contend Aitn an a :, v
image. However, the bottom line is t.at a 7roduct must sell
 
itself throuah cuality, availabilit'y, :rice and oIher
 
characteristics that a-neal to the customer. Imace alone
 
will not sell a product.
 

The session came to a close with a discussion of the South Paci
fic image. T,hat is it that American consumers associate with the
 
words "South Pacific"? How can the conference carticioants use
 
their region advantaceously in marketina? Mssrs. Pelkan and
 
Esmail agreed that "South Pacific" conjures uo an "exotic imace
 
to most Americans and it is difficult be more s c. One
-ec:: 

airline promoting a Hawaii-Los Anceles route used a svmbcol of a
uineaole auite successfully in Los Anoeles. -in H4 ai,4 the
 
pineaole carried less cositive and less sionificant associations
 
amona consumers wno see the fruit as comncn,lace in.their
 
environment. Regional cooperation in marketina Droducts :rom the
 
Pacific was suggested by several participants and sumorted b
 
many others, but this aspect of the discussion did not go into
 
further deoth.
 

C. The Role of the Food and Druc Administration
 

William C. Hill, Regional Director, U.S. Food
 
and Drug Administration.
 

The Food and Druc Administration (FDA) is an agency of the United 
States Public Health Service under the Denartment of Healon and 
Human Services. Its charge is to orotect the heal o .. 
citizens under its jurisdiction rancina beyond food and druos oer 
se. The FDA works in close coordination with the'.S. Deartent 
of Agriculture (USDA) and Customs Service amona otner acencies. 
Whereas USDA has jurisdiction over -eat and pcultry oroducts, the 
FDA regulates the quality, processing and importation of all 
seafoods. However, the FDA does coordinate with the USDA in 
monitorino chemical and drug residues in meat oroducts as they
 
come to the market.
 

William Hill is Regional Director at the FDA in -an Francisco
 
which has aegis over the Trust Territories in the .acc.
 

In t.e United States and its territories, teFDA is authorized 
to enter and inscect manu:acturinc plants, distrbutcn ccints, 
transzortation carriers, etc. Also, FDA acents ma: collect cro
duct samples for analvsis to determine whether or not the': meet 
FDA standards. FDA standards are the same for both dcmestic and 
foreian croducts, with the same cuidelines for insection and
 
analysis.
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FDA aents are not aut-ori:ed to-0 travel.. -o.. roeno.. .	 . ..... . c uCn" toinaspect manu,, t--cn- c and Drocessi o- T 
an rii e t 

ea
 
Customs acen-s must r--
taken at te c: -- unon results of roduct sa.mle-or- t .. .	 amcile -aalses.'-set-' 	 ner s oirc ces, FDA insPectors travel to forei-n nati cc-cn -ours 
of inus-:ria ! Plants; t'hes tourc .. r or-
Department of State and the 

sc 
c.ove... ,t. -r-n 

The U.S. laws are 
stringent on all 
food,
ducts marketed in the 	
druo and cosmetic oro-U.S. 

for 
in areas of croduct cont-ent, safet,purity, acprop-riateness intended use, packacinc and labelina. 

Products 
 that arrive for import into the U.S. are sampled
analyzed before entry is Permitt=d. 	
and
 

FDA standar.- aa sn'c"me... does noc meet
-DA standas 	 If shie de o
i will be detained; -heshipment be reconditioned. 	
FDA may elect that the
The shi.ment 
 be r::e
entry uon a second examination 	 as- orof tn alteredconforms t san da ant 	 shi-en- I-ilmortC as for th1e nctadditionai suervision and ex,
Ip 	 T-mh_.aminaion. h F-D m ht al zc sO the shipment to be 	

- _ i e ecio estroved, to be returned toor 	 the _:ror
to be 'owed 
to be shP-ed to 
another count-,
above proced,,res w./ill be complet,_ed 	 l of t e 
Cutm S _ce. 	

under the supervisio .7When a product is refused entry fcrharmful chemical contamination reasons 3or t-he Prsence of pathocenicmaterials, and the imoort- el .1 to esh e-a... 
 ..oIthe
third nation, 	 0 a,
the FDA may alert that count., t h product to a
 
sucest careful 	 - -t - cu~ty t th and.estinq. poo .e;m
. o.tne o
 
Mr. Hill discussed some of the
entry 	 commron problems that
of imports 	 disallow
from the Pacific Islands into the
ar e :-• 	 U.S. These

• 
* the presence of extraneous ratter in focd and seafood
such as 
bird and animal L _ .i , ,.,as-e materials. .. atLrcinsa and di.rt;l d
 
* evidence cf toxic chemicals from the holds of uncleanships;
 

* water damage, scoilage and mond 	 oomstorace rir to orduring shipment; ef 	 p 

* 	 contamination of spices and teas with pathogenic mater
ials such as 
bugs and bacteria;
 

• chemical residues 
from processing 
or fumigation in fruits
and vegetables; 
 n
 
* bacterial contLaminati'on 
 of seafood 

handling problems such as 	

due rimaril t
d-t-__ ice, unsantized ecui ment,

flies in the handlino areas and 
:ne 1ncle--n hands an
inc of 	 clothlaborers; and,
 
* lack of recistra tion of al: seafood prccessino 
croceures 
ita the -DA." 



T .,- - " -- C Q - . 

s ... c r r or .h ,l .h.n.o.... use .. 
Ti..,e and imoor-s are o ,anceacai 4 *aed for .... with
 
-I s s-an ar.
 

* Druc s-and ars: named oruos belabelioc rr_ sscduc-s as must 
croven ano tested _emedies for the indicatC use; -h-- mst 
oe safe and effective. Fok remedies are no- admitted, nor 
may -_ev be labeled as "druas." 

_oeics sta.ndars: csmetics be sale
.... mu s 

bacteria fr The chemical c-os-_cn an clrins are 
.of ri4marv t-E.he e arecon cern to F A because eves oa,r:culIr, 
vulnera'le to blindness frcm bacteria in make-u:, and 
s-aa.CO. 

-. -il s-_ron: rc -hate L. : t-- ,.r,::- samuies 
to the FDA for ereliminarv examina-ion. Alohouc h" the FDA will 
not run a laboratory analy.sis on a samcle, th ,. 
information on foru_ icn addit.ves, cnernicaIs, co.or.cos,
 
en. ), fa.uric and s. wIt nrocesses labl Te orovide 

n seminaradvice and cuid:ncc- oa earation of the croduct. -n 
pariricano sucested t s I anders ccuId sen sam:71...I i .Me- ;S 
t. b...yerr . hi smapl s-imen" uwould serve as e s 
sh.ment for Customs. if it is released for. en-ry, then the 
remainder of the order can be shipned with confidence :hat i , 
too, - wi- tass throuch Customs. i :tdces not cmr ,:., 

-st-randards, -h., the en ire crder may e reconditoned to meet 
sn-aars Lt is ol ace of oriin, This c-ul save T.' r,e 

ach car-es. w-' laball ..... 7r co. a1 , . . s."-ect t 
analysis at -he tcrt o: entrv. 

recicrcca' o 

standards tes tnc. FDA foIIows thecc' of toe 
The .3. has no a-reements wi- fre.n 4... on
 

The methodoocies 

Association of Official -criculture Chemists (ACAC) for t-heir lab
 
analyses.
 

A final caution wias made :o imcortr t close of t ses
sion: U.S Federal and individual state r li l: to all 
croducts sold in the 7' s s o:"'Be to res .r.: te 

-standards, restrictions and ot-e recuire .nt reSardin y.our 
orouct or _ -e which in-end ma. .h s .In vcu to rke 

D. Unders-andina U.S. Cus-cms 

"ictocr R ir .... S CSCsaan, cnr_, sr-i c os 

... = 
-' .n.rseoe ovevie t-he CsOms 'an f 7.3---.' CU-C 
n..s :e n m.. sessicn. oriefi slv toe tne tr •: uu ..n. 



stated Cuszcm's coal as easing the ga-sh cf comerce be-.een 
" . 

_t-T.S. and foreign countries. 


U.S. Cus" s is charged.. w assassin ... . ; colla-'i:g rates of 
duty; on i......reculations o: 

into she U.S. Custcn.s must also enforce hesome forty-five other 
U.S. 
 at t orts
of entry. These other acencies include she Food and Crag Aministrat on (FDA); United States Deoartmen of Aricultrs (USA);and the U.S. Postal Service amor others. 

The most-rte -ham imccrtant M-r. ..message hat RenaghanRwnaotaa delivered.... was that
ieportes into she U.S. should get as much
restrictions and reulations affectng nfcrmaticn about thehe imort prduct orior
• - .
to finalizing preparation of the product for--- duct fo shio.m.-.no
sh g . Trere arear
many publications available from Customs and the c:her- -ncies
regulatinc forein trade for use by the importer. Alsc,are import specialists thereat each port o: entry who can answerspecific questions. There 
are 
manU U.S. Customs acents workinc
abroad aho alsocan answer incuiries or of:er -rainRi- in zhe
preparatio o customs documents, ttc. 

Once the information is cathered, imcorters mustto make use ofmod.y itproducts or production procedures to maximize tariffadvantaces. 
 Attention to these details, including thorough and
careful preparation of documentation,
through the port of entry. He 

will steed and ease the wa,
also succested that importersinvesticate G.S.P. and Headnota 3a) advantaces.
 

im.rtina Into 
the United States is an excellent gui to follow.This 
 cock was made available to con:erence oarticipants and can
be obtained from she U.S. Government Frinzing Service 

Duty races can hc estimated in advanc On "infor:mal rulinc"through consultation with an 
import soecia lism or custcms broker.A prcduct can he submitted for binding ruling of tariffexcise taxes and it may he imported at that 
and 

it rae s leng asremains unmodified. 
 Tari races 
 sheSchedules 
are iemi tn araffof the United States 
 WWU. These races may be appealed on a line item basis by petition.
 

"Formal Entry Procedures" must be comoleted for any item entering
the U.S. 
 with a value of S250.00 
or mcre for retail or sale.
There are six classifications of entry from which to choose:
 

1. Consum tion entry duty paid immediately; 

2. Warehouse entry dury pavable until= not merchandise 
actually leaves the warehouse; 
3. Temoorar-. importat ion 


-
bond (T.I..) temporary
 

permission 
to show cocos for sale in the U.S.;
 
4. Carner = permit for salespersons to carry samples from 
country to co
untry;
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..............7 ran s!7r-:a-iLon E--c:< - r a as
 - rt ~rta~ = s~io~in such a 

-Inen oc.:s are cff-I--red i. ':i o, - - an- -7 - 
.S or delI r: in Ca nada an, 

.cc.s rmv eneC from for U.S. Cns .,t on.are C r 
Merchandise ma,: be warehoused and recondi:icned in an FT7. 

Everv entry must ce accomanied with a bond ecual to the value of 
the merchandise clus .utv. insurance ccmanies may issue these 
bonds in one c: two forms: 

i. One transaction bond for value of S0,0000 less.
or 


2. Term bonds for i.m ortina many items over a cericd of
 
time. A term bond may also be issued for multile sorts.
 

To ease the burdens of cace--rk and costino :ons, an irnorter
,can ,,ragent a licensed customshouse zrc.er. The.; serve as orivate--,_....
 -_ serv as 
agents aorkinc to : e--ec handise roch Custcms. 3rckers may 
ce authcrized c put up a cond as consi nee 

Mr. Renachan closed his nresenta:ion with advice to honestly
describe all the maerials, production orocesses and the circum
stances surroundn.. them in Custcms Service documents. This will 
not onl. sceed uc the entry process, but assure the 'est tariff 
rates ror the importer. 

E. Role of the U.S. Decartment of Acricult,,re 

Leo Mayer, Associate Administratcr of the Foreign Acricultural
 
Service, SD '-

Mr. Maver spoke acout the Fcrei,:n Acricultural Service (F.s), the 
world wide the or Acriculurencency-f U.S. aeartmen: (USDA).
There are attaches and ccunselors in seventy-rourcoun 
carry 
 on a larce scale effor-_ in support of acricuitural 

' 

trade, 
assistino imnorts into the U.S. and e:moorters the U.S.-rm As
 
the eves and ears of the USDA, FAS agents mcntor rood and cCmmodties zroct ion around the world. The charce of the USDA is
 
o oromcte and ' people of ATer ca,
orotect. the well-beinq or tne e 

especia f a rmers, and to =rcvide an ab: dan: and healh, su 
of fod -- --_M roans The FAS maint -welve acrioultural 
trade ofrz around the world and also oerates out or many
embassies The trade cfcfices trimeril: cro.ie infor--tion about
 
.S. comcanes w:tn acricultural frod"otseo:rort. ?acifror The 

ic Terr":cries use FAS ser'ices to learn 'hwto ex:crtt 
nations other than the U.S. 

_ 

wit_ SAID and he.U.S. De.art- = nt of Sta-e to orovide technica_ 
assistance in acricul-ral orcduction and 7-arketinc to fcreicn 
.ountris . office crr'e ti c r1':;ate 

The- Office of" ±nzernati cnai Ccoteration and veozen netw.,cr'-s 

This is " n..on. r-esec 
'
sect.r invvment In --e oureach ac tit is of the For 



- --

exam-
. e e .nccurac pnc lar U S. 
fcod store chains to
 
m ter nos e oceortun--. , . "jl eoma csainMa..r er .......-- -f e ar- (-e1
n o,7 _,-- o I I -:o_Caa cce s s e ova-e marketinc 
 a ccrocra-ic-m-=of ra'herthan rel-y i oo:- cn- ': i _ z an.,C - e .. ssiss : _a.c- c .':c,u -,. e r .. . " --an e . . .-hdoes no- cro 'de direc technical assis-ance to n-crnezf eexcect throuchoPment. - oL Tntr na i Coo--nat 

in De7e e!n 


The Trust Terrtcriezs of the Pacific are serve,- theal Extension b'y FAS Feder-
Service and the Land Grant n'iversitV Procramthrough Extension Service Offices in Guam and Honolulu. -Researchand technical assistance are available thruh 
 s rcrams.
 
Most of 
 the USDA restrictions on 
imcor-s are 
 'ased 
 on o.vto
sanitary problems of agriculturaI commodities.
Plant Health inspection Services The Animal
(APHS) is responsible and
 
area. Islanders for this
may contact the Honolulu CNfice of
in..r.aticn APHIS cor
AEIS works under the don
Drua Administration (FDA) and the Environmental 

of the Food and 
Protetion Agency
(EPA) as well ea -_g
(EA.slarina fruits and vegetables
 "
 

The Food Safety inspeczion Services 
(FSIS) monitors 
 meat and
poultry inspection for USDA and has under it 
two divisions:
Processed the
Products Insnection Division and the Slauchter insoection .')ivision. "
 
Mr. %laver was auestioned about 7%S assistance :or importers ttne U.S. Unforunatel,. 
there is 
little f--undinc a'.-_aIae
offi-cers in
post oreign countries. to
 

He did suggest
type of internship or training program might be 
that some
 

dev-locedteach foreicn recresentatives toabout USDA recuaticnsdures. This and CrocetyDe of program could -I under 
 O:fIce
International Coocera-i on 
faI - of
 

and e-Cloo'ent C 
 Vr7AT 

The FAS Director also 
-ncouraced island
towards other to I c okPai Rim ccuntries for exort Oo-rtunitiesThe U.S., ne said, 
 is constantly exoandinq exports
and so, to that area
too, should the smaller Island nations with closer oroximity and cultural ties.
 

A handbook, 
 faceto -e, 
 ade available to 
 Carticicants in this session. 
 1s a valuable source of
regardina U.S. information
trade colicl=s and reculaticns and the orcanizational structure that makes and monitors them 
 (Cocies of this
book are available from the U.S. Government Printinc Office.) 

2. Shicoina and Documentation
 

Steven 'qrih,
a richt Consultinc Inter-nationa

Dean 3ush, acific '.icronesian 
Lines
 

Questions and ans.-e=r 
g-ui-e the cc., entS o th 

:rcm 
e' 

0 :hiS session 
e sts nfortunara.;,n c three o: 



fn4s sceh u -- s pe =.: rs er-: Una'i o~n:t. s'nr"ssrs. ,'xr~' and .2us.- rescnded to -'.e... . . .. r a n,- Sd~ n_- C-,i an"sOCLfi . .. S S C. :I n......nn . . . -:eti 

-- ''-k'shi ...''in indus 


T.e co7mmcn to-e "aS C1-,C 

that o f the hie h cost a irrecu!ri v of 7i 0-f
soratin 


. __c,=O s~anos ana -he .n 2 i:-ssue -:ha re ie ue 
solved -as - or nor_ exorters sn0ouG secure s ,n ar
rancemens. before Sale Transoortation c=moanies say. contracts. 
that uhey coanno o th. to a rJc or sche_ u -ihouti:,,_ emselves 

the details c :'th prcpc ( Buyers wll no_ com__o: the oroocsd siomnt.s '_c' n t a u vea-i: c 
themselves to an order wthout a crce auoton and aoorc::ate 
deliverv date. Without 'rec:uent and recular sninino se .":es 
Islanders mut .cnduct cusiness within this ramewor o cf ,
tv and rely ucon feeder lines, -ranssh--,
" _ ~ r 7- . s .. 

a.nn n...;-
. G7 , ..~ ... _; 

developments (such as 5,000 callon tan.: ccn-ainers) c -rans7ort 
their products. 

G. Usina the U.S. Generalized System of Prfrnces to
 
Your Advantacze 

,eoutv U.S. 

United States Trade Reoresentati-e
 
Dorothy Dwoskin, Director, S?, C:ic=e of The 

Drothv ws,:in, Feputv D4ector of Sntates GeneraI ze 
System of Preferences of -he United States Trade ReroreSentative. 
(CS?, c"7) becan this sessin h a b d ciion and 
histor- of' the S ;roora, before she -rovided rur-he details on 
t h.e Tar Sc (dulIes of the United States (TSUS) and the current 
GSP crogram The U.S.T.R. is based in the Executive Office o 
the White M-ouse and necotiates all U.S. - are--ments, r.,re
sents the U.S. at -he Gnera Acreemen- on Ta-:ris and Tradn 
(CATT) and r__uaes tM:<ile an.,d ccmmcdi-v tra e <iiC. 

and functions on a consesus hasr s c t-eraczen C cooea :on 
..tn th car ...en s f Labor, . cu.Iur an ..... 

Reoresentaives 7rom these Three dem ts com.riSe the Trade 
Staff Policy Committee which is headed by the U".S. rade Reore
sentative %ho, himself, is a member of the Presiden- s Cab i-

The coal of t. GS? 7rocram whi4ch became effect ven 19 7 51s to 
IleIo deveI coin countries d e r si their eccncmies throuch tnn 
rantinc o: trace concessions. Atres-no, eere .... 44 benefi 

ciarv countries. In 193, Sl.? billion dollars of i7-or s were 
admi-ed under GS? total o The Pacirio(4% of ima r-s . :.,_ 7Isands 

accounted ror onl Slf million of tha t c-a1 . 
The CS? crooram ete in i- i,ill - =-, - -- b CCnrsss by 

January: 1 indications . oat wir(?.ll ar .:e :o :Cs 
xtnced, but orreaEmassie canCth C-.eO
 
interested arties anrrrmsedrhe of any chanoes. curren- CS? 
C r a ramTw.VI ce moified somehatn.-I.. to. inco-cora-e 
eX a"I e .ene-.. .: .ts. 



There are some limitations on the program;
be removed at any time. 
duty free status mav
f the total imcorts to theproduct from a given country exceed 50 o: .S. of atotal U.S.imnorta of

that product, 
 or exceed a cer:ain dollarafter the close oft value, then rievdayscalend. ... *--a-: tha-:t coun r nc, i aearbe eligible for duty free treatment. of
fic limitation could be helpful 
that rrcduct. This soeci

to Pacific nations wo could take
advantace of the ineligibility 
of other countries for cs' 
treatment of certain products. Pacific nations n/v be able to 
fill in
the gaps caused by limitations of eligibilit- of other countries.
The leading GSP imports from the Pacific have been
baskets and photographs. sucar, fish,
Competitive need limitaticns are ap
plied on some goods such as electronics, textiles and tuna.
limitations broadly affect all The
tariffs, not just the GS? program.
 

The Tariff Schedules of the United States Annotated 
(TSUS) is the
guiding 
be 

document for tariff awards on imported croducts. 7z
purchased can
for USS40.00 which includes 
a subscricotin
periodic supplements to the guide. It is Oublished bv 
to all
 te U.S.
International 
 Trade Commission 


sifications of tariffs. 
(ITC) and includes detai!:d clas-
It can be ordered from the 
 nternational
Trade Commission 
 Washington, D.C. 20436.
 

•GSP awards are excluded most commonly due to failure to
administrati've complete
paperwork. 
 Ms.

attention detail 

Dwoskin urced Islanders to cay
to in preparation! of Customs documentation.
Importer/buyers 
 must 
 file their parr of the
according to GSP regulatins as forms accurately
well. The Form-A for G.S.P.
 
awards 
 is available from the Export Authority in
orgi ofru 
 h 

origin of the product.
 

the cncountr%; oOf
 

Two stipulations, among others, 
are required for GSP treatment:
 

1. 
the product must be imported directly into the U.S.
 
2. there must 
 be at least 35% 
value added to a oroduct
the CSP beneficiary coun-ry 


-

An 
Annual Review Process is conducted by the Trade Staff
Committee which considers petitions for changes 
Policy


in CSP. This ten
month process begins on June 1st each year when all
due. petitions are
The 
 Committee considers the potential economic affects cf
any changes on the U.S. 
 economy. Petitioners need
attorney, and not hire anmay receive free assistance frommation the CSP Infor-Center in Washington, D.C. They will provide informalreadings on the likely outcomes of the review process. (CS?
Information Center / USTR //Executive Office of the President 7Washington D.C. 20506 (202) 395-6971.) 
 Some duc... such as
tuna are considered to be import sensitive and will be 
 rejected
from the Annual Review Process.
 
Certain 
 textile products that 
are classified as
added to handlooned were
the GS? program under handicrafts in 1
island countries have not acific
yet taken advantage of these opcortuni
ties which include hardiloomed and folklore ar-icles 
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* wool oillcw covers * wall hangings of wool 

* wool floor coverinas * tapestries of wool 

* pile floor covering of alpaca 

To qualifv for GSP treatment on these exceptions to textile
 
exclusions, there must be an exchange of letters between
 
governments certifying that they have been handloomed.
 

Some GSP advantages are allowed only during certain time periods
 
of the year. This is often the case with seasonal agricultural
 
products. Again, attention to these details can-prove advanta
geous to importers from GSP beneficiary countries.
 

H. Headnote 3(a)
 

Victor Renaghan, U.S. Customs Service
 

Mr. Renaghan began this session by reading aloud parts of the
 
Caribbean Basin Economic Recovery Act (CBERA) that apply to U.S.
 
Insular Possessions including those in the Pacific. Headnote
 
3(a) states that any manufacture fifty percent valued in certain
 
developing countries can receive duty free treatment. Article
 
214A of the CBERA changed the fifty percent rule to thirty per
cent added value for U.S. Insular Possessions (and Caribbean na
tions). Also, the 30% value can be defined by the combined work
 
of two Insular Possessions. There are regulations which exclude
 
some items from this 30% rule (and the 50% valued dispensation in
 
certain cases). These exclusions include textiles and apparel,
 
tuna, petroleum products and leather goods among others. All
 
other U.S. Customs restrictions still apply such as do FDA and
 
USDA standards.
 

The formula to determine the value added percentages is set out
 
by the U.S. Customs Service. Costs that may be used to establish
 
this value may include the costs of factories, research and time
 
studies. Transportation and insurance costs are extracted from
 
the total FOB costs as non-dutiable charges and are not calcu
lated into the value added assessment formulas. Excessive remu
neration and profit margins will be ruled outside of the figures
 
used to ccmoute valuation.
 

Pacific Islanders from nations other than U.S. Insular Posses
sions were curious about how they might take advantage of the 30%
 
value added classification rather than the Generalized System of
 
Prefarence (GSP) tariff discensations. In fact, they cannot,
 
except to the extent that they benefit when the product origin
ates in their country and then goes to a U.S. possession for
 
added work. Pacific Rim nations have been able to exnand their
 
import auotas into the U.S. in a similar manner by transferrinc
 
production to nations that aualifv for and have not fully util
ized GSP. U.S. Customs officials are concerned by these actions
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because they believe that firms wrkinc in this mannerprovide bonafide benefits the 
o not

to GSP beneficiary nations. 
Mr. Renaghan was able to answ..er uestions a-but specificcircumstances 
 and urced Particitants to contact his 
 office for
additional information. 
 In addition, he suggested that cotentialimporters should 
 submit descriptions of 
their products to the
!U.S. 
 Customs Service for a ruling on whether or not they qualify
for Headnote 3(a) or GSP duty treatment. Mr. Renaghan may 
be
reached at:
 

The U.S. Customs Service
 
335 Merchant St.
 
Honolulu, HI 
 96813
 
tel: (808) 546-5568
 

I. The Leal and Governmental Environment
 

Glaidelle Hamlet, Chair
John Armstrong, Esq., 
Stovall, Spradlin, Armstrong and Isreal
Gerald Sumida, Esq., 
Carlsmith, Carlsmith, Wichman and Case
Peter Watson, Esq., Lawler, Felix and Hall
Dorothy Dwoskin, Office of the U.S. Trade Representative
 

Attorney John Armstrong initiated this session with a 
discussion
about joint 
venture agreements. 
 He predicts that the
sector private
will increasingly strengthen its role 
 in the Pacific
Islands over the next few years. 
 In turn, the Island governments
will reciprocally increase their support for the private 
sector.
Joint ventures 
 have become 
a more common and 
 more attractive
means 
 of stimulatinq economic development, but there are pitfalls inherent to international agreements of 
this nature:
 
* Government Participation may be essential 
 to the
formation 
of the joint venture but may also create problems
for the funding of a joint venture.
 
* Potential problems arise when parties from different

countries participate 
 in sophisticated 
 joint venture
 
agreements.
 

* Private sector joint ventures should 
 always consider
 governments as 
silent partners in that governments strongly
influence the business climate in which th. 
private sector
 
functions.
 

* When choosing joint venture partners, always be overly
cautious and 
 thorough in your investigation of the 
 legal,
ethical and financial Qositions of these potential partners.
Check for histories including fraud, bankruptcy, etc.
 
* Secure representation in the country targeted for sale of
 your goods. This representative(s) must be familiar with
the industry 
and the business environment appropriate 
to
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your product.
 

* Any major investment by a financial institution requires 
indigenous participation and capitalization in a project. 

Mr. Armstrong went on to describo some cf the major sources of
 
funding available for joint ventures:
 

* Overseas Private Investment Corporation (OPIC): 

1) Direct Loan Fund (< $10 million);
 

2) Loan Guarantee Fund (multi-million dollar fund),
 
requires the U.S. investor to assume 25% of the invest
ment risk. OPIC will participate by providing up to
 
50% of the total cost of the new venture in
 
"guarantees" (backing commercial or soveriegn risk for
 
U.S. banks). This type of guarantee virtually insures
 
that a U.S. bank will loan the required funds.
 

3) OPIC will fund up to 50% of the costs of feasibility
 
stidies for a proposed project. Often when OPIC is
 
involved from the project's inception, it influences
 
its profitability and technical success.
 

* The Export-Import Bank (Eximbank) provides loans for 
products to be exported from the U.S. However, it can loan
 
up to 65-75% of direct value credit to a foreign joint
 
venture partner for the purchase of U.S. equipment for a
 
project.
 

* The International Finance Corporation (IFC) is related to
 
the World Bank and may make loans to eligible countries.
 
The venture must promise success to receive up to 25%
 
financing which usually totals in the range of US$1-50
 
million.
 

In closing, he advised joint venture partners to investigate
 
trilateral and regional trade agreements and arrangements,
 
countertrade or barter agreements, and to lobby governments to
 
support and encourage private and foreign investments in the form
 
of joint ventures.
 

Attorney Gerald Sumida made a brief presentation about U.S. State
 
law considerations. He urged participants to investigate both
 
U.S. Federal and State laws regarding trade and marketing of
 
products. State legal considerations are mainly the
 
responsibility of the U.S. broker/agent or wholesaler/retailer
 
rather than the island exporter. However, if the exporter
 
establishes a partnership or corporation within the U.S., that
 
venture would be subject to the laws of the state(s) in which it
 
ooerates. The business must be registered with the Secretary of
 
State if it carries out on-going commercial activities. The
 
business would also be subject to any applicable employment,
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taaticn and other laws regulatina business thatin state (inaddition to the Federal 

of 

lawis). There cc:,entially exists a wealthassistance 
 _rcm 
 state oublic 
and private agencies a d
organizations 
 that Pro.ote and 
serve business within the 
 state
These services should 
 be utilized to the maximu- advanza..,

especially 
,hen they provide orotecticn tC the business entity
(eg. trademarks and tradenames for products).
 

Foreign Trade Zones 
 (FTZ's) have been established 
by several
states to encourage commercial activity. 
 These FTZ's are under
U.S. Customs jurisdiction and therefore imported goods are
assigned duties not
until they leave the FTZ. 
 Goods may be warehoused, assembled, reconditioned, repackaged or processed 
in
FTZ's. 
 This can assist an importer in many ways:
 
* Efficiencies can be realized through bulk shipping and

subsequent 
 repackaging"Cor direct distribution to 
the mar
ket.
 

* Duty can be kept at a minimum by unloading products in an

FTZ, checking 
 for damaged merchandise, 
 and submitting for
entry (and duty) only those items in good 
condition. 
 Damaged items 
 can be sold as 
salvage or returned to their
 
source.
 

* Assembly and reshipment of products to a third nation 
can
 
be completed in an FTZ.
 

Attorney Peter Watson spoke about details of international sales
agreements. He warned participants to pay close attention to the
details of terminology and laws regarding sales 
 contracts.
primary importance is Of
the necessity to conscinuslI choose and
stipulate 
in writing the national or arbitration forum that will
have jurisdiction over the international agreement. 
Traditionally, 
 the seller's country took jurisdiction but world arbitration

forums have become increasingly popular.
 

All international sales 
contracts should be in 
 writing, clearly
stated, identify the jurisdiction, be signed by both parties and
appended with definitions 
 of all technical and/or variable

terminology.
 

Standard 
contract forms may be used in lieu of a contract 
 drawn
up specifically for the circumstances at 
hand. Standard forms
are readily available from such organizations as the International Chamber of Commerce (ICC). 
 Whether using tailor-made
standard contracts, be certain that all 
or
 

terminology is clearly
defined. In fact, 
 '.r. Watson recommends appending the contract
with a glossary of terms such 
as the ICC Inccterms (see Appendix
K). If 
 a standard terminology is 
agreed umon and incorcrated
by reference into the contract, 
clearly specify the reference
 
source for the terms.
 

If 
a contract is agreeable only under certain conditions, it may
be signed before those conditions have been met as 
lona as they
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are clearly defined in the contract. A statute of limitations 
may be specified and if and when the "conditions precedent" are 
met, the contract would become effective. 

In su=.ar, M r. Watson stressed that every business Cerson should 
pay attention to detail and protect his/her own interests through
clear communication. This is carticularly imoortant when 
acreernents are signed bv cersons with different lanauage
 
abilities and socic-cultural backgrounds.
 

Ms. Dwoskin concluded this seminar with a brief discussion about
 
U.S. tariffs, trade agreements and government loans. The U.S.
 
complies with the General Agreement on Tariffs and Trade (GATT)

in addition to many other regulations. The Tariff Schedule of
 
the U.S. (TSUS) is the most important working document for
 
importers to attend to. Both the GATT and TSUS soecifv 
 the
 
relationship of the U.S. to other nations regarding tariff obli
gations, dispensations and penalties. Several U.S. 7ederal aaen
cies under the U.S. Trade Representative (USTR) particioate in
 
the review of loan applications to OPIC and Eximbank. STR
 
monitors commercial loans and trade agreements and therefore
 
maintains a broad perspective on U.S. trade relations.
 

J. The Business and Social Environment
 

Howard Ladd, Global Associates
 
Julia Hirsch, Boyden Associates
 
Jincie Williams, Pacific Analysis Corporation
 
David Bjerke, Management Advisory Service
 

Howard Ladd began this session with a statement about relation
shics that set the tone for each ensuing presentation. .r. Ladd
 
believes that social relationshics are the first step towards
 
business relationshics, that the principles of good relationshic
 
-uilding directly relate to good business. Honesty underlies good

trade. Good is
trade fair and results in mutual benefit. Bad
 
trade is a game - with winners and losers.
 

Based on his years of experience in U.S. - Pacific Island trade,
 
Mr. Ladd says that mutual respect across cultures is important.

"The Golden Rule of Trade" is that "the guy with the gold rules";
 
the buver's watch is the time keeper. His advice to Pacific
 
traders is to strive for good trade relationships based on
 
honesty and integrity.
 

Julia Hirsch spoke about the U.S. business environment. She
 
believes that it is fairly easy to do business with because 
of
 
the vast quantities of information that are available in the U.S.
 
There are many trade and professional associations, and substan
tial amounts of specific data about products, commerce and mar
kets. The secret to accessina this information is askino sce
ct*fc cuestions to at the facts you need.
 

Studies in the T.S. show that the keys to successful
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entrepreneurial cceratcns 
a=re: manaaemen - macemen- manacement, and a host offonta.. i--cro skI-
Good manacers orvd ocod e. -c... for their cvees; mke 
their emlv fe £o o.rh. 
wor..h.. do; a are not
 
greed"'. Th e s eu i .... rsonas

which must withstand th-e ha Se nd r at1.e S ra sd bv
 
government business ations .....
 

Jincie 
 Williams spoke from the perspective of an American

businesswoman who has lived in and observed Hawaii s develocment
for many years. To her, trade means induszry and industry means
growth. Growth is bittersweet as it brincs _Proserit but requires 
 careful planning to slow deoletion cf natural 
 resources.
Ms. Williams is an advocate of feasibility_ studies as the first 
steo in planning projects. Feasibility studies end crOuct,as an 

are worthless but if used, they contribute to aporopriate growth,

trust and confidence.
 

Ns. Wi1liams advice
s to Pacific islanders is o be aware of
changes in their environment - do not let the chances go unnoticed. As industry develops, plan desalinization programs for
the future. Finally, look at the cultural impact of orowth, Aswith the environment, 
 once a culture chances beyond a certain 
point, it is irretrievable. Make conscious decisions about the
 
islands' futures.
 

David Bjerke is a specialist in finance and manacement 
 for
business develccment in the U.S. 
 HiS -resentation described the

small business environment in the United States including 
a list
 
of their classic problems.
 

* In order 
to attract capital investment, secure loans, or
 
to sell services and products, a small business must demon
strate its capacity to perform. 
 It must verify its perform
ance history and devEloo business clans for the future. 
 Its

rperformance is aenerall 
 judged b: four measure-ents:
 

1) Quali,, (the level ucon
a-creed between buvers and

sellers; the consistency of quality erf-ormance 
 is
 
essential.)

2) Quantity (the honest oroduction and supply

capacity.)
 
3) Timing (the ability to meet obliaations as agreed.

A ke7 
fto t-e conshere re is sea-zoln 
weather and holidays.) 
4) Price (investlate all the factors that influence
 
the price of your product includina ccmoetition with
 
equal performance ratings in other 
 areas of
 
measuremenz.)
 

* Avoid competition on rice alone. Market ,our coods on
 
honest aualit;, uantit, and timing. 
 Do not tr to come e
 
with large corporaticns.
 

* Business olans are e,ert _ _ a in U.S. ;;el document



ed feasio!istv Studies .,iill n......- u n 
to Ce. 

* The classic rroblems that confront snahl businesses are: 

1) Poor Planning - escecially ir.narkzezln7 anc chan
nels of distribution.
 
2) Neclecting to monitor the ccmpany's financial
 
position.
 
3) "Cash is King" Cash flow must be accommodated;
 
cash requirements must be olanned.
 
4) Irresponsible pricing. A business must know its
 
costs, especially all the costs of prcduction. Do not
 
price on comoetition alone.
 
5) Rapid, unplanned zrowth is the leadino cause of
 
business failure.
 

Mr. Ladd closed this session with the sucestion that Pacific
 
Island entrepreneurs consolidate their marketin efforts. Market
 
research goes a lone way towards successful business. Coocera
tive planning and funding of research, or makino use of some
 
other company's studies, are economical l " efficient steos to
 
greater success.
 

THE U.S. MARKET IN
 

K. Processed Foods and Trooical Fruit Products
 

Jim Parkhill, Moderator
 
Leo Mayer, USDA, Foreign Agricultural Service
 
Michael Real, T & P Custom Marketina
 
William Knudsen, Knudsen & Sons, Inc.
 
Harvey Chan, Jr. USDA Research Facility, HiC, Hawaii
 
Catherine G. Cavaleto, University of Hawaii
 

The first haif" or this session focused on the U.S. market for
 
processed trocical fruits. Panelists sooke about the current
 
state of the industry and made recommendations for sellina to the
 
U.S. market. The second half of the session was a presentation 
of research and develooment findings concerning aseptic packaging 
of fruit concentrates, purees and oulp. This research was 
conducted in Hawaii in resconse to the local orocessors needs to 
economical!- packace and transoort fruit to the .S. mainland 
circumstances similar to those in other Pacific islands. 

Leo Mayer provided some statistics cn food imoorts to the U.S.:
 

* In 1983, .S . i mcc 1 dollars roodfthe r-d S16.6 biion

oroducts. This fiaure reoresents a -% increase in imoorts
 
per year since 1963.
 

* Processed foods account ror more than 501 or the im crt 

totals. Since 1976, processed foods imports have increased
 
by 10% per year, but this rate is lower than rates of other
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- --rcoducts and ccolodi
 

S44 mili on dollars of ult juices were iMoore In
 
1983.
 

The USDA colects data cn aqricuit ural croucti n all over the 
world. This in:crma:ion is available uoon request, and valuable 
for an" procucer wanting to beai importing to the U.S. Mr.
Mayer cautions producers to look at global patterns of production
and trade in their products before expanding production for
import to the U.S. Research the competition and do not overreact 
to ccnsumer trends in the U.S. Americans tend to over-indulce in
 
one or another product for a short while, 
 but always return to a
 
basic diet.
 

The canelist representing the processed fruit industry expressed

several themes in comxon:
 

* Americans are trying new flavors. This trend is a 
result of the increasecd pocularity of health and natural 
foods in combination with industry promotion.
 

* American consumers need education about Pacific products. 
Despite the increasing popularity of tropical fruits and
 
flavors, they 
 are not familiar with c.aracteristics that
 
determine quality, or how to cook with them 
 (eg. coconut
 
cream).
 

* High qualitY oroducts are essential for successful sales.
 
The quality must be good and consistent - especially in the
 
case of concentrates and purees to commercial producers.
 

* Americans will pay for consistently high qualitv and 
purity,. 7 is much easier and more efficient to remove
 
imoer:ections at the source. 
 Quality control measures can
 
be develoced in conjunction with U.S. buyers according 
 to
 
their needs. 

* The producer should examine efficiencies of oroduction, 
packaging, and delivery, but best cost is necessary to
 
stimulate interest on the part of the buyer.
 

* USDA and FDA have restrictive iabeilinc re'uirements. 
Truth in labelling is hichly controlled. Pure Juices and 
blends should be labelled accordincly. Consensus was that
 
exotic fruit flavors will sell better as blends than as oure
 
juices.
 

* Island producers could possibly sell several crades cf 
 a 
oroduct to maximize their olace in the market. 

For marketino purr-oses, Pac i:c slanders should 
establish their own cualitv standards. A recional imace of 
high cualitv and reliabilitv could cav, c::. 
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a icna I rat&e asscciatcns and shocws are inva-uable 
: .networks of d_4stri uors and brokers for rocucers to 

access. .h..asae.:...strv nas catalc7ues c: fcod bfro ers, 
ec~rets~lesano otner 1: or-.az -n o-n ne f:ccd 

industry.
 

In sumuary, Paciric Island croducers should cok for unique
 
angles to selling their -cducts J the U.S., but the marketina
 
claims must be backed by Qualitv products.
 

The second half of the session described aseptic (germ free) 
packaging. In conventional canning and bottling sterilization 
takes place in the can. In aseptic packaging the food is treated 
with aa.mra rays and packaged in sterile containers. This new 
trend in processing allows for greater economy in the following 
ways: 

* Fruit can be cackraged in containers f: various sizes 

to as large as 300 gallons or more; 

* Fruit can be packaged in rectangular cartons rather than
 

traditional round cans for greater storage facility and
 
capacity;
 

* Fruit does not require refrigeration, which reduces 

storage and transportation costs; 

* There are flavor, color, consistency and nutritional 

imorovements; 

* There is potential to open up new markets that were 

previously inaccessible due to transportation and 
refrigeration limitations. 

=
is cacital
This new method.ccessing costly in te s 0-


investment, but has great potential for island oroducers.
 
Following this summary is a paper on marketin processed fruits
 
that was presented as cart of this session (seae Appendix
 

L. Seafood and Marine Products
 

Rodner inget, Fishery Development Association
 
Don Halverson, Halverson & Associates/San Diego
 

Although four speakers originally were scheduled to cresent this 
forum, three were unable to attend due to unforeseen circumstan
ces. Mr. Halverson, a U.S. seafood imoorter and broker, was 
recruited to sceak with Mr % The discussion coveredWincet a 
wide rance of subjects w-ithout a snecific focus, ano evolved 
around tne cuestions of the carticipants. 

The oane ist comments included:
 

The S. marker cor seafood is actu al v a cc rcmetae of 
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small regional markets. The island -fish exDorte 4ces not 
have to se!l to the whole marketnrlace, but rath.r can focus 
on one of man.recional market segments as a =4rst stez in 
selling to the U.S. 

* Consistencv of cualitv and supply are -- ort:-- determi
nants of success in the cometitive seafood industry. Cnlv 
agree to sell what you know will be available, even if it is 
seasonal. A sales aoproach based on the unicueness cf the
 
Pacific origin of your product would be a 
good marketing

approach, especially for the gourmet seafood market.
 

* FDA Analysis of seafood shipments are stringent. Quality
 
control. must be maintained to ensure oromot release of
 
shipments through Customs procedures.
 

* Fresh tuna (skipjack, albacore) might cossibly sell bet
ter than canned tuna. Baked skipjack has a taste closer to
 
red meat than the expected fish flavor. This nusua I
 
characteristic could be highlighted in sales to 
that segment

of the U.S. market that does not favor fish. 
 This consumer
 
group tends 
 to buy fish that does not look or taste like
 
fresh fish such as or
breaded frozen fish sticks fillets.
 

* It is best to sell your fish throuch a broker. One can 
locate potential brokers through the Membership Roster of 
the National Fisheries Institute or the Seafood Business
 
Report.
 

* Another marketing approach would be to promote and sell 
Pacific Island seafood on a generic basis through a regional
marketinc association. Successful examoles of such
 
organizations are the Alaska Seafood Marketing Institute and
 
the North Atlantic Seafood Association.
 

* There are growing markets for seafood as cat food and 
sportfishing bait in the U.S. Also, in Hawaii, smoked and
 
salted fish are popular. On the West coast mainland, sur
face fish such as tuna and mahi mahi 
are good sellers. Reef
 
fish are usually not abundant enough to export to the U.S.
 
and therefore are not well known nor popular. It is 
 not
 
advisable to introduce a new fish with only a limited avail
ability to the market with the exception of courmet and/or
 
restaurant buyers.
 

* Gourmet restaurants often curchase several fresh fish or 
disolav and a box of frozen fillets for actual preparation.
 

* Point of sale oackacinz for scecia1 _v seafoods can be 
ouite elaborate and expensive. However, scecial oackacina 
can sell "gourmet" fish at hiah market crices. Boxes with 
view windows are a common, cpular courmet :ish ocacaci no. 

* The U.S. reaional fish markets can be monitored -hroucnl 
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thiat on n 
demand. These newsle'i are acible f the ".a-tca 
Marine Fisher Service, tart c f' S. De ar n. 
Comnmerce cn a sus C:on uasis. 

wee>:iv newspapers ror- se r ces -a 

* The market for .7 ,rccduots ihe U.S. a!!s into 

three basic cateoorie: I) a fcocd oroduct in small sneets 
c
of zlakes; 2) as a thic'eni_n acn. for focds and other 

products; and, 3) for medicines and drucgs. The U.S. prc
duces cold water varieties of brown and red alcaec only. 
Tropical varieties currently have tneir ma or mar.<ez in New 
Zealand. 

* The bv-catch frcm tuna nets is available fcr Durchase and 

processing from large tuna fleets. These varieties of
 
could possibly be sold in the U.S.
 

* Yarketinq is -io from - Fisheryassistancen'a teavailable arinethe ' =' 
Manacement Ccuncii, e sIac, -he ,t_ .=.. .nenes 
Service amona other agenci:s. fhe atnal Fisneres 
Institute holds an annual conference. A Pacific Island 
regional seafood coooeratie, or individuals, could rent a 
boot-h an market, heir products ver, effectively at such an 
event. The NFI could provide cn-coing information on the 
U.S. seafood industry throuch membershn- and/cr attendance
 
at events.
 

*-The Paciic Tsland et.nic comunities in Hawaii and tie 

mainland may serve as a stIrt,nq oont for sales develooment 
in the U.S. 

* When marketing fish, use Latin names on all invoices and 

cormercial documents. This will avoid confusion caused b 
the man',. different common names -or the same varietv of
 
fish.
 

M. Handicrafts and Artifacts
 

Caroline Yacce, Pacific Pathways, Inc.
 
Linda moriarty, Office of Hawaiian Affairs
 
Peter Elvv, Handicraft Advisor, SPEC
 

with a slideshcw cresentation of Pacific
This session becan 

Island handicrafts in museums, museum shoos and cift shops. The
 
photographs illustrated the main noints of Caroline Yacoe s oten
inc oresentation whic ,,ere:
 

* 'anv Pacific 7sland handcrafted iems can and should be 

sold as "fine art oieces", not handicrafts _his is esce
ciallv true when marketin hich cualizv, unicu rcCc7ucts and 
artifacts to muse= and caller.' shcts. 

* Labellino is an exee, : imcor-ant asnc, c: mar'-e -:na 

handcrafted items in the U.S. A label shc§d incude the 
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olace of criin; ace; the materials used; the name of the 
traditional .. currenteS.em. nd/or use; ant'c-o ca/

ethnolocical sicnificance; 
 a ma o t area and, ihen

possible, the name o the craf-serscn. Lac ni ation 
will increa=se interest in tha item as it e"c-es te buyer.
Also, the recogit-o iven craftsnerson b I clusion
of his or her name on the label (or item) wi l add to 
his/her r4de and motivation for high quality orcduc-ion.
 

• Museum shoo buyers insist that items are "of a very fine 
quality, unique, and that they:be a reasonable price." (In

fact, the Director of the Honolulu Academy of Art Shop

attended the ocenina night of the Pacific Islands Trade Show
 
and made man'v purchases.)
 

* Worldwide recognition of the fine craftsmanshic and 
beauty of Pacific islands crafts has been achieved in recent
years. The :'etrcoolitan ,'useum of Art in New York Citi has 
coened a new wing (The Michael C. Rockefeler W',ino) which
houses "orimitive 
art" from around the world. Pacific
 
Islands Crafts are -rominently featured in this very

important collection and renowned museum.
 

• Though Pacific Islands' handicrafts and artifacts
 
represent a long tradition, they do not have to remain
 
static in desicn. The art reflects a changino culture and
 
traditional designs can be adapted to modern uses.
 

* On Oahu, The Bishop Museum, The Honolulu Academy of Art 
and the Polynesian Cultural Center are all potential outlets 
for Pacific Island handicrafts. 

Linda Moriarty7 stok_e about the Hawaiian market for Pacific Island 
handicrafts and artifacts from her cersoective as a Native Hawai
ian and imoorter of h.andicrafts. Asan exporter must find a 
niche in the market, so must an i-or.er. Ms. Moriarty sells 
primarily to calleries, museum and hotel shons and bouticiues th.at 
do not have a mass market, tourist clientele. She imports uni
que, high quality items only, which are not in comcetition with 
the man,; handcrafted products from Asia (Philippines, Taiwan and 
the Peoples Republic of China) that dominate the market in Waiki
ki. She believes that Pacific island exporters have a good
market in Hawaii with local residents and, especial!-, the ative 
Hawaiian ccrmunity. Native Hawaiians are not crocucing many
handcrafted items any loncer, but maintain t heir appreiat -on for 
high qualit; traditional craft items from the Pacific. These
 
customers have less of 
a need for education than other cnsumers 
because of their_ ore-existina knowledce of Pacific items and 
materials. On the other hand, because or tns faml ar-; i h
the traditional handicrafts, they want and ex<ect only hicah 
aualitv items. 

There are two handicraft markets: 
 I) The interna Pacific island 
market for locals and tourists; t' e -:tort-aret. 
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between markets _ehalf the 
craftsoerson and the exorter. The local tourist market (ec., 
boat days) is normally a lower cualitv, lower crirea markt. The 

There often is confusion these on of 

decorative cdesicns nren incorcorate tne name o: tne nation or 
town. Usually artifacts are not included in this market. The 
type of item crafted for this market is not normally, suitable as 
an export item because of the lower quality and tourist identifi
cation (name of Island). 

Also, there are two types of handicrafts: 1) decorative (i.e.
 
Tapa); and, 2) utilitarian (i.e. handbags, wahala mats, food
 
bowls). Crafts that fit into both of these categories have the
 
best sales value. However, high quality remains the most impor
tant determinant of marketability.
 

Ms. Moriartv oresented a series of slides to illustrate
 
characteristics, problems and recommendations regarding sales of
 
handicrafts and artifacts in the U.S.:
 

* Food bowls are decorative and utilitarian. Do not over
look everyday items when determining your selection for
 
export.
 

* ,coden items such as Kava bowls must be cured correctly 
to orevei cracking. Pack them carefully with explicit
 
handling instructions on the shipping label.
 

*."ark your items carefully - preferably on a separate, 

detachable label. Do not use indelible inks cn items that
 
could mar the beauty of the decoration or design.
 

* Educate customers about your products through marketing 
materials. 

* Finish your products with care so as not to detract from 
the natural beauty of the shells, wood, fibers, etc. 
Plastic liners in baskets only appeal to the mass market in 
lower priced items, If plastic is used as a strengthening 
raterial in a basket, make sure that it is intecrated with
 
the natural materials.
 

* Wahala floor mats have a great aooeal in Hawaii. They 

mesh with the Hawaiian lifestyle and are serviceable, 
comfortable and easy to clean. A ticht weave increases the 
durability and price of a mat. (Fine, tightlv woven mats
 
from Tokelau can last up to 20 years under normal use.)
 

* If tapa is used for a utilitarian item (i.e. the cover of 
a basket), it should be treated wit'- a plastic overcoatino
 
to protect its durability.
 

* Pricing should be based on the qualitv of an item rather 
than on the number of units in an order. Often items of
 
like style, i;_ll 7zreatlv in
decoration and materials vary 

quality. Attention to detail and craf-smanshi will brinc a
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higher price.
 

* 
 All items should be thoroughly inspected for insects and
 
water damaue (mold, mildew) prior to shioment. U.S. Customs

will deny damaged or infested items admission into the U.S.
 

The consensus of the panelist was 
for the handicraft and artifact
 
exporter to set high standards for their products. Attention to
detail 
in product crafting, selection, packaging, labeling, shipping and pricing will pay off in increased sales and satisfaction
 
among your buyers.
 

N. Soecialtv Items
 

Kathy Gower, Action Research International
 
Ruth Greenberg, Tidepool Galleries
 
Dorrie Paganini, Papermania
 

Among the specialty products from the Pacific Islands that 
 were

represented by conference participants were stamps, handicrafts,

seashells, 
 foods, cosmetics and jewellery. This session touched
briefly 
on all of these items, but primarily focused on ceneral

marketing tips for specialty products and on 
seashells.
 

Ruth Greenbera, 
 owner of the Tidepool Gallery in Malibu,

California, is collector and retailer of
a shells, arts and
crafts related to the sea. 
 Her informative oresentation included

practical tips and facts for 
Island exporters of seashells and
 
related items:
 

* Although Pacific Island shell exporters have stiff
 
competition from the Philippines, small shops and collectors'

will buy specific specimens and unusual, good aualitv
 
shells.
 

* Buyers only want shells that are taken live and properly

cleaned. Beached shells lose their shine and true
 
characteristics. Proper cleaning guards against stains from
 
the natural acid in the shell that comes 
from decay.
 
* Properly cleaned shells retain none of the animal. 
Shells can be buried in the sand, left to ants to clean and

then boiled or, frozen, then soaked in a one to one 
mixture
 
of bleach and water for one 
day and then rinsed.
 

* Shells should be accompanied with its scientific 
 name,
 
the location where it was 
found and the depth of the water
in which it was collected. This informaticn is important to

both scientific and serious collectors.
 

* Common 5heli names vary throughout the world. '. 
Greenberg recommended two publicazions when identifying

shells:
 

Seashells of 
 the World: A Little Golden Book 
 an
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inexpensive guide which lists both common and
 
scientific names of shells; and
 

1,000 Seashells and Their Values a more expensive
 
hardcover book with good pnctoraphs, a listing of
 
price ranges and locations to find specimens.
 

* Another useful guide for the Island exporter is the 

periodical "Of Sea and Shore" a magazine for shell
 
enthusiasts. Shell suppliers can place classified ads in
 
the magazine to market their shells. Of Sea and Shore
 
Publications also publishes "A Sheller's Directory of Clubs,
 
Books, Periodicals and Dealers" which lists shops dealing
 
shells and handicrafts throughout the world, and several
 
other catalogues. The address for these references is:
 

Of Sea and Shore Publications
 
Box 33
 
Port Gamble, WA 98364 USA
 

* Prices shown in catalogues are retail prices. The 

wholesale sales prices must be 50-60% lower. 

* Shell dealers will often make purchases based upon re

ceipt of a sampler package of shells. Also, dealers usually
 
will pay the shipping costs, at least, for these samplers.
 
Exporters can also send written descriptions of shells to
 
potential buyers.
 

* Shells are most commonly shipped air freight to U.S. 

buyers. 

* Do not overlook small, good quality cowrie shells that 

come from the Pacific Islands and then search for those
 
specimens rather than the more common shells.
 

* Many shell dealers are interested as well in shell craft

ed items such as fine quality jewellery, shell tools (coco
nut graters for example) and shell beads. Ms. Greenbefg
 
advised participants not to overlook what they consider to
 
be everyday items as these may be unique to the U.S.
 
collector.
 

Ms. Greenberg spoke briefly about the need for crafts supplies as
 

specialty items in the U.S. Beads of shell, stone, wood and bone
 

are in demand by craftspersons. Trade beads sell from SI-l0 each
 

depending on quality and age. Also, many basketmakers appreciate
 
fibers from the Pacific, i'lcluding pandanus, coconut spine,
 
hibiscus, bacbac, mulberr,, sennet and "cigarette paper" (the
 

white lining of pa,.-anus leaves). All fibers must 'De clean, dry
 
and bug free to enter the U.S. Small quantities oF Tvory "ut for
 

carving could sell to rock and gem shoc.s and mi,,eraI shows. (It
 

sells for approximately $1.50-$2.00 per pound.)
 

Specialty items are literally what their name implies - unusual
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or unique products not commonly available to the consumer.

Therefore, these products cannot be marketed as 
on a large scale
 
as 
 mass quantity items. Economic principle dictate that these
 
unique items in low supply generally will sell for a medium-high
to high price. Market research to determine the necessary
quality, quantity, packaging and prices to profitably market 
specialty items to a target consumer group is very 
 important.

The following is a list of considerations for the specialty items
 
producer:
 

* Ability to produce. If you cannot supply a large quanti
ty on a regular basis, then focus production on high quality
 
and low quantity.
 

* Packaging may be of particular importance for unique 
items. Educate and inform your buyers through packaging.

For example, include recipes, a description of the original

use for the item, 
 an account of the history or cultural
 
origin of the product, sketches or photos of the island
 
setting, etc.
 

* Promote the unique characteristics of your item: Island 
snack foe can become "gourmet foods" in the U.S. 

* Buyers often want a quantity of items for display 
purposes. These products do not have to be exactly alike. 
In fact, riations among the items could enhance their
 
specialty 1, w.
 

* Consistent supply is important, especially if a buyer is 
dependent solely upon one producer. 

* The U.S. mainland market is very different than Hawaii. 
Do not expect results of market research in Hawaii to apply

to mainland consumers. The West Coast market 
current y

imoorts few items from the Pacific Islands.
 

* Trade and industry shows are efficient and effective
 
venues to establish contacts with dealers, 
 importers and
 
buyers. A producer may witness their coipetition at work 
prices, quality, packaging, etc. There .re trade shows for
 
all major industries.
 

* Trade journals and professional associations exist for
 
most specialty products. Libraries have listings of these
 
periodicals and associations. Often, producers may place

ads in journals to market products or to recruit deaiers.
 

* Island ethnic communities in the U.S. may provide an 
amenable first market for item.an These groups more than
 
likely 
 will not require elaborate packagin; or educational
 
efforts because they are familiar with the products.
 

The session wound up with a discussion about mail order catalo
gues as marketing devices for specialty items in the U.S. 
 None
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of the panelists or audience participants were well informed
 
about mail order marketing, but some helcful comments were ex
changed:
 

* Producers can develop their own catalogue at a high cost 

or sell items to distributors of already existing 
catalogues. 

* Existing catalogues have mailing lists of consumers 

prepared by market research specialists. 

* A large supply of an item must be available for 

distribution from a U.S. location. Otherwise, the time lag
 
from the Islands to the U.S. and foreign currency exchanges
 
would prohibit business efficiencies.
 

* Catalogues a*-e popular in the U.S. because they allow 

consumers to purchase directly from their homes. Many 
catalogues are seasonal, published only during holidavs or 
times appropriate to the items of focus.
 

In summary, most participants agreed that the small Island pro
ducer should sell to an established catalogue house rather than
 
striking out independently. The other alternative suggested was
 
a regional catalogue marketing organization to promote goods from
 
the Pacific Islands.
 

0. Primary Agricultural Products
 

Leo Mayer, U.S.D.A., FAS
 
Jim Parkhill, Parkhill International
 
Eunike Atualevao, Essa Limited
 

Mr. Mayer chaired this very informative session on importing
 
agricultural products into the United States. Both Mr. Parkhill
 
and Ms. Atualevao have personal experience in this area and were
 
able to provide participants with current, relevant examples of
 
their points of information.
 

Mr. Parkhill advised Island producers to import to the U.S. only
 
when they have a comparative advantage or competi.tive edge over
 
U.S. producers. A comparative advantaQe could be:
 

* product quality
 

* labor availability
 

* GSP or other tariff dispensations
 

* timing (for example, fresh fruit is imported from South
 

America where the seasons are the reverse of the U.S.)
 

Mr. Parkhill urged producers to look for other creative advan
tages such as the following example from Chile where isolation is
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an advantage that Pacific Islands could mimic. 
Large agricultural companies develop their own seeds and need 
 clean, uncontami
nated growing environments for seed breeding, 
multiplication and
production. This production does not recuire large 
amounts of
land; the land does not have to 
be contiguous; the work is highly
labor intensive; it requires educated workers; and, it is 
a lowtonnage item. 
 This type of creative advantage holds the key to
 
success for the small producer desiring to export

competitive marketplace. 
 e to a large
 

Ms. Atualevao presented her experiences as an importer speciali
zing in coconuts and coconut products for the U.S. market. The
current rate of U.S. 
 consumption of coconuts is 
two million per
month: 50% from Central America. Coconuts must be dehusked to
conform to USDA regulations, and, therefore are usually shipped
in dry containers. As the American consumer always wants 
a high
quality product, 
 nuts must be sorted and repackaged upon entry
according to size and quality. 
 No cracked nuts srill sell. 
 Americans also do not buy nuts 
that have sprouted unlike many Islanders who prefer sprouted nuts. Timing is an important transportation consideration for coconuts: eight to ten days must 
be
allowed from the Islands whereas Central American coconuts arrive
 
in the U.S. after two or three days.
 

American consumers need to be educated about the uses and cuality
of coconuts in order to 
appreciate the differences between Pacific and Caribbean nuts. Pacific nuts 
are larger with firmer meat.

Coconut suppliers must work closely with their buyers in the U.S.
to make a profit. For example, large chain stores such as Safeway and Lucky only want uniform size coconuts so that they may be
priced per 
 unit rather than by weight. Also, produce market
prices vary daily. Therefore, regular deliveries and close communication with 
 buyers combine to insure a profitable venture
 
overall.
 

Agricultural products entering the U.S. 
 must meet phytosanitarv

regulations set by 
 the FDA and USDA. Often processing and
production facilities must be certified by USDA.
 

Questions from the audience 
generated a discussion about
fumigation and preservative methodologies. The recent ban on EDB
stands as an examole of the need to 
 exercise caution before
investing in fumigation facilities and equi;,ent. Other
 
alternatives should be explored such as:
 

* The double hot-water dip method of fly control (for

example: papaya requires a forty minute water bath at 42'C

followed immediately by a twenty minute bath at 
49"C.)
 

* A greener product can be picked 

* Radiation for disinfestation. This is very costly and
 
approval for the use of gamma rays for all foods up to 
 the

level of 100 kilorads is expected to gain approval in 
 the 
near future. However, there are serious questions about 
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whether or not U.S consumers will purchase irradiated oro
duce. The March 1984 issue of Hich Technolccv Macazine
 
contains an up-to-date article on irradiation of agricultur
al produce.
 

P. Tourism and Related Industries
 

Pamela Takiora Ingram Pryor, Pacific Planning and Research
 
Marae Irata, Acting Deputy Secretary for Natural Resources,
 
Republic of Kiribati
 
Carl Parr, Hawaii Visitors Bureau
 
Kawaipuna Prejean, Office of Hawaiian Affairs
 

Ms. Pryor introduced this session as not just a meeting for tour
 
agents, but rather a meeting to focus on tourism as an export
 
commodity. The goal of the session was to explore how island
 
nations can penetrate the U.S. market with their product, tour
ism, and at the same time examine the problems of cultural and
 
social degradation and infrastructural requirements that are
 
affected by the tourism industry. The role of most government
 
tourism agencies is usually to minimize the negative effects and
 
maximize the economic benefits of tourism. These efforts are
 
heavily affected and at the same time dependent upon marketing.
 
Mr. Parr was introduced to discuss the Hawaiian model for market
ing tourism as a case study of the development of a tourism
 
industry.
 

The Hawaiian Visitors Bureau (HVB) is eighty years old, the
 

oldest in the Pacific, and is regarded as a model for similar
 
toorganizations in which government and private industry work 


gether. The HVB budget is developed from a combination of
 

government funds and membershio dues. Its goals are to promote
 
travel to all of the Hawaiian islands, and to maintain a contin
uing interest in the well-being of visitors to Hawaii. The goal
 
of the marketing department is to promote Hawaii as a desirable
 

convendestination for family vacations and for meetings and 

tions. The HVB has six departments which include:
 

1. Meetings and Conventions.
 

2. Special Services which oversees domestic and foreign
 
promotions of entertainment, trade presentations, store
 
promotions and community group activities.
 

3. Public Relations Department which produces films, slides,
 
posters, and 3 million promotional brochures annually.
 

4. Statistical Department which coliects data about visitors
 
and their impact on the economy, society, etc. Question
naires are distributed with the Hawaiian Department of Agri
culture information questionnaire on in cound flights to
 
Hawaii.
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n. Membership Development Program.
 

6. Visitor Satisfaction Department which conducts 
survv.s to
 
measure the cualiti of the visitors' experience in Hawaii
 

The HVB has regic -1 offices in the U.S. mainland and foreign

representation in V....
couver, Sydney, Hong Kona and London. Sixty

percent of Hawaii's four million visitors arrive from 
 the U.S.

Mr. Parr presented a slide show about the HVB and its activities
 
which reiterated the points made earlier.
 

Mr. Irata spoke about the ±iewly ftrmed Tourist Bureau in Kiriba
ti. Kiribati has very little money available to support the

Bureau or any promotional efforts. 
 The nation ocened its doors
 
to tourism, only Several 
years ago in one island croup (Line and

Phoenix 
Islands) and just recently began promoting Christmas

Island. It is relying upon foreign aid funds to 
 develop its
market campaigns and the infrastructure necessary to support

tourism. 
 The larcest obstacle is that of distance - the remote
location of 
 Christmas Island makes the infrequent air flights
 
very expensive.
 

Christmas Island is promoting its qualities as 
a light tackle

fishing resort and attracted 1,000 visitors in l983. 
 The Kiri
bati Tourist Bureau is keeping tight control on the influx of

tourism and the development of a tourist infrastructure. It is

pursuing 
a policy which will protect the culture and lifestyle

while still creating economic growth in the rural 
areas. It is

relying upon the multiplier effects of tourism revenue 
 to help

develop the outer islands.
 

Ms. Pry/or commented that the multiolier effect will stimulate
 
rural development and the local handicraft industrv. 
 Tourists
returning to their homes with high aualitv handicrafts will
 
stimulate the demand for the same 
in the external market.
 

Seminar participants voiced concerns that there may be 
 no real

and lasting economic gain from the development of tourism,

especially aspects of the industry that were becun with 
foreign

aid or investments. Food often must be 
 imported to service
 
tourism and these additional imports may cause an imbalance 
 of
 
payments.
 

The South Pacific Trade Commission represents 
all the member
Pacific Island 
 nations in its regional tourism promotions at
 
travel conferences.
 

The final speaker of this session was Kawaicuna Prejean, who

addressed the limitations and problems of the large tourist
 
industry in Hawaii. He described tourism as a "hosoitaliz"
 
industry, a trait that islanders are 
well known for. >!r. Prejean
believes that tourism in Hawaii 
has had many nenat'y, = ts o
 
the local culture and societ.. Its develooment must be constant
lv monitored and checked. There are man%- a-sentee le-nd cwners
who do not make full use of their proper__, e deny its use to 
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others; beaches have been c avec ove-- and ermanentlv 6estrcyed; 
the env i r c -. enn has been ann continues -o be ol>.ned. .- cau
tionec al Tsl-n-.s to care acu ... tne re icn as a w;hole ann to 
learn from h e lure cf =; Ha-,waii1n toursm ...C -erce m-.... n=- o._ c:na.._s _en a 

{ 

rre'ean ivi-ed neres a e 

the State Ca i-al di - ai ourism anc: ne Xative 
Hawaiian Comuunit,, later that afternoon. 

Q. Financina Pacific Island Products
 

Vincent Goddard, Eagle Fisheries - Chair
 
Lindsev Barrett, CPA, Coopers & Lybrand, Vanuatu
 
David Ramscur, Chief Economist, Bank of Honolulu
 
Rodner %,;ingeot, Fisheries e:elooment Associates, Sea-tle
 
Louis Sleeper, U.S.T.R. 
Misikei Chong Wana, :7-ee cment Ban of Western Samoa 
Nerle Crowe, Partner, Peat, .a.. 'litchell & Co.,/'Honolulu 
Carleton Wiliams, ..anacer, Deici-e, Ha-s k rs, & Sells 

The acena for this morn--c of -,resentaticns cn financial t c oros 
was altered to combine all of -he panels into a continuous 
procram. This allowed t-- sneakers to intersect coments and 
resoond to s-ecifi q1estions as topics overlapped. Vincent 
Goddard chaired the sessicn which was olanned to crocress throuch 
the followina tonics: business fundamenals; fi.nancing business; 
limitinQ risks; and, trade finance. 7n sum, the acal %.;as to 
address the oractical s-es islanders can take to inen-i:v and 
meet their financial needs. 

Lindsey Barrett from Vanuatu spoke from his perscective as a 
C.P.A. in a nation with a tax free environment which has a sophi
sticated ban'King and r-rofessional infrastructure that sucocrts 
local and international business. Recardina business undamen
tais, he made the followinc series of comments: 

* Island banks tend not to lend as much one" =or as lona a 

term as U.S. banks. They expect tne entrecre neur to 
contribute as much equity as possible to the venture. 

or* The greatest oroblem he sees is the failure 

businessoeocle to do their "homework." They fail to 
investigate thorouchlv the viabitv o f he. orcose_ 

--venture: Can the orcduc- ccmoe e in oneinte-ded market.
Is their particular island the best olace to oroduce it? 

How will cash flow be acc...oaated and manacee: t c in ance 
develocment? Are budaets clanned? Has a oank- check been 
run on investors? 

.... n exrensive,n e c Suas S 

off in the lonc run. Even two or three nours or 
consultation will hem to dete-rmrcoria e ' cInr 

Professional counseling,g, oncugn"ave:c ren..u a I In says 

c ckke 
sst.ems, bsodteets, ,ec 

i ote di.ffici, bankersDebt collc is .e but can 
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assist with letters of credit.
 

Entrpreneurs with idea'"one often 
islands ..ere the ccnsumer market is tcc small to support a 
single prcduct venture, Also, business cvcles mus-. becarefullyi 

.o ail in the 

lanned for capital must be available for
expansion into new markets that are necessary for survival. 

* Localization policies which are revalent in the islands
 
are often counterproductive from the 
 capitalist economic

perspective. Local labor sources often cannot 
meet the
demands of international business due to 
low availability or
 
untrained wrkers.
 

* Develoment banks often provide better funding than 
 nor
mal banks. Entrepreneurs should investiga
.. - as
_ea. many options
 
as are available for funding.
 

* Islanders should investigate and take ar7antaae of all
 
tariff incentives relevant to 
their ventures.
 

Mr. Barrett sketched the tvical island company and its 
finances.

Companies are usually family owned with debt 
 equity to many
different people and or entities. They usually require
investments of less than Sl00,OCO. Profits average 3 percent.
Typical loans have five year repayment terms and often include aballoon payment. The most common problems are cash flow and low=
levels o labor productivity. Greater discipline on the part of
management in supervision and budget controls would bring a 
greater return. 

Mr. Wincet focused his comments on the important role of the
business plan in securing funding in the U.S. 
 'He described the
business nlan as initial towardsthe ste joininq entrecreneurs 
and investors. This difficult task can be simplified with tnehelp of an expert - scmeone who kwr.cs the business envi .onmentand the market within w;hich t entrpreneur intends to ccmcete.Experts could also have contacts in the szecific industry to helo
with the actual growth and deveicoment of the venture. 

The major components of a business clan should include:
 

A statement tha- aescrines the product and the market. 

* A management plan including the actual personalities 
involved and their Orevious excerience. 

* A descriptive list of octential buyers and 
their need for
 
the product. This can include le 
ters of intent when -ossi
ble. 

* A production plan includina sroduc-4on schedules and
 
requirements.
 

* A statement of the investors -iskir ew-d balance. 



amounts an( 

ecuitv money the venture intends t 
* A financial ,an includino he-_, cf debt -mn.. 

.anage. 

* A risk analvsis including all ooaentia orbnemsr for the 

venture such as raw materia s u'slv, price controls, 
manacement death, transcortation, etc. 

Mr. Winget closed his presentation with a brief discussion about 
the Overseas Private Investment Corporation (CPIC). OPIC is a 
U.S. Government entity wor-king to facilitate U.S. investment 
overseas. Pacific Island nations which are current members of 
OPIC are Papua New Guinea, The Cook Islands, Western Samoa and 
Fiji. Governments must apply to join OPIC, but once the initial 
agreements are in place, private companies may c.irectly involve 
themselves with OPIC's programs. Mr. Winger suggesed that 

entrepreneurs from member nations take advantace of OPIC's 
Opportunity Bank-a ccmputerized data bank listing U.S. comoanies
 
with an interest in overseas investments.
 

Mr . Ramsour, Mr. Carleton and Mr. Crowe spoke about securing 
investments and reiterated several of the points raised by Mr. 
Winget. 

In order to obtain financing and investment for business
 
ventures, a companv needs to provide information similar to that
 
contained in a business plan to funders. These speakers
 
oarticularly emphasized inclusion of the following:
 

* Details of the capital structure, assets and capital 

recuirerents ; 

* A list of other pctential lenders,'investors that have 

been approached; 

The local services that will be reauired (both
 

professional and unskilled);
 

Sources of raw materials and labor; and
 

* The relationship of the company to the country and 

society - a social impact and/or country risk assessment. 
This should include information about the financial 
condition and external debt. Anv local ocoosition to the 
project should be ackncwledged full'. 

-

Mr. Sleeper described the United States Trade and Deveiooment
Program (USTDP) as a small acency working with U.S. comroanies to 
sell tne'_r coods overseas. USTDP is a sister orcar.. to US _ 
and OPIC and funds multipurpose, action - oriented feasibility 
studies. It does not fund project i4.plementation costs. .ulti
ouroose studies include:
 

A technical element - 7s the -echnolocv"orsen- in the 

countryv or at the site to conduct the business or ro ject? 
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* Economic cuestions - H-ave all the al-ernatives been exa
mined to find the .-cst cost efficient amon them.?.,hat is 
the si-e of the crcec t in r ea-on tch. eccnomic context? 
* Financial cuestions- "',.-at the costs?are WhaTais the
 
projected rate of internal return?
 

* Marketing aspects - What is the market demand for this
 
product or service? This aspect is crucial to the success

of any project.
 

USTDP also funds "definition missions" for which they send out 
a
team of experts to investicate a projec_ It-in one or two
weeks, the team reccrmends whether or no-
 OPIC should Pursue the
project further. 
 One criteria fcr a cositive recmndaio i 
the expectation that U.S. sales will result frcm the project.
 
A arge project or group of smaller simila ust
 _ ,,~lr r:Di~nr ec,:s Ma'V Ul _ :V 
the use of USTDP funds for a "technology s-mccsium." 
 U.S. representatives of appropriate equipment, 4technolog and services are
 
sponsored to 
display their goods in the nation hosting the
ject. National development plans often emphasize 

pro
a Darticular
sector of their economy for develocmant. For ex-rmple, there are


half billion dollars worth of coal miic
one crocessinc and
marketing projects 
 in the Philippines for 
 "zhich technolocy
symposium of U.S. technology was sconsored by USTDP.
 

No matter which type of 
USTDP funds are desired, the following

criteria are considered important in the 
 application review
 
process:
 

That there be potential procurement of U.S. ecuiment
 
o Sand/or labor; 


* That U.S. investment is an .m.ortant element; and 

* That the project be in a prioty., development cateaorv 
for the country. 

Historically USTDP has spent one half of al 
of its funds on
energy related projects. 
 Other major fundino areas are acricul
ture, transoortation and telecommunica-ions.
 

Mr. Misikei Chong Wang spoke briefly.': about the Development Eanof Western Samoa. 
The Bank is 100% zvernment owned and has been
operating .or 
ten years. its main --unction is to provid0e1.financial assistance and technical adv - .
 in suPor_.t of
i development

efforts in the nation. 
 It primaiaundsy f acricultural development '-ut has made 
scm-e loans to small businessmen :or manufactur
ing, processinc and service ventures. Clohte Bank iSgovernment owned it receives mcs-_ o:f its funds from t s_' Develocment nk which, in turn, lar. ' zundd bt -he-Small oan_s of S700-S2,9O0 are the mscs t como,,n . The ma- r rCrblems the ank faces are in cbtainino colat.ra! for oans and in
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four cer cent of the land in WesLern Samoa iscollection. Only 
freehold, which disallows e use of land for security . Produc
ers oftern have difficulty selling their qcos and n return 
cannot make cayments on their 6 percent ans. 

in an attempt to resolve these problems, the Bank is sponsoring a 
traininQ -rcrami to enhance client skills in management, finan
cial planning and accounting. 

IV. LOOKING AHEAD - - STRATEGIES FOR THE FUTURE
 

A plenary session was held on the morning of the last day of the 
conference. The goal of this closing session was to briefly 
review and highlight the main events and issues that character
ized the week. Predictably, several common themes and concerns 
bound the eiahteen formal and the informal meetings tcgetner. 
William Pauce chaired the session alona witn conference organi
zers .,lexander Mamak and josech Harrison. .:ter a summation of 
the key issues raised throuchout tne various sessions by Mr. 
Paupe, the floor was ocened uc to ccmments from ti. ccarticicants. 

A. Comments from the Floor 

The following statements are drawn from among the many comments
 
made by the conferees:
 

* Senator Peter Christian (Federated States of Micronesia):
 

The cultural heritage of the island nations must be preserv
ed as development occurs.
 

* Honorable Faasootaulaa Saili (W,-estern Samoa): Japan of

fers a huae market that should be ez<lcred in addition to 
the U.S. 

* Bill Harris (Tonaa): Regional ccooeration in traf'e 

develooment is imoortant for the future. For the oresent,
 
participation and benefits of Pacific island - U.S. trade
 
should be mutual.
 

* Mariano Kelisi (Solomon Islands): The U.S. should follow
 

up on the conference, especiall'; in efforts to overcome
 
transportation barriers.
 

* Lindsev Barrett (Vanuatu): More Pacific Islander inout
 

should be utilized in planning any future conference of this
 
nature.
 

Chief from American Samoa: The U.S. nrivate sector
 
should allow Islanders to investicate business ceocie thor
oughly. 

cf moan 

ers snould not rely uccn outsiders to establish tCur sm in 
* Saneli Tuecelecanca (Office or A::airs): Isan
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their 
nations without careful planning and control to main
tain cultural integritv.
 

* Hon. Epeli Kacimaiwai (Fiji): Islanders must work to
wards improved intra-regional CommuniCation and -ake use of
 
SPEC and SPC.
 

* Marae Irata (Kiribati): Islanders must look internally
 
to their own needs and desires 
 as they plan their own

development strategies.
 

Though the 
 above comments 
are only a few of the many that were
made by spokespersons from all of the participating nations, they
are representative. A 
more thorough summary of the plenary
session proceedings and conclusions follows below.
 

B. Transoortation
 

Which 
comes first - shipping arrangements or 
sales commitments?
This issue was raised over and over with little agreement. Shippers say that sales should be secured but exporters counter that
they need shipping costs 
in order to quote CIF costs and 
 secure
sales. Regional cooperation is the direction 
in which the
discussions invariably lead.
 

* Access to shipping services must be affordable and
 
reliable.
 

* Transshipment, 
feeder ships, foreign trade zones are all
 
alternatives that need further development.
 

* Regional cooperation (as in 30-day free container storage
in American Samoa) should be a planning priority.
 

C. Marketin
 

What and where are 
 the markets for Pacific Island products in
the U.S.? These 
 two basic questions underline the need for
marketing assistance to small business persons in 
 the Pacific
Islands. They want more information and training in the follow
ing areas:
 

* Market analysis 

* Market planning 

* Resources to tap in the U.S. in order to full,

participate (trade centers, industry associations, journals)
 

* Sales representation abroad 
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D. Finance
 

Needs for capital can only be met throuch increasedi interest of
 

investors in the islands. Creative financing should be explored
 

to attract investments which are usually less than S100,000.
 
coooera-
Governments should encourace oublic and orivate sector 


tion on trade and finance assistance.
 

More education and training are needed to help protect the
 

island businesspersons from disadvantageous foreign business
 
practices.
 

E. Reaional Coooeration
 

efforts between both public and
Regionalized trade and commerce 

orivate sectors was the most common theme throughout the proceed

ings. Areas for new or expanded activities include:
 

* joint ventures 	 * sharing resources
 

* 	 protection of resources * marketing associations
 
(especially marine)
 

* trans-shipment/storage * education and training 

* increased inter-island trade.
 

Regional or national marketing associations, again, fit into the
 

theme of regionalization of the Pacific. This notion came up in
 

conversations from stamps to fish to handcrafts.
 

F. Primary agricultural Exoorts 	to the United States
 

to
Participants called for information services and literature 

increase their familiarization with reaulations and restrictions
 

on all aaricultural exports to the U.S. includina:
 

* Fumigation requirements. 

* U.S. mainstream and island ethnic consumer group market 

potential. 

* Marketing techniques for agricultural products.
 

G. Handicrafts
 

There are imcortant factors to consider before importing handi

crafts into the United States:
 

* Quality control 
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* Pricing of articles 

* Labelling and oackacing
 

* 
 Detailed description of ethnograchic pieces
 

* Shipping costs 

* Delivery schedules 

* Capacity to produce in auantitv 

* Maintaining authenticity and cultural integrity 

* Knowledge of the specific needs of the U.S. market 

Some follow-up programs that were suggested are:
 

1. Training for participation in trade shows, including

guidance on pricing, 
pric, lists, pricing in different cur
rencies, order books, catalogues etc.
 

2. Assistance in the design of marketing materials including

labels, posters, handouts, maps arid display information.
 

3. Further research the on U.S. market, both in Hawaii and
 
the mainland.
 

H. Constraints to Trade
 

* Over-competitive and prohibitive shipping charges. 

* Insufficient understanding of the regulatory requirements 
of U.S. trade laws and product quality, standard and market
ing presentation.
 

* Lack of adeauate understanding by the U.S. consumer of 
Pacific Island products and their unicueness. 

* Insufficient knowledge of FDA's specific requirements and 
controls for individual products marketable by Pacific Is
land countries.
 

* Lack of confidence on the -art of the island medium and 
small scale entrepreneurs to initiate business in the U.S.. 

* High financial risks. 

* Lack of knowledge of resources and opportunities avail
able for developing business with the U.S. 

* Not enough incentive to invest because covernment and
 
private sector cooperation is lacking.
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* Infrastructural inadequacies in transportation and 

communication. 

* Lack of capital investment funds. 

* Inconsistent ability to produce and sell products due to 

a lack of material resources, raw products and support
 
services.
 

I. Foreign aid
 

More information about aid projects and opportunities iF desired.
 
This includes education and training programs as well as financ
ial assistance. A strong sentiment to become less dependent on
 
foreign aid was expressed by many, although short term aid may be
 
necessary and desirable.
 

The Trust Territories have different aid opportunities than other
 
nations in the Pacific and would like more appropriate assistance
 
programs in their regions.
 

j. Follow-uc Activities
 

* Annual trade and development conference. 

* Local and regional follow-up sessions assisting in mar

keting, business administration, financial management, trade
 
regulations and procedures, policy development.
 

* Policy review on the part of governments with respect to
 

trade concessions and cooperative acreements with the pri
vate sector.
 

* The development of marine resources is the key to econo

mic growth in the Islands and should be a priority for
 
commercial develcpment efforts.
 

* The U.S. private sector should be stimulated to invest in
 

the Pacific Island countries.
 

* Small scale seminars arid meetings of U.S. and island 

producers and entrepreneurs in the U.S. to develop contacts 
and maintain a high level of confidence and continuity of
 
business transactions.
 

* The development of a Pacific Islands Trade commission on 

the West Coast or Hawaii to promote and coordinate the
 
marketing of Island products.
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K. Summary Statement
 

The participants in the Pacific islands Trade conference held in

Honolulu, March 18 
- 23, 1984, recognized the pressing need for

private sector development and excandi 
ng trade links between the

countries and territories of the Pacific and the United 
 States.
 
The participants recognized that there 
are constraints to Pacific
 
Islands/United States trade. 
 These include expensive and some
times irregular shipping links, 
 a lack of knowledge of the U.S.

market and U.S. import regulations and procedures among business
 
people from the region; a lack of knowledge of the Pacific region

and its 
products; minimal coordination of trade activities among

Island business people; 
 a need for increased cooperation between
governments and the private sector; 
 and, a lack 6f finance for
 
market development, training and export development.
 

The participants in the Pacific Islands Trade conference 
agieed

that there is a need for private and public sector efforts to

reduce such constraints. 
 These efforts should be taken 
 up by

individuals 
 from the private sector and private sector organiza
tions 
 in the U.S. and the Pacific, Island governments and the

U.S. 
 government agencies, and regional and international organi
zations.
 

To reduce the constraints on Pacific Islands/United States trade,
individuals, 
 governments and organizations represented 
 at this

meeting have noted that there is 
a need for:
 

1. Training programs and 
 information on agricultural,

handicraft, tourist and other markets in the U.S., 
marketing

strategies for these products, 
 and U.S. Customs, USDA and
FDA regulations and procedures. 
 There is also a need 
 for
 
management trainina for private entrepreneurs in the Pacific

region. 
 Perhaps this could include relevant U.S. domestic

trade and business related orograms that might be 
 expanded

to Pacific Islands, for 
 example the Small Business
 
Administration.
 

2. Future 
trade meetings and trade shows to increase U.S.
 awareness 
 of Pacific Islands products. Planning for such
activities should include more 
Pacific Islands participation

and joint coordination of agenda and issues 
 identification.
 
There should also be more particioaticn by the U.S. orivate
 
sector as 
potential buyers in such activities.
 

3. Market development and marketing assistance for Pacific

Island products to be sold in the United 
 states. Such a
need could be facilitated by the establishment of a Pacific

Islands Trade Association in the United States and 
 a U.S.
 
Pacific Island Businessoersons Association.
 

4. Affordable and reliable shipoing 
and air services

between the Pacific 
 :slands and the U.S. 
 The shippina

studies conducted thus far should be 
:onsulted and crivate
 
sector involvement 
 :n shippinc develcpment must be
 

59
 



encouraged.
 

5. Review government policies in the U.S. and Pacific
 
Islands that may inhibit or facilitate trade between the
 
Pacific Islands and the United States. More importantly,
 
there is a need for more public and private sector
 
cooperation for trade development. In addition, it is
 
important to seek ways to adapt government policies and
 
regulations to allow increased trade.
 

6. Increased finance to develop export industries, shipping
 
and marketing through both private and public sectors. It
 
is also necessary to have assistance and training in the
 
development of financial arrangements.
 

7. Develop marine resources for both domestic consumption
 
and export that will ensure sustained local supply and
 
export income.
 

8. Information on potential U.S. importers and investors to
 
ensure their reliability as partners in Pacific Islands and
 
U.S. trade development. There is a need to establish a
 
Better Business Bureau for protection and information.
 

9. In the specific area of agricultural products:
 

(a) There is a need for the USDA Foreign Agricultural
 
Service to assign an extension agent for the Pacific
 
region to inspect food processing facilities and export
 
products and to be present for required fumigation
 
procedures.
 

(b) There is a need for qualified insurance agents to
 
supervise laboratory procedures for the testing of
 
agriculzural imports to meet insurance company require
ments.
 

V. EVALUATION
 

A. Introduction
 

Pacific Studies Institute developed a questionnaire which was
 

administered as the main evaluatory mechanism for the conference.
 
The purpose of the evaluation was to obtain critical information
 

about the participants' views of the relative success of the
 
meeting. So this evaluation was a direct outgrowth of the
 

initial survey of local entrepreneurs and island institutions in
 

planning the overall conference undertaking. The previous
 
survey of local entrepreneurs and island institutions identified
 
resources and Darticicants for the conference; acquired baseline
 
data on entrepreneurs and trade with the United States; and
 

assisted the project team in developing an agenda based upon the
 

expressed needs of those returning the survey question:iaire.
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B. Evaluation Instrument
 

The evaluation instrument 
developed for the conference was
 
,
designed to be comoleted b each particiant before the


conference formally adjourned. 
 The nature of the cuestionnaire

(see Appendix M) provided for quantitative data deriveci from the
relative ranking of the first six questions according to a scale

of 1 to 5, 
with 1 being poor and 5 excellent. Questions

through 13 provided an opportunity for individual 

7
 
responses in


written form and composed the qualitative portion of the data.
 

A draft survey instrument was approved by the project team in its

meeting with USAID representatives before the conference 
began

and once finalized it became part of the conference packet for
 
each participant.
 

C. Evaluation Results
 

There were 251 participants -: the conference representing the
United States, New Zealand, Australia, and 17 Pacific Island

nations and states throughout the Pacific 
 Basin. Aooroximatel.,

19 percent of the total number of participants responded to the

questionnaire. The completed evaluation forms were collected,

reviewed, coded, 
 and machined for tabulation. Since there were
 
an unequal number of representatives from any particular island

nation or 
state, there is unequal weighting of the results.
 

The following list 
gives the number of completed evaluation
 
questionnaires per geographical area:
 

United States 4 (mainland) Cook Islands 2
 
Fiji 7 
 Hawaii 3
 
Marshall Islands 1 
 Niue 3
 
Papua New Guinea 4 FSM 3
 
Solomon Islands 1 Tonga 8
 
American Samoa 11
 
Total 47 respondents
 

The first six questions provided an opportunity for each

participant to give 
a numeric ranking of the conference. Table 4
 
presents the results 
 of the 47 responses according to each
 
question.
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TABLE 4 

Total number of resccnses and averages acccrdinc -o 
evaluaticn fcrm cues-icns I -_hrcugh 4, where 
excellent and I = ocor 

QUESTION 	 RATING Total Avg. 
5 4 3 2 1 Resp. Rating 

rate the 	 18 23 4 1 1 47 4.191. 	 How do you 
facilities? 

2. 	 Did you have a clear idea of 10 16 13 5 2 46 3.59 
what was to be presented 
during the Conference? 

3. 	 Do you feel the objectives of 11 24 9 2 0 46 3.96 
the Conference were met? 

4. 	 Do you feel Conference 24 11 8 3 0 46 4.22 
material was well organized? 

5. 	 Were the visual aids easily 21 16 7 1 2 47 4.22 
seen and understood? 

2 46 4.046. 	 Were the handouts appro- 18 18 6 2 
priate for the material 
presented and for reference? 

I through 6 with an cverallThe respondents rated questions 
low 	of 3.59average of 4.04. The rance was rather narrow with a 

for cuestion 2, askina the participant if he or =he had a clear 

idea of what was oresented, to 4.19 for cuestion 1, asking each 

participant to evaluate the ohysical facilities and 4.22 for 

question 4, asking each participant how organized they found the 

conference material.
 

data from the written resonses covered c'.ite a
 

of topics but most fell within a limited number of
 
The 	 dualitatve 

broad range 


Question 7, for examole, asked resccndents which
key categories. 

The responses fefll within
presentation helped the most and why. 


three main roupings: 17 rescondents indicated that the U.S.
 
e:x:tresseC
marketinc presentation was the most heo:ful; seven 


area 	 also -o rescnse
interest in t'e handicraft (-his was t e-

to general U.S. marketing interest); and six indicated tha

financing was the mcs- he"ofu'_ presentation. !f these three main 

concerns are taker, tocether and viewed with a sinale focus, it 

clearly indicates tnat 30 or a-orcximatelv 64 ercen c: tne 
and nancncrespondents felt that the S. marketin-


busineSS
to
cresentations were critical their interests in doina 
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in the U.S. On the other hand, question 8 which asked each
respondent which presentaticn was least helpful evoked some
interesting 
results. Seven respondents felt that the financinc

presentations were nut helpful 
in their particular case; four
respondents felt that agriculture and/or food processing were the
least helpful 
 session; while eight respondents were all 
 too
varied to provide any comparison. It is interesting to note that

13 of the respondents did not complete question 8.
 

Which presentation did the respondents find most helpful 
 formed
question 9. The respondents indicated t.nat agriculture/food

processing/USDA was 
the most helpful, with seven responses. The
 next most helpful was transportation/shipping/documentation

six respondents. Equally important was 

with
 
handicraft which also had
six responses. Four respondents indicated that finance was the
 most helpful while four also indicated that all sessions were the
 most helpful. There were 40 responses total to this question;


seven were blank 
with 27 falling to five main categories as
 
mentioned above.
 

Question 10 asked each 
 respondent to indicate whether 
 the
conference was worthwhile or not and to two
give written
 
responses. 
 There were a total of 45 responses to this two-fold

question with two respondents leaving the question blank.
Making contacts was felt 
to be the most worthwhile aspect of the
conference with 28 responses in this category. 
 The next most
worthwhile 
asnect of the conference as rated by the participants

was increased knowledge, providing 16 responses. Three

respondents felt the worthwhile
that most aspect of the
conference was an opportunity to improve trade relations 
 or in
 
some way demonstrate the need to change aspects of the 
 private

sector to provide more opportunity for the Pacific nations.
 

Question 11 asked the respondents about material and information
for future conferences. There were 35 resoonses to 
this question
with nine respondents indicating the need for more handouts, four

asking for listings of buvers/firmsacgencies, four for more

information on transportation, and four for 
more time for private
consultation and small group discussions. The remaining re
sponses covered a broad range of interests including more emphas
is on food and customs related matters to access to a 
typewriter

and copier during the conference.
 

Question 12 asked the respondents what changes they would suggest

to improve the conference. There were a total of 
42 responses to
this question with 13 respondents indicating an improvement in

the agenda/panel discussions, nine indicating a desire to 
involve
 more buyers/U.S. business firms/commercial interest, 
 and three

indicated the next conference should be in 
the U.S. with direct
 
exposure to U.S. markets.
 

Question 13 asked the 
 respondents about their overall

impression/evaluation of the conference. 
 Forty-four individuals

responded 
 to this question and their responses fell within two
main categories. The 
 first included 34 responses rating the
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APPENDIX A
 

THE PACIFIC ISLAND NATIONS
 
AND STATES
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COUNTRY 


AMERICAN SAMOA 
COOK ISLANDS 

FEDERATED STATES 
OF MICRONESIA 

FJI 


FRENCH POLYNESIA 

GUAM 

KIRIBATI 
MARSHALL ISLANDS 

NAURU 

NEW CALEDONIA 
NIUE 

NORTHERN MARIANA 
ISLANDS 

PALAU 

PAPUA NEW GUINEA 

SOLOMON ISLANDS 

TOKELAU 


TONGA 


TUVALU 


VANUATU 


WALUS AND FUTUNA 

WESTERN SAMOA 
'Not Available 

POLITICAL STATUS 

U.S. lermory 
Sefg-govem 'g infree associaton 
wNew Zea;and 

U.S. Trust Temlory (Slalus of free 
as.oc;a3cn being negot:ated) 

Indep. Commonwea'h Slate 

Fren.l overseas terniory 

U.S. terntory 

Independent Repuciic 
U.S. 	Trust Terrtory (Negotiated stLtus 

of free assoc~atn) 

Independe." Repubic 

Frenc overseas terrfory 

Self-governing infree assodatcn 
wNew Zealand 

U.S. Trust Territory (Seoming a 
Conmonwealtm of theUnted Stales) 

U.S. Trust Terntory (Negc a ed status 
of free assocat)-n) 

Indep. CommznweaJt Stale 

Inde . Comrnonwearth Stale 

Tertory of New Zealand 

Constftulional Mcnar iy 

Ccnslilutor-al Mona,'cny 

Indeperent Reputk 

Frencn overseas lemtoqy 
Consulutonal Mcnarchy 

POPULATION 

31.000 

17,000 

7,C0 
654,00 
155.00 

109.00 
59,000 

29.670 
9,C00 


138.000 

3,578 

15,970 

14,800 

3,126,000 
245,000 

1,565 
102.000 

9.000 
123.000 


11,000 

158,000 

GDPiGNP EXPORTS;IMPORTS
(InUS $ Millions) (InUS $ Millions) 

NIA' 	 E.S1041-S73 

GDP.S16 	 E-S31.17 

NA 	 NA
 

GNP-S1 E.$2581.S472 

GCP.,$637 E.S2.1,1-$419 

N'A E.$341-S272 
GDP.S 	 E.S21.1-$18 

N.'A 	 NA 

GN-.$S155 E.50I.-$32 

GNP.S596 E.S..:631S340 

NA 	 E.S.24.1-S3 

W'A 	 'A 

'A 	 NA 

GNP-$2,000 E-S9601S.936 

GOP-$71 	 E.S41,1-S33 

NA 	 NA
 

GNP.S34 E-S&I-$12 

GNP.1 E-S.067,1.$2 

N'A E.S321.,40 

N'A E.neg!i =b '-a13 

GNP-S70 E-$11i-S52 
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APPENDIX B 

EXPORTABLE PRODUCTS FROM THE
 
PACIFIC ISLANDS
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American Samoa: 


Cook Islands: 


PACIFIC ISLAND EXPORTABLE PRODUCTS
 

Fish (canned, fresh), pet food, jewellry,
 
clothing; shark fins (dried).
 

Citrus juices, clothing, coconut liqueur,
 
copra, bananas, pearl shells, canned fruit,
 
fruit pulp; footwear, handicrafts.
 

Federated States
 
of Micronesia: Fish, copra, pepper, coconut cooking oil.
 

French Polynesia:Coconut prc~iucts, vanilla, fresh fruit, beer,
 
textiles, pearl, mother of pearl. 

Fiji: Sugar, coconut oil, canned fish, ginger, curry 
powder, molasses, cocoa, hardwood furniture, 
lumber products including veneers and plywood, 
clothing, footwear, soap, alcoholic beverages, 
tobacco, spices, gold, canned and frozen 
tropical fruit juices, printed products, 
coconut milk. 

Guam: Industrial gasses, beverages, dairy products, building 
products, watch assembly. 

Kiribati: Fish products, coconut timber products 

Marshall Islands:Coconut, tuna.
 

Nauru: 


New Caledonia: 


Niue: 


Northern
 

Marianas: 


Palau: 


Papua New
 
Guinea: 


Solomon Islands: 


Phosphate.
 

Nickel ore and metal, beer, coffee, copra,
 
essence of niuli, lychee nuts.
 

Timber products, clothing,, frozen juices, canned
 
coconut cream, honey, handicrafts, copra,
 
plaited ware.
 

Copra, tuna, fruits, vegetables.
 

Coconut oil, tuna, copra.
 

Coffee, cocoa, copra, rubber, tea, lumber products,
 
furniture, tuna, crayfish, prawns, palm oil,
 
copper ore, other metals.
 

Palm oil, copra, fish, timber products, cocoa,
 
rattan and hardwood furniture, jewellry, spices,
 
clothing, coconut panelling, tobacco, bauxite,
 
handicrafts.
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Tokelau: 	 Copra, handicrafts.
 

Tonga: 
 Copra, dessicated coconut, bananas, watermelons,
 
soap, vanilla, leather goods such as 
saddles,

handbags and holsters, tapa goods, woolen goods-
especially sweaters, black coral goods, handicrafts,
 
carrageen, specialty furniture, lobster,
 
vegetables, ginger, soccer balls, specialty
 
excavating equipment assembly.
 

Tuvalu: 	 Copra, scrap copper.
 

Vanuatu: 	 Coconut panelling, copra, cocoa, coffee, beef, frozen
 
fish, manganese, timber, coconut oil.
 

Wallis and
 
Futuna: Copra, tapa cloth.
 

Western Samoa: 	 Copra, coconut cream, cocoa, taro, lumber
 
products, bananas, annatto seeds, soap, handicrafts,

textiles, leather goods, tropical wines, beer,

lime marmalade, dried banana slices.
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ADDRESS OF THE U.S. PRESIDENT
 
TO THE 22nd SOUTH PACIFIC CONFERENCE
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ADDRESS OF THE UNITED STATES PRESIDENT RONALD REAGAN TO 
THE TWENTY-SECOND SOUTH PACIFIC CONFERENCE 

I take great pleasui* In welcoming you to American Samoa for the Twenty-second South
Pacific Conference. Since the founding of the Suuth Pacific Commission in: 1947, your region
has seen dramatic change. Over the Lt 35 years, no area in the world has shown such steady
and peaceful progress toward democratic self-government. Tha world has come to know the 
Pacific Way of settling differences. The nations nf this region have set an example for the rest
of tne world in working together through regional organisations such as this one for the 
achievement of common goals. I am peoud that the United SLates and the United States 
territories in the Pacific and the Trust Territory have been a pan of this progress. 

Because of our own deep comn'dhment to democracy, we feel a special sympathy and interest 
In the achierements that the Island nations have made. This year, your host is Governor Peter
Tali Coleman who is American Samoa's int elected Governor. Throughout a long and distin
guished career, Peter Coleman has contributed to the progress of the peoples of the Pacific and 
to the building of regional institutions such is this one. He combines an understanding of the 
Pacific and of the United Stales. Peter Coleman and I share a belief in the critical role of
private business in thq future economic development of the Pacific. Th last few years have 
ten difficult ones for the world economy. Pacific nations, in particular, have felt the impact

of the world recession on their export eamings. At the same time, high levels of inflation have 
raised the prices of critical imports with resulting pressure on tie balance of payments. I am 
sure we all realist that the only way out of these difficulties is to foster economic growth and 
increased productivity, and the private sector can play in important role in that process. The
free enterprise system promotes growth and development wherever it flourishes. The vitality of 
the countries of East Asia and the Pacific have made this region the fastest growing economic area in the world and the Island nations represented at this Conference will share in the continu
ation of that growth.. 

Governor Coleman has organised '1%cific 2000: A symposium on the future' in conjunction with
this year's Conference, tc explore new possibilities of busines involvement in promoting the 
economic growth of the Pcific region. The businessmen attending this Conference have com
mitted time and money to support 'Pacific 2000' in order to meet with you and find new ways
to improve and expand trade and investment opportunities between the private sectors of their
countries and th Islands of the Pacific. I am particularly delighted, on behalf of the people of 
the United States, to reafrrm our long-standing ties ind bonds of friendship. Although our 
cultures are many and diverse in nature, we share the common goals and philosophies of free.
doa, democracy, stability, and carin; about our fellow man. Our representatives are proud to
sit side by side with you in the important dcliberauions of the Twerity.-second South Pacific 
Conference. I am delighted to have the opportunity to welcome you to this Conference and to
reaffirm America's commitment to the peace and prosperity of the Pacific region. We look 
forward to working together with you for a better future for us &i.. 
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SURVEY QUESTIONNAIRES
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PACIFIC ISLAND-UNTTED STATES REGIONAL
 
CONFERENCE ON EXPORT DEVELOPMENT AND
 

TRADE PROMOTION
 

Survey of Pacific Island Government and Non-Government
 
Institutions
 

Note: Please complete and check 
(V) the appropriate
 
response for each item. 
Use the back of this
 
form if you need more space.
 

NAME:
 

TITLE:
 

DEPARTMENT:
 

ADDRESS:
 

TELEPHONE: 
 TELEX NO.
 
1. Can your department assist in promoting and expanding trade with
 

the United States?
 

Yes 
 No
 

If yes, how would your department go about doing it?
 

2. Has your department developed plans for entry into the U.S. market
 
for specific products?
 

Yes No
 

If yes, please identify the product lines
 

If no, is your department developing plans or would it like to?
 
Yes 
(please provide details)
 

No
 

3. Is your department willing to 
support Pacific Island-U.S. joint

venturing activities?
 

Yes 
 No
 

If yes, please provide details
 

4. In your opinion, which products from your country have the highest

potential for export to the United States?
 

Product Lines 
 Reason Countries now exnortina to
 

5. In your opinion what are 
some of the major barriers to exporting to
 
the United States 
(Check (V) any number of choices)
 
A. Geographically Disadvantaged Location 
(too far from the U.S.)
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B. _ Smallness of Size (low volume of exports; small size of 
domestic market, etc.) 

Z. Resource Limitation
 

1. 	 limited natural resources
 

2. 	 limited capital
 

3. 	 limited managerial/technical capabilities
 

4. 	 limited labor supply
 

__. _U.S. 
 Technology Inappropriate/Unsuitable
 

. Lack of Information
 

1. 	 lack of information. on demand for products, product
 
price, etc. (please specify product lines)
 

2. 	 lack of information on packaging and quality control
 
requirements
 

3. 	 lack of information on cultural and sociological trends
 
in the United States
 

P. Transportation
 

1. 	 infrequent shipping services
 

infrequent air freight services
 

high freight costs
 

lack of feeder and inter-island transport
 

3. _ Proness to Natural Disasters 

i. Lack 	of Infrastructure
 

1. 	 lack of modern harbor 3. electricity
 

2. 	 airport 4. land
 

3. 	 roads 5. other (specify)
 

E. _ Policies and Procedures governing aid from donor 
countries (please specify) 

I. Trade Barriers (please specify details and identify the product
 

lines)
 

1. 	 U.S. Protectionism
 

2. 	 U.S. policies exclude products of current or potential
 
export interest to my country:_
 

3. 	 U.S. policies not tailored to specific, _xport needs of
 
my country:
 

K. Non-tarrif Barriers (please specify details and identify the product
 

lines)
 

1. 	 Quantitative restrictions
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2. Import licensing procedures
 
3. Customs procedures
 

4. Technical barriers 
(please specify)
 

L. Other Barriers (please specify)
 

6. Which of the above problem areas would you like to see discussed by

an expert from the Pacific or the U.S. at the conference? (Please

specify A, B, C2, etc.)
 

7. Please list any experts that you know of who can speak at the

conference on any of the 
 above or related problems:
 
Name Title 
 Address 	 Problem Areas
 

8. Please list any indigeneous-owned island businesses that are
 
successfully exporting to the United States:
 
Company Name Address 
 Contact Person Product/s
 

9. Please list any firms that have the potential to export to the
 
United States 
(Include firms that are exporting to other countries)
 
Company Name Address Contact Person 
 Product/s
 

10. 	A very limited number of travel subsidies are available to
 
indigeneous business representatives to attend the conference.
 
Please nominate one of the above businessmen/women for a travel
 
stipend:
 

11. 	Which of the following services does your department offer to local
 
business representatives?
 
A. Help in developing export marketing for local products
 
B. 
 Research to determine which products have a comparative advantage
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C. 	 Provide advice on new product development strategies
 

D. 	 Provide up-to-date information on current and potential markets
 

E. 	 Assist local firms to improve their business management
 
capabilities
 

F. 	 Other (please specify) 

G. 	 None of the above
 

12. 	 Do you know of any local or regional institution or individual that
 
has provided Island businesses with some of the above services?
 

Yes 	 No
 

If yes, please identify the institution/individual:
 

Name Address 	 Services Provided
 

13. 	 Would your department be interested in a program to train Island
 
business people in the technical requirements of export activities?
 

Yes No
 

14. 	 What else has your department done to encourage private sector
 
initiatives and to promote private investments?
 

15. 	 What strategies for export promotion would you like to see
 
discussed at the conference. Please be specific.
 

16. 	 What tariff and non-tariff concessions do you think the U.S. should
 
offer in respect of principal products of export interest to your
 
country?
 

Product lines 	 Concessions
 

'.7. 	 Will you be able to attend the conference? Yes NO
 

If you are not able to attend, please recommend someone from your
 
department who may be interested:
 

18. 	 Will your department/institution/government be able to assist local
 
business people attend the conference, either through your national
 
carrier or other fcrm of assistance? Yes NO
 
If yes, please tell us whcm we should contact.
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PACIFIC ISLAND-UNITED STATES 
REGIONAL CONFERENCE ON EXPORT DEVELOPMENT
 

AND TRADE PROMOTION 

Survey 	of Pacifi2 Island Business Enternrises
 

Note: 	 Please complete and check (V) the appropriate response
 
for each item. Use the back of this form if you need
 
more space.
 

NAME:
 

TITLE:
 

COMPANY NAME:
 

ADDRES=:__
 

TELEPHONE: 	 TELEX NO.
 

SIZE OF BUSINESS: No. of employees 	 Annual Sales US$
 

1. Please check () the type of business activity performed by
 
your company:
 

Retail Service
 

Wholesale Other (please specify)
 

Manufacturing
 

2. Is your business: 100% indigeneous owned?
 

more than 50% indigeneous-owned?
 

less than 50% indigeneous-owned?
 

3. 	 How long have you been in business? less than 1 year
 

from 1 to 5 years
 

more than 5 years
 

4. How successful has your business been in the past 12 months?
 

very successful
 

somewhat successful
 

unsuccessful
 

5. 	Why do you feel your business has been as successful or
 
unsuccessful as it is?
 

6. What products and to which countries are you currently exporting to?
 

Product Country
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7. 	If you are not currently exporting to the United States would
 
you like to?
 

Yes No (If no, please skip to question 12)
 

If 	yes, which products would you like to export to the U.S.?
 
Product C.I.F. Cost Soecial Features
 

8. 	Can the product/s be sold in its present form?
 

Yes No
 

9. 	What channel of distribution do you use or intend to use?
 

Commercial Agent Importer Other (please specify)
 

10. 	 Do you have any samples or literature available?
 

Samples Literature
 

11. 	 Are you interested in displaying some of your products at the
 
conference?
 

Yes 	 No
 

12. 	 What are some of the major difficulties you face in exporting to
 
the United States?
 

Product/s 	 Difficulties
 

13. 	If you needed advice on exporting, who would you ask?
 

14. 	What type of help are you given? How much does it cost?
 

15. 	Wh9iat are some of the problems you would like to see discussed
 
ac the conference?
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16z 	 Please identify some Island business people who are exporting
 
or who would like to export to the United States?
 

Individual/ComDanv Name Address 	 Product/s
 

17. 	 Will you or your company representative be able to attend the
 
conference?
 

Yes 	(Further infornation will be sent to you at a later date)
 

No 

18. 	 A very limited number of travel stipends are available to
 
indigeneous business representatives to attend the conference.
 
If you are interested in attending, please check one of the
 
following:
 

I do 	not need a travel stipend.
 

I do not have sufficient funds to attend. Please send me
 
an application for a travel stipend.
 

Thank you very much for taking the tLme to complete this questionnaire.
 
Your cooperation is very much appreciated. Please return the completed
 
questionnaire, along with any additional material, to:
 

1984 	PACIFIC ISLAND-U.S. CONFERENCE
 
Action Research Internaticnal 
468 Funston Avenue 
San Francisco, California 9413 
U.S .A.
 
Cable: ARINTER San Francisco
 

NOTE: 	 A unique feature of the conference is that it is more than a
 
series of lectures and workshops: each participant will be
 
assisted in increasing his or her exports and export capabilities.
 
If you can send us a sample of the product you wish assessed
 
for sale in the U.S. market, please send it co the above
 
address by air freight as soon as possible. We will be happy
 
to provide you with an evaluation at the conference.
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APPENDIX E
 

LIST OF PACIFIC ISLAND
 
PRODUCTS SURVEYED
 

80
 



Products submitted for market assessment: 

Fruit Purees 

Lime Marmalade 

Crystallized ginger, paw paw. pineapple, mango and guava 

Coconut cream and syrup 

Confectionary 

Biscuits 

Banana and taro chips 

Ponape peppercorns
 

Woven baskets 

Carvings 

Shells and shell jewelry 

Coconut fiber doormats 

Pandanus purses 

Soaps
 

Coconut oil cosmetics 

Garments 

Woolen sweaters 

Woolen rugs 

Ballet shoes 

Blister pearls 

Postage stamps 

Tapa greeting cards 
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APPENDIX F
 

MEDIA PUBLICITY
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owned by Solomon Islanders. Share 
transactions between foreigners and 
cidzens require official sanction. Breaches 
of the rules may fetch a fine of up to 
Ssil0,000 or a year in gaol, or both. 

Registration fees, from which locally-
owned businesses are exempt, have been 
introduced. Welcoming the restrictions, 
one local newspaper complained, however, 
that asad feature of foreign investment was 
that "some unscrupulous leaders" were 
helping foreign businessmen to exploit the 
country, instead of opposing them. 

Prime minister Solomon Mamaloni had 
issued a harsh warning in October to non-
citizen Chinese to toe the line with invest-
ment laws in his country. It followed the 
discovery of illegal businesses being carried 
out by new immigrant Chinese 
especially in Honiara. A dozen new Chinee 
who entered the Solomons after 
independence were involved in illegal 
activities and were ignoring the advice of 
the FID. "The situation has gotten worse 
since I returned from the UN assembly, 
and one or two of these law-breakers will 
have to be deported shortly pending my 
discussions with the minister of police and 
justice," Mamaloni was quoted in the 
Solomon Star newspaper. 

"The new Chinese immigrants who are 
not citizens of Solomon Islands who 

EXPORTS 


p e 
O W40,000 

IF Pacific island exporters want to know 
what keeps the Amenrn market happy, 
they might find out iir Honolulu next 
March. A week-long regional conference at 
the East West Center - "Pacific islands-
United States trade through private sector 
development" - will include panel 
discussions, a trade exhibition and an 
emphasis on "one-on-one" sessions 
featuring personal help to island producers 
by stateside government and private sector 
experts. 

The conference from March 18-23 will 
focus on practical training in production 
for, and export to, the American market. 
And the talks, sponsored primarily by the 
L'SAgency for International Develop-
ment and backed by the Pan *Pacific 
Alliance for Trade and Development, will 
include topics on effective production. 
design, packaging, labelling, shipping and 
marketing, plus an in-depth analysis of 's 
agricultural and customs requirements. 

Special attention will be given to tcms 
using indigenous resources such as marine 
life, forestry, agriculture. handicrafts and 
tourism. "The US government is making a 
commitment to become more involved in 
economic development matters in the 
islands," said AID regional director for the 
Pacific islands. "We feel we can be of 
greatest assistance by helping establish and 
develop private sectors geared towards 
exports. wnich will create the most jobs. We 
also believe that the US iscapable ofbuying 

operate ''hoiesale/retil business iince the 
commencement of the 1979 Foretgn 
Investment Act are operating illegaily. 
Such Chinese must now seriously consider 
giving shares in such business to c:tizens of 
the county. or immediatelv go into new 
investment areas and sell kheir shops to 
Solomon Islanders," he said. 

That act says commercial acLivIties such 
as general road transport, middleman 
marketing of primary products, general 
retail and wholesale trading, service 
industries and small and low technology 
concerns, small fisheries, real estate 
development using low tech, and internal 
shipping are restricted to Solomons people. 
Mamaloni added: "The officials of the 
prime minister's office have rendered every 
possible assistance to bring these particular 
Chinese into line with the requirements of 
law, with very little success. Instead, some 
of these law-breakers have deviously sought 
help from other government ministers and 
high officials, probably to get sympathy." 
He said other nationalities haca so far 
cooperated. "T1 -reare no excuses for the 
new Chinese ir.migrants that they do not 
know the law. I therefore appeal to the 
Chinese associ tion and the relatives of 
those concerned to render every possible 
assistance to this matter." Nobody in the 
Solomon Islands was above the law. o 

s 
many island products, but Americans by 
and large are unfamiliar with what's 
available and, meanwhile, the island 
entrepreneurs have tended to shy away 
from such a huge market as the US. This 
conference is designed to change these 
perceptions through practical training and 
problem solving." 

Pan Pacific Alliance for Trade and 
Development is a new mutual benefit 
membership organization open to govern-
ments and busuv.sses throughout the 
Pacific Basin. It will give "permanent 
expression" to the goals of the conference 
by facilitating trade and investment 
relationships between island nations and 
the rim countries anct serving as aclearing-
house for information exchange on trade 
and commerce in the islands. 

Organizers of the conference are Joseph 
W. Harrison, of The Washington Pacific 
Group, and Alexander F.Mamak of Action 
Research International, both based in San 
Francisco. Pacific island government 
senior trade officials, business associations 
and entrepreneurs with export or tourism 
obhectives are invited. Those wanting 
market urevs oi their prodaucts are 
invited to send. Meanwhile. even Fiii 
manufacturers spent two '-eeks last month 
meeting potential importers and distribut-
ors in Honolulu. Los Aneles, San 
Francisco and Vancouver airadv icdentiied 
bv Canadian firm Resources .'Management 
Consultants Lid and opcraLilg :he Fin 
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Economic Development Board's senior 
marketing adviser Shri Ramlu. 

They had carried out detailed market 
investigations in Hawaii and North 
America for cosmet:c soaps, con:'ectionery,
garments, and biscuits. It was also-. 
envisaged that the trade mission would 
discuss with North American businessmen 
the potential for investigating in Fiji, 
including the opportunities for joint 
venture arrangements. 3 

dream
 

corne tr e 
CRAYFISH, clamshell and assorted Fish 
from Ha'apai in central Tonga will soon be 
on sale to Fijian consumers thanks to Fijian 
businessman Mcli Kama. He and the 120
ton Fiii-registered Rainbow Runner, with a 
Tongan crew of eight, have been in Ha'aai 
waters for several weeks, where Kama lets a 
team of about 60 local fishermen use his 
fishing gear. In return, he buys their catch. 
The fishermen pay for fuel and meals. 

"It's a very attractive deal to the !ocal 
people, and our best fishermen from the 
island of Ha'afeva caught S90 worth of fish 
in 2'4 hours," said Kama. "These people 
desperately need the money for 
reconstruction wort' .fter Hurricane Isaac 
and the recent drought. I am hoping to 
make amonthly visit to Suva with 40 tons of 
5sh, and that means there will be about

coming into the Ha'apai .,,ands 
ever' month." 

The Tonga coopera:ive soc:etues and the 
Tonga commodities board are also buying 
fish from local fishermen in Ha'apat. They 
do not have ships, but they have 
refrigerators on some islands where they 
buy from the local fishermen. The 
competition for the Ha'apai fish isgrowing 
but F -..- and goodthinks that's healthy 
for everybody. He ettledin Tongain 19 81 
and with his company, Fiji Export Trade 
Promotion Agency, organized the first 
trade tair between Tonga and Fiji in 1982. 

Early this year, when Tongan farmers hit 
difficulties in the New Zealand market, he 
began exporting melons to Fiji. Tongan 
melon is now exported to Fiii without the 
laborious process of fumigation. He is 
optimistic about the operaton of his 
agency. Heexpects by the end ofthis year to 
bring into Tonga at least naif a million 
Fijian dollars. 

Kama began his association with Tonga 
in 1972 as export manager of Carreras of 
Fiji Ltd, selling cigarettes to Tonga and 
Samoa. He later became involved in the 
sucar trade between the thiree countines. 
"Durine this time I became aware of the 
trade rmbalance between Fili and its 
neigbours. and as the Years; go by Fiii is 
becoming an industrial country exporting 
more t'an it !s importing from Tonga. We 
Pa:t'ic isianders must qtick together and we 
shouid increase our trading with each 
ortier." he aio. 

'With this :ishing i'roect I am 
betgtnning to see my Jream come true." 

N BUSINESS. LE.MBER1,h3 
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'evez amounted to much,; ferences and trade shows con-
SIn part that's because no one cerned with ., private t sector,.:' 
has .'made a sustained ,effort to development have ,been., held' 
aevelop it. It's. also..because:,the over the past.couple of years in-.
historic import-export' ties- fV- American Samoa, Saipan: and' 
inany of the.'i2lands:-aze' with HawaiL The latest:"is a' week-
Australia and- New:.Zeajari.. long Pacific Island-United States 
rather than -with the .,United Private Sector" Development 
States. : . . conference taking -place in 

Honolulu this' week.. 
TODAY, THAT. situaiin is 

slowly changing. It may-not yet WHAT'S encouraging about 
be reflected in the-dollar value these meetings is both the num
bf products imported and ex- ber of Americans and. Pacific.
 
ported betwei.n the islands and islanders in attendance, repre
the U.S. But' it certainly exists senting governments, coopera
in a higher level of awareness tives. small and big. business,
 
t.hat one finds among some and the level of interest shown
 
kmericans. particularly in Ha- by participants.
 
)waii, and many.-Pacific islanders. There's acknowledgement that
 

In part this is the result of.the developing U.S.-island 'trade is 
eagan administration's. "magic difficult, largely because of 

f. the marketplace" policies, transportation problems, the 
2which stress that America's small size of the Pacific island 
relationship with Oceania is best markets and their hinited vari
developed by trade, rather thn ety of products. 
aid. Still, there appears to be a 

The Pacific islands, some of greater willingness on all sides 
which gained independence in these days to stimulate broader 
the past decade, have also been trading links, and to do so with 
looking for new markets for less government participation. 
their products - mainly fish, In itself, that's somewhat of a 
other foodstuffs, minerals, copra departure- from the past three 
and handicrafts. decades and perhaps reflects the 

The most difficult task has emergence of a more realistic 
-been to bring islanders and economic re!auonship between 
Americans together to give the U.S. and its democratic 
them opportunities to explore counterpar,_9 in the Pacific. 
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imany eirLndsof the-.raae with 
Australia hndS New.Zeaaid . 
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TODAY, THAT.situati nis 
slowly changing. It may-not yet 
be reflected in the-dollar value 
bf products imported and ex-
ported betwepn the islands and 
the U.S. Buti it certainly exists 
in a higher level of awareness 
).hat one finds among some 
'1 mericans. particularly in Ha-
want, and many.-Pacific islanders. 

n part this is the result of.he 
eagan administration's..magic 

Pf-the marketplace" policies, 
Which stress that America's 
'relationship with.Oceania is best 
developed by trade, rather than 
aid. 

The Pacific islands, some of 
which gained independence in 
the past decade, have also been 
4ooking for new markets for 
'her products - mainly fish, 
Other foodstuffs, minerals, copra 
and handicrafts. 

The most difficult task has 
-been to bring islanders and 
Americans t'ogether to give 
them opportunities to explore 
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mutual trade interests. 

In that vein, a niumber -ofco 
ferences and trade shows con
cerned with -.private tsector,,:.'" 
development have- been..- eld' 
over the past.couple of years in-..

haei SaipanAmerican' Samoa, plaopene nand'ed" 
Hawaii- The latest: is a week
long Pacific Island-United States 
Private Sector Development 
conference taking place in 
Honolulu this' week.. 

WHAT'S encouraging about 
these meetings is both the num
ber of Americans and. Pacific 
islanders in attendance, repre
senting governments, coopera
tives. small and big. business, 
and the level of interest shown 
by participants. 

There's acknowledgement that 
developing U.S.-island trade is 
difficult, largely because of 
transportation problems, the 
small size of the Pacific island 
markets and their limited vari
ety of products. 

Still, there appears to be a 
greater willingness on all sides 
these days to stimulate broader 
trading links, and to do so with 
less government participation. 

In itself, that's somewhat of a 
departure- from the past three 
decades and perhaps refiectz*the 
emergence of a more realistic 
economic reationship between 
the U.S. and its democratic 
counterpar-s in the Pacific. 
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sheil, bone and wood jewelry, hair ornaments,P intricately woven ma s, baskets and serving 
trays, and functional art pieces such asclothing and toiletries. 

T. Vaeluaga, acting export manager
for Samoa Coconut Products Ltd. of Apia, 
Western Samoa. said his bid to enter the 
internat!onal market has been successful."Coco~tut oil is the backbone of Samoa's 
economy. It earns 60 percent of our foreign 
evchange'" he said. 
"Our problem is in shipping to America. 

There are no regularly scheduled vessels. 
\~.~.~' . ..'Smetimes we have to charter a vessel to: --- ,1 . 
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PRIDE IN ART-Kolokai S. Hullerman of 

Papua New Guinea displays handcrafted 
piee s to interested buyers. -Star-ulle-
tin Photo by Dean Sensui. 

Pacific Island 


U nder W ay 

By Carrie Pressly 
Star-Bu~erti wvterThere 

'Exhibitors at a Pacific island trade show at
the Pagoda Hotel say two of the main prob-
lems facing them are transportation and 
meeting the demands of international mar-
kets. 


Representatives. of 18 Pacific island coun.
tries are-in Honolulu this week attempting to 
develop opportunIties for exporting their 
product to the United States. 

For many of them, the three-night exhibit 
at the Pagoda is their first approach to the 
American market. 

For Caroline H. KaUuae of the Solomon 
Islands, the trade exhibition is an opportunity
to promote the art of the women in her 
country.

"Everyday someone would mock at mv
door and say 'please buy something.' espedia.
ly the women. I said. 'Let ri,#think, there has 
to be something I can do' .. well, here I 
am." she said. 

talce our goods. We have met some people atthis conference who are going to see what 
c~n be done." he said.

Mariano Kelesi. a parliament 'nemb,.r in the
Solomon Islands, said. "Our ccttage industry
Is' well received, but we have problems find.mdgoversews markets. We need local promobecause overseas people must know what 

the art looks Like or they won't buy." 

'HE ALSO SAMD there was a reriewed Inter
est in handicrafts by his people at this time, 
"In my country many people are going to 
museums to see how thing5 were done. Peo
ple are returning to basics.. to revive lost
cystoms."

,Slmeti Moala, director of economic develop
ment for Tokelau. a New Zealand territory,
said. "Last year the economic department was
started to try and find markets for our prod
ucts . . . we already have buyers in Honolulu 
aPd we can keep up with their -demands, so 
we are looking for other markets." 
Tokelau. located nearly 3.00 miles north of 

ANw Zealand, nas a population of 1.600.
Kolokai S. Hullerman. who's from Papua 

New Guinea, began her own business last
year. ''Te idea started when people would 
asi me. where I was from .. . so to show
them, I brought functional and decorative art 
pieces from home." 

Joe Chan, also from Papua New Guinea, isthe managing director of PNG Art, which.according to his business card, is the biggest 
ardfact shop in the country. 

are over 600 de.iferent languages in 
my country and eachwith its own language represents ana a art form," he said 

The trade exhibit. co-sponsor'ed by the Pan 
Picdlc Alliance for Trade and Development
arld the United States Agency for Internatlon 
a Development, continues tonight from 7 to 
IC p..n. and tomorrow from 6 to 9 p.m. in the
hqtel's C'est Si B-on Room. Admission is free. 

*the trade show is part of a six-day confer
e ce on U.S.-Pacific island trade through
private-sector development.

YTodav's session at the East-West Center was 
tf f ocus on develooing products for the 
American market. Tomorrow, the delegates
will meet at the hotel to discuss financing.
The conference ends Friday with 
f4um on strategies for the future. 

an opepr 

m.en'w,4 ,.:" 
. 

* Koloa Talake. a volunteer for Save The
Children Inc.., ie !rn: the 'sland of Tuvalu,
population 8.CWo. "-All artifacts are made /'the 
by self-employed women in a cooperative who I '1]/'IiseP to a center. I was coming to Hawai. / / ,
ativay, so I asked if I could take what they ( ,
b- And see if anyone was interested." " . ,j
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Tra de Defici Hits $40.8;Bih.
 
WASHINGTON (AP) - The 

broadest nieasure of U.S. foreign 
jrade plunged to a record deficit 
.of $40-8 billion last year, the gov-eminent reported today amid 
.predictions that the foreign trade 
-news for 1984. will 'be even 
.gloomier. 

Commerce Secretary "Malcolm 

-Baldrige predicted the deficit for 
this year could double before t1w

.favorable effects of d declining
dollar begin to be felt In 1/5 

The 1983 deficit compares with 
$11.2 billion lI td ink in 1982 
and far surpassed the previous 
record of $15.5 billion In 1978. 

The deficit was posted in the 
so-called "current account" bal-
ance, incorporating both the bai-
ance on merchandise trade and 
Ghe balance on services. 'which in-

.21 Pacific 

A trade exhibit of products

front 21 Pacific island nations will 
open tonorrow at 6 p.m. at the 
Pl.agoda Hotel to prove to Ameri-
:can buyers that there's more to 
the Pacific than coconuts. 

For many of the exhibitors, the 
lionolulti trade show will le thecir 
irst opportunity to show and sell 

their good in the United States. 
The trade show has been organ-

iizud in coiijuricon with the 19B-1 
conference out Pacific Island U.S. 
trade through private sector 
dcvelopmi-nt. which began today 
at the Pagoda Hotel. 

The coutcrence delegates were 
to hear a luncheon talk on ex-

cludes interest payments on in-
vestments abroad. .predict 

"The deficit this year. could be 
double the 1983 figure as further.
trade deterioration willboffset a 
trodest pickup' in services, Bal-
drige said in'a stateinen- - . 

liE NOTED ihat the value*of 
the dollar has fallen about 3.5 
percent from its peak in mid-
January and said this would im-" 
prove the outlook for U.S. ex-p.rtsot "although its effect notwill u'lhuhiselelwl 

on felt ediately."1.im 

The United States has run a 
merchandise trade deficit every 
year since 1975, but that is usual-
ly offset by a surplus in the 
funds that Americans earn on 
their foreign Investmtents. 
The current account balance 

showed a surplus of $4.5 billion 
as recently as 1981 before starting 

Island Nations 46':Exhibit W 

pandlng trade by E.C. larrell,
doeputy assistant director of the 
Bureau for Private Enterprise of 
the U.S. Agency for lntei-national 
Development. 

uyer:, investors and trade 
representatives who visit the ex-
hibition hall at the C'est Si Wlon 
Loomi tomorrow through Thurs-
(Jay evenings may be surprised at 
the cornucopia of products that 
come from the far-flung islands 
of the Pacific. 

THERE IS, of course, a wide 
variety of products derived fronn 
coonuts, but there's much riore. 

The exhibits include suclh 
thigs as banana, breadfruit, taro 

Doilir Up in Europe 
LONDON (AP) - The dollar gained against .. 

all major currencies on European markets~.~ 

its downward slide. Many analysis '-flcit ballooned from $36.4 hpi
p the deficit wit. be even Ilii in. U., reflecting a rise lit 
larger this year. . I rts of $0.1 billion to $260.3 
;..The country' fereign trade biHon and a drop of $11 bilii.• _-,.blme pimail onon .aa .hrexpiorts, which'woesareblamed rimaril Ix . totaledi $.20.'-' 

"trong dollar, which has .madetli illion for the year.
American products relatiely 9".Th. report blamed this 'imbal
expensive and thus harderto 5 .eicO:'6n-"rapid U.S. economic 
overseas 'wfilli':mnak lng* foreignr. . xpansloni and linilted recovery 
goods relatively INexpenisive. Ad-* .h' - rajor 'industrial markets 
ding to this .. aybeen: the fact' abroad, "dollar appreciation
that th, ecoornlc recovery of.. against major currencies anti 

.. w h t $ 

other nation, bas iagged behind. 
the U.S. recovery. ." " 

liiI 1983, according'.to the Corn-' 
merce Department-report a Serv-,
ices surplus. of VA4 'billion was 
'not enoutgh to': a'offset. record 
merchandise trad edeficit o $6.).6 
*billion and an $86 billion outflow 
of "unilateral transfers" such as 
-foreign aid. '... : 

TIlE MERCIIANDISE -trade 

and shrimp chips'from Pago
Pago, beer and frozen *smoked 
trout from Papua' New" Guinea. 
dehydrated pineapple and papaya, 
ant orange juice from the Cook 
Islands; doormnats' from Tuvalu; 
fisth cake from Palau land furni-
*ore front Fiji. "'" . 

There are handicrafts front the 
Cook Islands and" the Eastern 
Caroline Islands as well as Truk, 
Papota New Guinea, Htoniara and 
Tuluga. .. -

Also among the products ex-
pected to be shown are passion-
fruit drinks and fruit pulp front 
Nine, perfumnes and toiletries 
from Tahiti, and shampoo, hair" 

J-.,.,.? 


early cda. trnthened by new evidenc~e of ~*, 
a roust .S.econonrv. Gold bullion p-esI---2 

' 

deht.problenis in developing
t:Countrie.

-.-The. '$28.4 billion surplus in 
se6rvlces was down front V33.2 bil
'lon in 192 whilh unilaterail trans
ferf increased $( uillion. front 
$8 billion in 1982. 
-'For the .laial three nonths of 

the year, the quarterly current 
account deficit iicreased t) a 
record $15.3 L 'lion. 

-ares
 
•oil and soap front o'nape. 
. Also, shell buttons and timber
 
froiii the Solorjions. syruped and
 
crystallized ginger fron Fiji.

tablecloths and tropical fruit 
wines from Western S.tioa, ani 
tapa cloth, sweaters and vanilla 
from Tonga. as well as whole 
frozen tuna from Kiribati. 

The exhibit is sl'nirnd by the 
Pan Pacific Alhiauict for Tradhc 
and Develi mncnt. %Iich is CO. 
sponorg tle tr-.dc confer-IC. 

The confeauicu, sk.is will be 
hehld tomorrow and W\rtlw-day a!. 
the East-1V,-!t Ccilt:r anl rtti n 
to 'he Pagoda Hotel for [tie fina. 
sessions Thursday arnd 'tilday. 

"~. 

http:according'.to
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CO' ,t
...
*cferernce s:
 
"By CIRISTIE WILSON[ , i ,.H'
 

DallyNewsStaff 
A llonolulu trade conference next month will bring 

iogether several hundred Pacific Island entrepreneurs
 
and U.S. Iusinessinen to explore thc region's export.
 
opportunities. i . .
 
. The Pacific Island/United SLites Trade. Through 

,%Prlvate Sector Developrnent conference, M arch 1823.nr 
-Is, spdnordd -by' the U.S! 'Agency for" Interh tlbn Il.! 

,:'Development. ind Lhe Pan Pacific AlIllince for Trade!". 
and td.velopmcdh(3'. .. .':..'' ..
 

.AIDu ua I"'ideals only' w'll foreign nations b t'. 
lagreed- to hroaden the scope of the upcoming' 'on'ri I 
ference: bY Inviting 1hose Islainds withi U.S. ties,:ac:'-1 
cording to Samnuel T. Price, director of the Pacific.
 
Studies Institut.
 

The instithte Is organiiing participAion In the con
lerence by Guam, Commonwealth of the Northern
 

*Mnrlann. sl:nds, Fedcratcd StateS of Nllcroneslaj,
 
Republtc'of ',e Marshall Islands, Republic of P9lauf

..ald ArntrkIan Samoa.' : ,
 

"Price:said C'conomlcdevelopment In the Pacific.)
 
'dregion begins with ihe movement of goods ahd ser- "1
 

"Vices.- Islands have a variety of export Items such as'
 
pepper, coconut oil; foodstuffs, shells,. handlcrafts,.,.,
 
tuna and olier sea products. [Jut few businessmen i
 
have marketing straf.egles or the right conWacts to sell
 
their products abraod, Price said.
 

Price said Guam's potential in Ihe export markdt 
may lie In good manufactured under ileadnote la 

henefits which permit items partially inanufactilrOd 
"hereto enter the U.S. without duty charges.. : 
A Another avenue for local economic growth Isas a 

transshipment center for txport and Inpor.t goods to 
and from other Islands, lhe added., -•i 
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Joan Rolls of Beachcomber Ltd., Cook Islands, - -.
 

palming a pearl for Lndsay Barrett, Vanuatu r\.. ,'
 

Fujian Senator Aporosa Rakoto: -- " 

the cheese smile for the Pacific cracker sale. .. .' " 

i 	 C......" '- .e .b 

" £ \'~\' 	 'A " 
ICI
 

1 . , -	 . ; * , - , ...: -: --= , P - :. -,"- . 

.A . . . -. 	 - ., '.,"I., 

00- / , 'X4-, 

This story somewhat typified the 
.~<. more than expected success of the 

~ a I* '~. KQ ~ first time ever trade show. Buyers 
.... . - worked their way unobstrusively 

~'~iI .A down the aisles of displays night after 
. •17 , ' ni-gsht. Such Honolulu heavyweights 

aLiberty House and Duty Free 
Shoppers were among them. Many 

againe Report deals were quickly made as a number,'Pacific 	 on Pacific Iland-nited ware, red y noatio-ddso.e 
.	 5Sales orders for Pacific Islanders of U.S. buyers were taking their first 

amounted to at least US$600,000. And look at products of the Pacific Island 
this was apparently a conservative nations. 

S number. Joe Harrison of the Pan The general consensus was that 
Pacific Alliance quoted these figures those Islanders who came prepared 

a t the closing session of the Con- to sell products-a good sample of 

States Trade Through Private Sector _ __ _ _ _ _ 

. ,,. Development held in Honolulu. heawih 

S Speaking from the floor in aclosing -%4.~ 

citique, Simeti Moiala of Tokelau said ~ ~~~4 
that his group wrote orders for $5,000F 
in handicraft items which they disw 

t'' t played during a three evening trade w q k a s u 

. ,s Hw. spoke about the possibility of
 
combining production with Cook
 

Islanders in order to fill this quota on sJ" 
wetime. 	 He said his group sold every 

1Aitem they brought to Honolulu. In 
. 

! 	 addition he made a new shippingle o
 
contact which could possibly result in 

________________________ another ship making a regular stop in 
gusto Confalonier and Dr. Massim- Tokelau as it transits its waters 

sno Frizzi: displaying Tahitian products enroute to other South Pacific ports. Paupe: shutting down the diesels 

!-May/June 1984 
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Marion L. Clark, H.C.C. Ltd., Solomon Islands and Linda 
, LV' 4,.,.'.. 

Y: 	 Moriaty, Territorial Trading Co.. Hawaii: discussing sales 

Ter*""" Trading'4,lf-'..-


- ." " ~-~ .Kathy 	 Gower: sizing Papua New Guinea ceremonial dress 

%JL 

-. -.
 
-p 

, K_ .,... 

.
•. 


X., 

pw-. 

Even the few, who could have been 
better prepared, did a respectable 
sales volume. 

According to a spokesman for Pan 
show held
Pacific-organizer of the 

tsV 
incojunction with the conference 

i ?sponsored by AID (U.S. Agency for 
,.;

International Development)-there 
-will definitely be a second show. Its 	

l! 

, .. "location will be announced later. 
, ,


William Paupe, a U.S. AID officer, , .t . 
' 

--.- •. "' stationed in Suva, was very positive 

about the impact of the conference """. ,-

show. AID expended
and the "
 ,-
approximately $75,000 on the project. 
"
 - As Paupe pointed out, this ishow to 

' 	 .q/'solve the "diesel generator" syn-


drome. By this he is referring to some
 
U.S. aid projects that-though well A" 

." 
left a legacy of 

intentioned-have 
rusting diesel generators dotting :- .; 	 -' 

, ,.
onemany Pacific Islands. They were 
-'-"x""
shot packages :hat neither directly , :'"
 

involved the Pacific Islanders in their
 .
 
inception nor provided any follow-
up. Such projects as the conference 
and trade shows that stimulate local 

and tradeeconomic development 

reflect the aid policies of the current
 

','
,.n.
U.S. 	 administration, Paupe said. ILL.
 
Not by concidence. Harrison read i-


-

an opening note irom U.S. President, 6-


Ronald Reagan, encouraging the 
Samoan Tropical Miriam Nicholas, Niue: U.S. buyers


Floyd Fitzpatrick.
Pacific Islanders to look to the U.S. as were interested
 
a market for their products. i Products. Ltd.: relaxing amid shop talk 
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APPENDIX G 

LIST OF PARTICIPANTS, INCLUDING
 
SPEAKERS, PANELISTS AND RESOURCE PER.,ONS
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LIST OF PACIFIC ISLAND PARTICIPANTS
 

COUNTRY NAME ORRANIZATION ADDRESS PRODUCT SPONSOR 

AMERICAN SAMOA Tifi Ale Department of Education Amprican Samoa GovPrnment 

AMERICAN SAMOA Hugo R. Bebaurr, Jr. Ryan Inc. Prpmidpnt 

P.O. Bo" 3003 
Pago Pgqo, American Samoa 
Tela (684) 699-9121 
Tixg 702575 Ryan Inc S" 

AMERICAN SAMOA Donald A. Grivemann Consumer Protection 
Bureau 

American Samoa Government 
P.O. Box 7 
Pago Pago, American Samoa 
Tei 6R4-633-4163/1784 

96799 

AMERICAN SAMOA Dorothy Burr Pago Chips, Inc. Pago Pago, American Samoa Banana, Taro, Bread

fruit and Shrimp Chip. 

AMERICAN SAMOA 

AMERICAN SAMOA 

Keniaele Lafawle 

Brant Judy Paqo Petroleum Products 

PO Pom 1574 
Pago Paqo, American Samoa 96799 
P.O. Box P 

Pago Pago, American Samoa 
Tel, 633-1214 
Time 782 514 POLYSIIP 

AMERICAN SAMOA Diana Pilitati Pago Chips, Inc. Pago Paqo 
American Samoa 

AMERICAN SAMOA Senator M. Tuiaeomopo Leqlalature of 

Samoa 

American Senator 

PO Pox 4R5 
Paqo Pago, American Samoa 

Tel 1-684-633-4565 

TIme 782-551 

COMMONWEALTH OF THE 
NORTIIERN MARIANAS 

Jesus R. Sablan Commonwealth of the 
Northern Marianaw 

Government 

Director of Commerce and Labor 
4th Floor Nattru Building 

Saipan, CNMI 96950 

COOK ISLANDS Michael Benn% Kia Orana Food. PO Box 132 

Rarotonga, Cook Imlands 

Orange Juice 

Concentrates 

ITC/UNDP 

COIM1rnfALTII OF TlE 
NORIIIERN MRIANAS Douglas Shimida Microneslan Insurance 

Underwriters Inc. Saipan, CNN! 



COUNTRY 


COOK ISLANDS 


COOK ISLANDS 


COOK ISLANDS 


COOK ISLANDS 


COOK ISLANDS 


COOK ISLANDS 


COOK ISLANDS 


COOK ISLANDS 


COOK ISLANDS 


NAME 


Marjorie L.Pergman 


Mike G.Bergmann 


Frank G. Grieco 


Donald Melvin 


Dr. Teropoi Moats 


Mr.Henry Puns 


Ken Rolle 


Joan Rolls 


Kato Tama 


ORGANIZATION 


Cook Islands Pacific Pearl 

Merchants Ltd. 


Cook Islands Pacific Pearl 

Merchants Ltd. 


Grieco Foods Ltd. 


Island Craft Ltd. 


Dept. Trade Labour 


& Transport 


Beachcomber Ltd. 


Beachcomber Ltd. 


Ministry of Agriculture 


ADDRESS 


Director 

P.O. Box 257 (Director)
 

Rarctonqa, Cook Inland*
 
Tell Rarotonga 21-901
 

Director 

Po Pom 257
 
Rarotonga, Conk Islands
 

Teli Rarotonga 21-901
 

Chairman of Director. 

PO Pox 20 


Rarotonga, Cook Islands
 
Tel 1 25-360
 
Tix 1 62041
 

Manaqer 

PO Po 28 


Rarotonga, Cook Islands 


Tels 22-009 22-010
 
Cable Addrewss ISLAND CRAFT
 

Executive Trade Officer 


PO Pox 61
 

Rarotonga, C.I.
 
Tell 20-810
 
Time SECGOV RG 62002
 

rompany Director 


PO Box 91 

Rarotonga, C.I. 


Tele 21-939 

Tixv N/A
 

Company Directnr 

PO Box 91 

Rarotongr, C.I. 

Tole 21-939 


Time N/A
 

Secretary 


PRODUCT sPONSOR 

Jewelry 

Jewelry FSP 

Dehydrated Pine
apple & Papaya 

5hell Costume FSP 
Jewelry & Shell 

Belts 

Nut Drying for ITC/LFNIDP 

F SP 

Jewelry, 

Handicraft. 
Fashion Acces

sorie. 

Jewelry, 

Handicraft. 
Fashion Acca.
wores 

1TC/UNLP 



COUNTRY 


COOK ISLANDS 


FEDERATED STATES OF 


MICRONESIA 


FEDERATED STATES OF 


MICRONESIA
 

FEDERATED STATES OF 


MICRONESIA 


FEDERATED STATES OF 


MICRONESIA 


FEDERATED STATES OF 


MICRONESIA 


FEDERATED STATES OF 


MICRONESIA
 

FEDERATED STATES OF 


MICRONESIA 


FEDERATED STATES OF 


MICRONESIA 


NAME 


Katherine C. Webb 


Larry P uton 


Maurice Christian
 

Peter M. Christiln 


lmael Dobrick 


Timakyo Ehma 


Tony Garinglyan 


Johnny K. Killion 


Redley Killion 


ORGANIZATION 


Grieco Foods Ltd. 


Mit & Bruton 


Enterprises
 

Congress of the Federated 


States of Micronesia 


Truk Organization for 

Community Action
 

Ellen's Market 


Yap State Legislature
 

Truk Shipping Company 


Truk Development 


Enterprises 


ADDRESS 


Manaqer Importm/Enpor:tO 

PO Box 20 


Rarotonga, Cook Islands
 

Telt 25-360
 

Time 62041
 

Truk, FSM
 

Senator
 

P.O. Po 370
 

Kolonia, Ponape, E.C.I. 96941
 

Tpli 414\ 

Aswlstant Manager/Part Owner 


PO Po 692 


Kolonia 


East Caroline Islands 9&941
 

Anot Manaqwr/Part Owner Ehum
 

Tile 747
 

Gpniral Manaqer 
P.O. Box 669
 
Truk State
 

Tele 455 or 669
 

Tlx TSCO OR PCA TRUI
 

State Director, Department of 


Reources and Development 


P.O. Box 365 


Mown, Truk, F.S.M. 


East Caroline Islands
 

Toe 552/761/760
 

PRODUCT SPONSUR 

Dehydrated Pa- FSP 

paya & Pineapple 

Hiandicraftst
 

Fish Mobiles,
 
Ladies Baskets
 

Coconut Oil, 
Prpadfruit Flo"er. 

Copra Coke & 

14andicrafts 



COUNTRY 


FEDERATED STATES OF 


MICRONESIA
 

FEDERATED STATES OF 


MICRONESIA 


FEDERATED STATES OF 


MICRONESIA
 

FEDERATED STATES OF 


MICRONESIA 


FEDERATED STATES OF 


MICRONESIA 


FEDERATED STATES OF 


MICRONESIA
 

FEDERATED STATES OF 


NAME 


Annes Leben 


Alex P. Luzama 


Manny Mori 


Roberl. Mori 


Roger S. Morl 


Taka Mori 


Michael Ormsby 

MICROESIAPO
MICRONESIA 


Catalino Sam
FEDERATED STATES OF 


MICRONESIA 


Reaty R. Shotara
FEDERATED STATES OF 


MICRONESIA 


Bumbo Silbanul
FEDERATED STATES OF 


MICRONESIA 


Seneille P. Singeo
FEDERATED STATES OF 


MICRONESIA 


ORGANIZATION 


Ponape State Government
 

Ponape State government 


FSM Development Bank 


Truk Stake Government 


Truk State Government 


Truk Transportation Co.
 

Truk State Government 


Ponape Coconut Products 


Truk Lagoon Wholesalers 


FSM Registrar of 


Corporations 


Ponape Community Action 


Agwrcy 


SPONSOR
PRODUCT
ADDRESS 


to the Governor
Special Ansistant 

Industry


for Commerce & 

Federated States of Micronemia 96941
 

Pox M
 

Lt. Governor
 

Moon, Truk
 

FSM 96942
 

TeIw 232
 

T 4! GOV TRUK
 

Acting State Plannor
 

ro Pox 7s0
 
Truk, East Caroline Islands 96942
 

Tele 552
 

Programs Coordinator
Fedvral 

Govprnor's Office
o 189
 

Moen, Truk
 

FSM 96942
 

TrI 239, icr) 234
 

TIim GOVTRUK
 

shampoo, t4air
 
General Manager 


9 Oil & Soap

P 0 O 3


Ponape, Caroline Imlands 96941
 

Ownpr/MnaqWr
 
P.O. Pox 4
 

Truk, FSM 96942
 

TrI 35N or 
450
 

Tix TRU1LAGOON TRIJK
 

96941
Kolonia, Ponape, ECI 


Tell 646/701
 

Executive Director
 

P0 Pox 409
 

Kolonia, Fonipe, ECI 96941
 



FE 

M I 

MICRONESIA Board Pox 403 

koonia, Ponape 
ECI 96941 

Tels 646/701 

FEDERATED STATES OF 
MICRONESIA 

Sisinlo Willy Department Resoircas and 
Development 

Marketing Specialist 
Po Box 290 
Moen, Truk State, FUM 96942 

Laundry Soap. 
Handicrafts, Copra 

Caka & Fish 

Twi 552 

FIJI David Ashby Fiji Citrus Productu, Ltd. PO Box 355 
Suva, Fiji 

FIJI Han. Subramani Labrasa Farmers Club 

Basawaiyo Cooperative 

FIJI H.M. Boulton Boulton Citrus Products 
ITC/UNDP 

FIJI Maraila Ceinaturagu Marama Cooperative 

FIJI Aimaks Colati Radio Fiji 10 HVIlme St. 
Suva, Fiji 

FIJI Sam Chung Waimall Farm Producal 

Lwauma Hodings Ltd. 

G.P.O. Po 

Suva, Fiji 
717 

Tali 22542 
Time FJ 2163 



COUNTRY 

FIJI 

NAME 

Ratu Bnator OP& 
Gavida 

OR13ANIZATION 

Economic Deveiopment 
Board of Fiji 

Fiji falcolm Harrison Everrrimp Snack Products 

(9S) Ltd. 

FIJI Phil Hotchin Fiji Citrus Products, Ltd. 

FIJi Epwli Kacimaiwal Ministry of Foreign 
Affairs, Tourism and 

Civil Aviation 

FIJI Zarin khan Fiji Farmers Cooperative 

Society Limited 

Fiji Kshwan Krishna Popular Furniture 3 

Hlardware Ltd. 

FIJI 

FIJI 

George Kwong 

William Lewis 

National HMarkrting 
Authority of Fiji 

South Pacific Foods 

nuut1,
 

Director 
lwt Floor, Valop House 
SuVA, riji 
Time 2355 EDP FJ 

19 Sonoma
 
Waltubal, Suva, FIJI
 

Postal Addrrusu
 
Private lailbqs, SUVA, Fiji
 
Tel 313422 or 313606
 

Tixe FJ2199 EVCRIgP
 

Ownprsl Manger 

P.O. Pox |"3
 
Labat Fiji
 

Urdmrswcretary and Roving 

Amblaspdor
 

Govrrnmenrt of Fiji
 
Suva, Ft il
 
TIxe FJ 2167
 

Financial Controler 


PO Pow 4004
 
Samabula, FIJI
 

Telt 305797
 

P0 Po 172 


Lautoka, FIJI 

TIne 5163 POPULAR FJ
 

PO Sox 0O 


Bigatoka, FIJI 


FSP
 

I TC/UNDr 

rep 

POP 

Furniture & 

Wooden Handles 

Crystallized 
Fruit 

FBP 

FFP 

ITC/UNDP 



COUNTRY NAME 


FIJI H-mmat B. Lodhia 


FIJI John Martin 

FIJI Dhirendra Raniga 

FIJI Senator Aporuua 

Rakoto 

FIJI Ken Roberts 

FIJI Raijeli Salabogi 

FIJi Frederick-Warwick 

Smith 

FIJI Kitione Waqavonovono 

ORGANIZATION 


Lords Jewellery Industries 


Native Lands Development
 

Corporation
 

Maqan Lai Jiwa & Son. Ltd. 

Economic Devvlopmwnt Board 


Mokouoi Products Limitid 


Malrama Cooperative
 

National Marketing 

Authority (fort 
Tropical Food Product3) 

Handicrafts of Fiji Center 


ADDRESS 


Managing Director 

"Housp of Lords" 

PO Box 598 

Suva, FIJI
 

Twl 21372 or 31369
 

Directnr 


Pu Box 204, 

Pa, FIJI
 
Telt 74522
 
Time 6240 JASON FJ
 

Board Mnmber 


PO Box 2303
 
Suva, Fiji
 
Telt 7:|5988
 

Tlx, FJ 2355
 

Managing Director 


P Boxm3186 


Laml, Fiji 

Tix FJ 2347 FORCIDS
 

Vokibu Industrial Estate 

Nasinu 9 miles, Suva, Fiji 
Time FJ 2241 

Box 1426 


Suva, Fiji
 

PRODUCT 

Handmade Gold 

and Silver 

Jewolry 

SPONSOR 

FSP 

Fruit 

Confectionary 

FSP 

FsP 

Pure Coconut 

Oil & Toilet 

soap 

FSP 

Procevoed Ginger 

Raw Pawpaw 

Handicrafts 

FSP 

FIJI 



COUNTRY 


FIJI 


FRENCH POLYNESIA 


GUAM 


GUAM 


GUAM 


KIR:BATI 


KIRIBATI 


GUAM 


GUA14 


GUAM 


NAME 


Mir-h..1 Whippy 


Augusto Confalonieri 

& Mauusimillmno Frizzi 


Henry Cruz 


Jesus S. Leon 


Guerrero 


Jose M. L. LuJan 


Maras Irata 


Patrick Lawrence 


Sam Price 


Anita McNulty 


Jose M.L. Lujan 


ORGANIZATION 


Charles Whippy & Co. 


Tahiti Natural Products 


Department of Commerce 

BANK OF GUAM 


U.S. Small Business 

Administration 


Ministry of Natural 

Resources and Devnlopment 

Governmrnt of 
the Rwpublic 


of Kiribati 


Pacific Studies Institute 


Pacific Studies Institute 


U.S. Small Business Admln. 


PRODUCT BPONSOR
 
ADDRESS
 

FSP
Wooden Boats and
Manaqing Director 

P" Pom 9, 24 Tofua St. Accemories
 

Siuva, FiJi
 
TplI 22429
 

Perfumpa, FSP

P.P.420 

rare Ute 
 Toiletries
 

& Soaps
Pappt", Tahiti 

Tele 2.97.91
 

TII 346 MINOINTP FP
 

Aganda, Ottam
 

PO Po DW 
Agana,GIJAM 96910
 
Tele 472-R65/7
 

Branch Managqr
 
PAcific News Pldq., Rm. 50B
 

238 0liara St.
 
Aqana, Guam 96910
 

15li 671-472-7277/7309
 

Bairiki, Tarawa
 

Development Officer
 

Development Office
 
Ministry of Line & PhoniN group
 

Christmas Island
 

CAPLEv DEV. LINNIX
 

P.O. Box 20820 G.M.F.,
 

Guam, M.I. 96921
 

P.O. Box 20820, G.M.F.
 

Guam, M.I. 96921
 

238 O'llara Street
 

Agana, Guam 96910
 



KIRIBATI Erit" - elti Government of the Republic 
of Kiribati 

Development Officer 
Development Office 
Ministry of Line & Pheonlx Group 
Christmas Island 
CAPLEi 0EV. LINNIX 

FSP 

NIUE Gary Cooper Niue Prcductu Ltd. P0 Box 

Niue 

Cables 

92 

PRODUCTB NIUE 

Passion Fruit 

& Coconut Cream 

ITC/UNDP 

NIUE Russell L. Kare RunasIl L. Kars Ltd. Managing Director 

PU Box of 
NIUE lland, nuth Pacific 
Tell 60P & 167 

Passion Fruit 

Drink 

FBP 

NIUE Mirlan Nlchola hililama Garments Manager 

Po 130 
Alafl, Nlum 

FqP 

NIUE Bradley Punu Niue Development Board Acting General Manager 
P.O. Box 74, Alofi South 

Ni ii. 
Tole 66 or Z1 

Fruit Pulps FBP 

PALAU Katharine Keolel Palau Community Action 
Agency 

Executive Director 
P.O. Box 3000 

Koror, Republic of Palau 

PALnU Dave Nolan government of Palau Representatlve of 

President H.I. 
Rpmelllk

President Office 

P.O. Box IOnO 
koror, Republic of 

Palau 96940 

PALAU Boon Swob Hu kint's Enterprisem Koror, Republic of 

Palau 76940 

Flt cakeu 



COUNTRY NAME ORGANIZATION ADDRESB PRODUCT SPONSOR 

PALAU Toshiro Paulin Palau Fishing 
Authority 

Marine Resources Director 
PO Box 586 
Koror, Palau 9694A 
Telm 514 or 352 

PAPUA NEW GUINEA Thomas Anis North Solomons Province PO Box 120 
Arawa, Papua New Guinea 

AF 

PAPUA NEW GUINEA Joseph Chan PNG Arts Director 
PO Box 0264 

Handicrafts F8P 

Hohola; Papua New Guinea 
Tel 25-3976/25 7803 
Time SUBEN NE 23271 

PAPUA NEW GUINEA Robert F. Cooke PNG Artifacts PO Bog 1114 
Honolulu, Hawaii 

PAPUA NEW GUINEA Phitlip Cridge
• 

Department of Foreign 
Affairs and Trede 

Assistant Secretary - Foreign 
Affai's, Tourism and Trade 

FSP 

Post Office Wardstrip 
Walgani P.N.G. 
Tell 271684 
Tix HE 22136 

PAPUA NEW GUINEA John Cruikshank Chamber of Commerce 
and Industry 

Executive Director 
P.O. Box 265 

FBP 

Las 
Papua New Guinea 
Tele 42 2340 
Tix NE 44147 -



COUNTRY 


PAPUA NEW GUINEA 


PAPUA t- :" GUINEA 


PAPUA NEW GUINEA 


PAPUA NEW GUINEA 


PAPUA NEW GUINEA 


PAPUA NEW GUINEA 


PAPUA NEW GUINEA 


PAPUA NEW GUINEA 


PAPUA NEW GUINEA 


NAME 


Lodhia Daroa 

Richard Gault 


WadJu Hanafi 


Kolokai' S. Hullerman 


Konney Kamanqan 


Henry Klink 


William Terrence 


McCabe 


Alex Nonwo 


Wilson Omena 


ORGANIZATION 


Drpt. of Industrial 

Dovnlopmpnt 


Exclusive and Discerning 


Amalgamated Knitwear 


PNG Artifacts 


South Pacific Brewery Ltd. 


PNG Tourist Association 


South Pacific Trade 


Commission 


Philatelic Bureau 


Hakia Weavers 


ADDRESB 


PC Box 164 

Konedolb.,, Papua New Guinea
 

Time INDEV NE 23310
 

Rabaul, Papua New
 

PC Box 1433 

Lam, PApua Nmw Guinea
 
Tixi NE 42450
 

Pox 1114
 
Ifonolulu, tHawaii
 

PG Boit 6550 

Borokoq Papua New Guinea
 

Tel 21 7999
 
Tixi NE22192
 

Presldpnt 

Port Moreshy, Paputa New Guinea
 

Senior Trade Commiswioner
 

Papua New Guinea House
 
225 Clarence Strwet
 

Sydney, NSW 2000 Australia
 

Telt 102) 290 2833
 

Time AA 70342
 

PG Box I 


Boroko, Papua New Guinea
 
TIme PNG PTC NE 22119
 

PE Box 599 


Goroka, Papua New Guinea 


PRODUCT SPONSOR 

rsP 

FSP 

Beer FOP 

Tourism 

Stamps FSP 

Handwoven AF 

Woolen Rugs 



COUNTRY 


PAPUA NEW GUINEA 


PAPUA NEW GUINEA 


PAPUA NEW GUINEA 


REPLIPLIC OF THE 


MARSIIALLS 


REPUDLIC OF THE 


MARSHALLS 

REPUPLIC OF THE 


MARSIIALLS 


SOLOMON ISLANDS 


SOLOMON ISLANDS 


SOLOMON ISLANDS 


SOLOMON ISLANDS 


NAME 


Bruce Parkes 


Helen Reiner 


Michael Uillvilo 


Jamem A. Albernathy 


Wilfred Kendall 


John A. Smith 


Marion L. Clark 


John Mantia Kaliuss 


Caroline Hebala 


Kaliuae 


Mariana Kelesi 

ORGANIZATION 


South Pacific Brewery Ltd. 


The Dream Factory/ 


Henada Holdings Pty 


PN3 Fish Marketing Corp. 


H.C.C. Ltd. 


Tuturia Trading Co.Ltd. 


H.C.C. Ltd. 


ADDRESS 


Marketing Controller 

PO Pam 6550
 

Boroko, Papua New Guinea 

Tell 21 7999 
TIxl N72'192 

P0 Box 289 

Boroko, Papda New Guinea 

Manacln Director 

P.O. Box &65L
 
Barok
 

Box 27
 

Majurot M.1.
 

1312 Like St.
 

Honolulu, Hawall
 

Box 571 
MaJuro, M.I. 

Secretary/Director 

PO Box 43 


Honiara, Solomon Islands
 

Toe 22195
 

TIx H966313 

Managing Director 


PO Bo 746 

Honiara, Solomon Islands 


Toe 22494
 
Tlxim HO 66390 

PO Box 325 

Honiara, Solomon Islands 

TIx HO 66390 

Managing Director 

PO Pox 43 
Honiara, Solomon Islands 
Tele 22195 

PRODUCT 


Beer 


Fish 


Artifacts &
 

Handicrafts
 

Shell Buttons, 


Varieties of
 
Sea Food Products
 

Arts & Crafts 


Artifacts & 


Handicrafts
 

SPUNSUR
 

FSP
 

FSP
 

FSP
 

FSP
 

AF
 

FSP
 



COIiIN I RY NAME (rwAN 1 ZA ! I OH AD)R)flF S FRJDU.C1 Sr'aPOUR 

50LM1. ISLANDS Samtoe] Ogi frio Miniqtry of 
anhd Tr.%cdu-

Foreiui AffAirR A int.,nt Forrr4.ry 
IU [43: (ilf,
tlraniara, Solnmrv laii,dy 

SOLOMON ISI.ANDS Snyder Riri Island Timbers Ltd. Company Director Sawrd Tlmber rsr 

PO Do:t 214 

14oniars, So,,omon Island-

T.it 27774 

TI-c I IP"1061.1 (-AM/)% 

SOLOMON ISLANDS John Smunana Ministry of Fnriqn Affairs IO Po4 610 Al 

and Trade lloniara, Solomori Island.q 

SOLOMON ISLANDS P.A.R. (Req) Taylor Solomon Island" Philatelic Spnrral ;;naer Stampn, Post" SP 

tlrPMU, Ltd. G.P.O. Cards &. Coin" 
loniara golamorn I a I aids 
TeIj Horiir a 221113 

Tli rPMqlr 66310 ATTN Fhllatelic Pureai 

1OPELAU SImeti Moala Office of Tokelau Affairs PD Po .' 05 
Apia, Wpi~tprn S~moa 

AF 

Cable, IUPALANI APIA 

TONGA James W. Harris Dir'ctor of Economic P.O.Po. 827 FSP 

Planning C',,fral Plalnrinq Dept. 
MI-tukt"alofa, Tonq 

1.l 21-766 
C 3 

TONA Tapuaki Haur.na Tonqa Cooperative ro Pnn 1272 VanllIa t .SIP 

Federation Nt.iu "lofa, Tonqa tiandicrafts 

T! u a 6A253 TS 

TONGA Geoffrey Houqland Polynesian Print% P.O. Box 748 
Ntou'a ofa, Tonga 

Tel. 22-866 

TONGA Alexin Huni Tonga Cooperative Pa PoN 1272 Vanilla & AF 

Federation Nokualofa, Tonqa Handicrafts 

TINY 66253 1S 



COUNTRY NAME ORGANIZATIN ADDRESS PRODUCT SPONSOR 

TONGA Ben Muti Imua Products PO Box 233 Black Coral FSP 

TONGA 8.T. Nakao Pasuionfruit Industries Management 

PT)Box 12 

Consultant p4,%ionfruit 

& loys 

AF 

Nuku'alofa, Tonga 

Tals 21755-21758 

Tix@ 66-232 TSUNAK 18. 

TONGA Kevin O'Connor Tonga Vimitors Bureau Vava'u, Tonga 

TO13A Louis Pogoni South Pacific Manufacturing Box 777 Nuku'alofa, Tonga 
Sweaters FSP 

TIx 76 66245 

TUVALU Koloa Talake SAVE THE CHILDREN INC. Director, 
Office 

SCF Tuvalu Field 

PO Box 15, 
Funafuti, Tuvalu 

Tels 7(5 
TIxv TV40O0 COMM 

VANUATU Lindsay Barrett Chamber of Commerce President 
Partner, Coopers and Lybrand 

Investment 

Finance 

AF 

Box 189 

Port Vila, Vanuatu 

WESTERN SAMOA Vaigo 3. 

Alailine 

& Fay Lefulemu Development 

Corporation 

Box 4226 

Apia, Western Samoa 

WESTERN SAMOA Laki Uaea Apelu PRINUT Director 
Prfvate Bag 

Coconut, Taro 

& Coconut Cream 

FSP 

General Post Office 

Apia, Western Samoa 

Tels 2292, - 23970 

Tlxi 265 FIRSTPAC 

WESTERN SAMOA Ernesto C. Bauzon Samoa Coconut Products 

Limited 

General Manager 

Private Mail Bag, APIA 

Coconut Oil FBP 

Western Samoa 

Tell 23-400, 23-401, & 23-402 

TIxs 272 NIU SX 



IOUNT RY 

WESTERN SAMOA 

WESIERN SAMOA 


WESTERN SAMOA 


WESTERN SAMOA 


WESTERN SA. A 

WESTERN SAMOA 


WESTERN SAMOA 


WESIERN SAMOA 


NAME 

Allyn J. Miller 

Mano'o L. Mulitalo, 


;ion. Jack Netzler 


Clive J. Pedrana 


Geoff Pritchard 


Sophia Rankin 


Han. Faasootaulaa 8. 


Saill 


Tulgamala Ametipa 


Lam Sam 


ORGAN I ZAT I (iN 

Western Samoa l4andicrafts 

Corporation 


M & M International Ltd. 

Milnintry of Agriculture 


Food Processing Labratory 


PRINUT 


Island Styles, Ltd. 


Western Samoa Trust 


Estates Corporation 


Samoa Tropical Products 

ADI)RESS 

Marvaqfer 
PoElam 494 

Apia, Western Samoa 
Tpl! 23-218 

Catil e Samoacraft 

loard Chairman/Prpnident 

PO Poll 369 
Apia, We.tern Samoa 

]ego 23-323 or 24-183 

Mlnister 

Apia, Western Samoa
 

Chief Food Technologlst 
Pra Dom 743 

Apia, WESTERN SAMOA 

Tell 23395 
Tlxt USP 251 SX 

B.ag.aio
Pag 
General Pti-rt Office 
Apia, Western Samoa 

Tell 2272, - 23970 

TIll 265 T-IRSIPAC 

PO Pom 139 


Apia, Wentern Samoa 

Jets 21-436 

Ownral Manager 

PO Bot 182 
Apia, Western Samoa 

Teli 21515 N 22077 
Tix 239 TRUSTATES SX APIA 

Pom 1550 


APIA, Wpstern Samoa
 

T11(OD)I) I SUIRISU.: 

"andicrafts, 
Tapa Ciott i, 
Jewelpry 

FS' 

Coconut Cream 
& palnana Chips 

AF 

IIC/FSP 

Paumlonfruit, 
tIatigo, Parigna 
Papaya, Guava 

Preparation% 

IrC/UNDP 

Coconut, Taro 
& CoconLt Cream 

Tablecloth, 
Tropical Fruit 

Wines & Sweater. 

FSP 

Coconut Juice, 

Charcoal, Taro, 

Coconutu & Soap 
Producli 

FSP 

Coconut Products ITC/JNDP 



WESTERN SAMOA Tupuola Tavita Director of Agriculture 

WESTERN SAMOA Misikel Chong Wong Oavelopment Bank of 
Western Samoa 

MULTILATERAL ORGANIZATIONS 

FIJI Ivan F. Contreras UNIDO PO Bom 2303 
Suva, FIJI 

TELs 31598 

TLXI 2355 EDB FI 

FIJI Peter J.S. Elvy South Pacific Bureau for 

Economic Cooperation 

GPO Bom 956 

Suva, Fiji 
Tolt 312600 
TIx9 2229FJ 

to 



U.S. and FCREIEN PARTICIPANTS
 

John Armstrong, Stovall. Spradlin, Armstrong Israel, suite 700,
 
1819 H street, N.W., Washington, D.C.
 

Eunike S. Atualevao, P'resident, ESSA Limited, 4701 San Leandro 
street, Oakland, California 94601 

Linda A:tell, Alu Like. 401 Kamakne Street, Honolulu. Hawaii 
Q6314 

Benny Benigno, J.F. Eraun Inc., Honolulu, Haw-aii
 

Bill Bennett, Vice President. Container Stcrage of Hawaii. 27a 
Puuhale Road, Honolulu, Haw.aii %819 

E.F. Bennett, Fresident, Rollins Burdick Hunter, suite 68, 1221 
Kapiolani Blvd, Honolulu, Hawaii %8l? 

Loretta Berales, Alu Like. 401 Kamakee street, Honclulu, Hawaii
 
96314 

Don Blodgett, Sundt International, Inc. , P.O. Box 270:27,
 
Tucson. AZ 25726
 

Dave Bjerke, Management Advi-ory Services, ist
President. 17 

Western, Seattle, WA 98119
 

Dean Busn, Pacific Micronesian Lines, Oakland. CA
 

Bruno Caamana, Latin American Fccds, Los Angeles. CA
 

Catherine G. Cavaletto, Associste Admirnistrator, Department o+ 
Horticulture, University of Hawaii, 719, Maile Way, Honolulu, 
Hawaii 9 822 

Harvey T. Chan Jr. , Research Food Technologist. U.S. Dept. C+
 
Agriculture, U.S. Tropical Fruit & Vegetable Laboratory,
 
P.O. Box 445R, Hilo, Hawaii 06720
 

Robert W.F. Choy, State Director =Hawvaii,/Haaii AAm Samoa, Guam. 
NMI, Trust Territory, USDA Farmers Home Administration, Rm. 711 
Federal Bldg, 1f4 Waianuenue Ave. , Hilo. HI P672Z , 

Barry Coats, Global A-sociates, ?79 Kamiolani, Honolul, H! 

W. Trac Crri , Senior Marketing Cii,_er, Australi an Consul ate 

General, 1000 Bishoo St., Honolulu. HI P621l 

Stanmen K1. Cravin. Director, Honolulu ,iiice. International Trade 
Admin. , U.S. Dept. Of Commerce. F.C. :a 500,2 , Hcnolul,. HI. 

Msrl Crowe, F'eat.Marwik.Mit-nel A. Co.. Honoluiu, HI 
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Jchn Cummings, FPcific Island Transport Lines, San Francisco, CA 

Robert H. Dale, KD2, 370 A Iolani Ave., Honolulu, HI 9681 

A. Van Horn Diamond, Alu Like, 401 Kamakee St.. Honolulu, HI 

Dan Dragoner, Atlantis Corp., Honolulu, HI 

G. Dudley, Mendonca's Of Hawaii, Honolulu. HI
 

Bob Durant, SETSInc. , 507 Varsitv Bldg., 110 University Ave.. 
Honolulu, HI 9=826 

Dorothy Dwoskin, Deputy Director, U.S.G.S.F. , 0-fice oi the U.S. 
Trade ReprasentanLve, Executive Otfic_ oi the President. 
Washington D.C. 2O506 

Ambassador Fred J. Eckert, U.S. Ambassador in Fiji. Kirioati,
 
Tanga, and Tuvalu. U.S. Embassy, Suva, Fiji
 

Claire W. Engle. Executive Vice President. Hawaii World Trade 
Association, 7-5 Bishop St., Honolulu, HI -'_.3 

Clement Esmail, Fawcett McDermott, Honolulu, HI
 

Dr. T'eo J. Fairbairr, Research Associate, Pacific Island 
Development Program, East West Center, 1777 East West Rd., 
Honolulu, HI %322 

Renalle Fernandez, Manager/Buyer, Shop Paciiica, B.P. Bishoo 

Museum, 1525 Bernice St., P .C. Box I0000-A. Honolulu. HI 96317 

Floyd Fitzpatrick, Samoa Tropical Products. Honolulu, HI 

Howard G. Fowler, Natak Aviation, Anchorage, Alaska 

Richard Gebauer, Pacifica Flying Fish Co., Santa Monica, CA 

K:enneth P. Gill. President, Vacu-dry Co.. .215 Coffev Lane. P.O. 

Box 6144, Santa Rosa, CA 95406 

Vincent Goddard, Eagle Fisheries. Seattle, Washington 

Sean 3inella. Sales Representative. Hawaiian F:sh Distributors 
inc. , 77-10c3 Ka-imi Nani Dr. , Kailua, Kona, HI 96740 

Ruth 3reenberg. Tidepool Galleries, Malibu, CA 

Don Halv'orsen. Halvorsen and Assciclates, San Diego. CA 

Wilscn Hall , 1 N P Brokerage. 

,Dell Hamlett Attorney a: Law. Palo Alt:o, CA 
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Michael Hamnett, Pacific Island Development Program, East West
 
Center, Honolulu, HI 

Edgar C. Harrell, Acting Assistant Administrator, Agency for
 
International Development, Bureau for Private Enterprise. 720
 
21st St., N.W., Rm. 5897, Washington D.C. 20527
 

Scott Hardenan, Management Advisory Services, Seattle, WA 

Mark Hertel , Pacific Resources Inc. , Honolulu, HI 

Fred Hetler, World Trade Association, San Diego. CA
 

William C. Hill, FDA, San Francisco, CA
 

Julia C. Hirsch, Senior Vice President, Boyden Associates, Inc..
 
One Maritime Plaza, #1750, San Francisco, CA 94111
 

Bernard Hosie. Foundation for the People of the South Pacific,
 
New York, N.Y.
 

Ron Howard, Paradise Cruises, Ltd., 1025 Ala Moana Blvd..
 
Honolulu, HI 90815
 

Bruce Jensen, Publisher/Editor, Pacific Magazine, P.O. Box 25488.
 
Honolulu. HI 96825
 

Edward Johnston, Mid Pacific Advisory Council, 60 East Third
 
Ave., San Mateo, CA 94401 

Deborah Jordan, Oakland, CA
 

Alexander Kane, Kane International, Honolui.; HI
 

William J. Keener, KD2, -70AIolani Ave., Honclu2u, HI 9681Z
 

Darick King. C'ntinental Airlines, Auchland, New :ealand 

Robert C. Kiste, Director, Pacific Isl ands Studies Program, 
University of Hawaii, 1890 East West Rd., Honolulu, HI ?=822 

Erving Krainen, Shell World, Honolulu, HI
 

William R. Knudson, Knudson A Sons, Inc.
 

Bill Kowalski, President, Hawaiian Fish Distributors Inc.,
 
73-I0S Ka-imi Nani Dr. , Kai lua, Kona, Hawaii 96741) 

Marilyn Kowalski, Vice President, Hawaiian Fish Distrib'tors 
Inc. , same as above 

Howard Ladd. Global Associates. :010 Weoster St., Suite :,)0, 
Oakland, CA 90017 
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Tomoko Lam, Shop Facifica, B.-. Bishoo Museum. lf2f Sernice 
St., P'.O. Box !9000-A, Honolulu, HI 96817 

Lelei 
Lelaulu, Executive Director. Pacific Island Assoctation, 
71 E. 31st St., New York, N.Y., 10016 

Livio Lesle, South Seas 
Steamship Co., San Francisco. CA 

Felix Limtiaco, Barnett, Harris, & Associates, Hcnolulu, HI 

Ron Loftus, Manager, Pacific Magazine, P.O. Sox 25488. Honolulu, 
HI 96825 

Barry London, London Distributcrs, Honolulu, Hi 

Fr. Leo McAteer, San Francisco. CA 

John T. Marrack, Deloitte. Haskins, & Sells. 745 Fort St., Suite 
1000. Honolulu. HI 96817 

J.L. Maturo, Emery World Wide, Honolulu, HI
 

Leo Mayer, USDA, Washington D.C.
 

John Mendonca, Mendonca's of Hawaii, Honolulu, HI
 

Linda Moriarty, Office of 
Hawaiian Affairs, Honolulu. HI
 

Lila Mudd, Mudd-David Consulting. 815 Arlington, Oakland, CA 
94608 

David K. Nakagawa, District Director, U.S. Small Business Admin.,
 
ZOO Ala Moana Blvd., Honolulu, HI 96850
 

Andy Nomura, Pacific Resources,Inc., Honolulu, Hi
 

Dorrie Paganini, Paper-mania. 50 Post St., San Francisco, CA 
94104 

Jim Parkhill , Farkhill International, McAllen, TX 

John R. Pelkan, Executive Vice Fresident. Sokol .& Pelkan 
Associates, 350 Pacific, San Francisco, CA 94111
 

Bill Paupe. Director, Area Development Of!ice, USAID,
 
P.O. Box 218, Suva. Fiji 

Alexander Pilgrim. San Diego, CA 

Coree Price 
Myrtle Price 
Rere Prize, Rere s of Rarotonga, 11I7-A 2nd Ave.. Honolulu, HI 
c6@16
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Ruta T. Price. Crer, Rai-otumu. 2.il- K,<.iolsni Blvd.. 
Honolulu. Hi %P326 

Glenn Price, Advisor, RarotuLIU. 2511- 9 Kapiolani Blvd., 
Honolulu, HI 96826 

Eparama Daranivalu. Air- Pacific, 160C Kapilami Blvd. #927, 
Hcnolulu, HI 96314 

David Ramscw. Bank of Hawaii, Honolulu, HI 

Victor Renaghan, U.S. CLstoms Service,- Honclulu. HI 

Christine Risner. Facific Diagnostics, Hon-lulu, H: 

Rep. Fred W. Rohlfing. P.C. Box 235. Honolulu. HI 9.0c80 

Tom Sakata, Hawa:.i International Servizen Aoencv,. Honolulu, HI 

Louis Sleeper, Trade and Development Program, Washinston D.C. 

Hardy Spoehr, Nati'e Hawaiian Development Office, Honclulu, HI 

Kenneth Stewart, Sheltenham Corp., Newoort Seach. CA 

Denise E. Surber, Economic/Commercial Specialist, Embassy of the 
United States. Fiji, 01 Loftus St., P.O. Box 213, Suva, Fiji 

M.D. Schochet, Regional Vice President, Bank c? Hawaii. P.O. Box 
2?00, Hnolul,, HI 9634c 

Gerald A. Sumida. Carlsmith, Carlsmith, tishman A, Case, Pacific 
Trade Center, Suite 2200, 190 South King St., Honolulu. Hawaii 
96813
 

Scott 3oper, East West Center, Honolulu. HI
 

Sanele Tuipelelepaga. Office of Samoan Affairs. 1315 Folsom St.,
 
San Francisco. CA 90007)0 

Bill Vanvalkenburg, Native Land Develooment Council o-F Fiji, P.O. 
Box 306b41, Honolulu, HI, 9682 

Richard 0. Waidzunas, Business Development Specialist. U.S. Small 
Business Admin., 300 Ala Moana 31,v .. P. . Box 5,O2,7, Hoinolulu, 
HI 96650 

Jack Wallenbrock, President. Wallentrzc .Asscciates. 3S2: E. 
Colorado Blvo., Suite 1,5. Pasadena. CA 9l0-

Peter S. Watson. Lawler. FeliA ,& Hall . 70 ' S'un Flcwer Et. , Los 
Ange.es, , 000CCA 
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Frank White, President, Container Storage-of Hawaii, 
274 Fuuhale
 
Rd, Honolulu, HI 96819
 

Chris Wilkes, Tagger Foods, Honolulu, HI
 

Bill Williams, Continental Airlines, Cargo Sales Service
 

Jincie V. Williams, PR Director, Pacific Analysis Corp., 
 :049
 
Ualena St. #110, Honolulu, HI 96819
 

Rcdner Winget. Fishery Development Associates, Seattle, WA
 

Gerry Wong, Cnnsul, 
St. , Honolulu. HI 9

Australian Consul ate General. 
681: 

1000 Bishoo 

Sunny L.S. Wong. 
Kalaheo Ave. #A-700. 

Pacific 

Kailua, 
Trade and Development.1
HI q6774 

na., 970 N. 

Robert Worthington. Cook Islands Representative, Kamehameha
 
Schools #16, Honolulu, HI 96817
 

Steve Wright, Wright ConsLiting International, San Francisco, CA
 

Caroline Yacoe, Pacific Pathways, Honolulu. HI
 

Ambassador Fred M. 
 Zeder, Micronesian Status Negotiations, Rm.
 
7356, U.S. Dept. of the Interior, 13th and Con., N.W., Washington
 
D.C. 20240 
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1984 PACIFIC ISLANDS-UNITED STATES TRADE THROUGH PRIVATE SECTOR DEVELOPMENT 

Partial Listing of Speakers, Panelists, and Resource Persons 

(Note: Biographical material included where available) 

John Armstrong, Attorney, Stovall, Snradlin, Armstrong, end Israel, Suite 700, 1819 H. Street, 

N.W., Washington, D.C. 20006 

Eunike S. Atualevao, President, ESSA Limited, Inc., 4701 San Leandro Street, Oakland, CA. 94601. 

Ernesto C. Bauzon, Mill Manager, Samoa Coconut Products Limited, Private Mail Bag, Apia,
 
Western Samoa.
 

Mr. Bauzon is Mill Manager of Samoa Coconut Products Ltd., which produces crude coconut 
oil for export to the American market. 

Eugene Bennett, President, Rollins Burdeck Hunter, 50 California Street, Suite 2300,
 
San Francisco, CA. 94111.
 

Mr. Bennett is very familiar with South Pacific Trade. His company handles U.S. insurance
 
requirements, marine cargo coverages, packaging, claims handling and other aspects of
 
insurance and risk management. 

David Bjerke, President, Management Advisory Services, 33 First Western, Seattle, WA. 98119. 

George A. Burgess, President, Pacifica Flying Fish Company Inc., 401 Wilshire Blvd., 11th floor,
 
Santa Monica, CA. 90401.
 

Mr. Burgess has extensive experience in management consulting training and investment
 
.ounseling, short/long range and strategic planning, marketing, warehousing, financing,
 
and cost accounting, transportation and diagnostic reviews.
 

Catherine G. Cavaletto, Associate Professor of Horticulture, Department of Horticulture, 
3190 Maile Way, University of Hawaii at Manoa, Honolulu, Hawaii 96822. 

Ms. Cavaletto's primary responsibility in the Department of Horticulture is research in 
processing and quality evaluation of tropical crops. She is the autl )r of numerous research
 
publications on the processing and quality aspects of papaya, guava, mango, 
banana, lychee
 
and macadamia nuts.
 

Harvey T. Chan, Jr., Research Food Technologist, U.S. Tropical Fruit and Vegetable Laboratory, 
U.S. Department of Agriculture, P.O. Box 4459, Hilo, Hawaii 96720. 

Joseph Robert Chan, Director, P.N.G. Art, P.O. Box 9264, Hohola, Papua New Guinea. 

Mr. Chan is director of the biggest artifact shop in Papua New Guinea today. He began with
 
a small art shop in 1977.
 

Peter Christian, Senator, Congress of the Federated States of Micronesia, P.O. Box 96, 
Kolonia, Ponape, Eastern Caroline Islands 96941. 

Senator Peter Christian is a member of the Ponape delegation to the Congress of the 
Federated States of Micronesia. He is the Chairman of the Committee on Health, Education, 
and Social Affairs. He was first elected to the Congress in 1979. Prior to that he was a 
member of the Ponape State Legislature from 1975 to 1979, where hc served as Vice 
Chairman on Judiciary and Government Relations Committee. 
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Senator Christian is a prominent member of the State of Ponape business community.
He is President of Seair Transportation Agency, and General Manager of Martin Enterprisesand Cliff Rainbow Hotel, Kolonia, Ponape, and a former President of the State of PonapeChamber of Commerce. He once served as Chairman of the Board of Directors of the 
Ponape Community Action Agency. 

Phillip Cridge, Assistant Secretary, Department of Foreign Affairs ard Trade, Government
 
of Papua New Guinea, Waigani, Papua New Guinea.
 
Mr. Cridge has served in the Papua New Guinea Government's Department of Foreign Affairsand Trade since 1975. He is a trade promotion member of the Papua New Guinea Chamberof Commerce and has led many Papua New Guinea trade missions around the world. Mr.Cridge's primary interest is in developing private sector/government relationships for thegrowth of the Papua New Guinea export sector. He has also worked in the Philippines. 

Merle D. Crowe, Partner, Peat Marwick, Mitchell and Co., Financial Plaza of the Pacific,
P.O. Box 4150, Honolulu, Hawaii 96813. 

Dorothy Dwoskin, Deputy Director, Office of the U.S. Trade Representative, U.S.G.S.P.,

E.xecutive Office of the President, Washington, D.C. 20506.
 

Hon. Fred Eckert, Ambassador to Fiji, Tuvalu, Kiribati, and Tonga, U.S. Embassy, P.O. Box 218, 
Suva, Fiji. 
Mr. Eckert is a former State Senator from Rochester, New York. He is an expert in the field 
of Public Relations. 

Te'o Fairbairn, Research Associate, Pacific Island Developmenc Program, East-West Center,

1777 East West Road, Honolulu, Hawaii 96848.
 
Dr. Fairbairn was born in Apia, 
Western Samoa and educated in New Zealand, the U.S.A.,and Australia. He earned his Ph.D. in Pacific History (Economics) from the Australian

National University in Canberra, Australia. 
 He taught economics at the University ofNewcastle (Australia) from 1963 to 1972, worked for the South Pacific Commission as aSenior Economist from 1972 to 1978, followed by a period as UNDP Senior Planning
Economist specializing in Western Samoa and the Cook Islands. Dr. Fairbairn was recentlyengaged by the University of the South Pacific to conduct economic research in the South 
Pacific. 

Richard Gebauer, Vice President, Governmental and Environmental Relations, Pacifica
Flying Fish Company Inc., 401 Wilshire Blvd. 1nth floor, Santa Monica, CA. 90401. 
Mr. Gebauer was a council member of the Economic Development Council of American Samoafrom 1979 to 1982, and a member of the Board of Directors, Development Bank of American
Samoa, from 1975 to 1979. He has extensive experience in fish export and processing. 

Richard Goodman, Good Travel Tours, 5332 College Ave., Oakland, CA. 94618. 

Kathy Gower, c,a Action Research International, 468 Funston Ave., San Francisco, CA. 94118. 
Ms. Gower is the author of Preliminary Assessment of Pacific Island Products. 

Ruth C. Greenberg, Tidepool Gall ry, 31705 Sea Level Drive, Malibu, CA. 90265.
 
ivis. Greenberg is a 
partner in Tidepool Gallery, a retail shop specializing in sea-shells,corals, fine art, handicrafts, jewelry and other items related to '.he sea. She is also associatedwith Out Island Marketing, an import firm specializing in Pacific Island masks, baskets, carvings.
and artifacts. 

Jesus S. Leon Guerrero, President, Bank of Guam, P.O. Box BW, Agana, Guam 96910. 
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Don E. Halvorsen, President, Halvorsen and Associates Corporation, P.O. Box 5589, San Diego,
 
Cit. 92105.
 

Mr. Halvorsen is President of Halvorsen and Associates, a U.S. Corporation associated with 
other companies in imports and exports, joint ventures, licensing manufacturing, licensing
 
trade marks and ccpyrights. Mr. Halvorsen's group has a potential interest in food and
 
seafood producs, exports from the Islands, and possible joint venture with a fishing or
 
food company. 

Michael P. Hamnett, Research Coordinator, Pacific Island Development Program, East-West
 
Center, 1777 East-West Road, Honolulu, Hawaii.
 

Dr. Hamnett received his M.A. and Ph.D. in Anthropology from the University of Hawaii. 
He has conducted research on cash cropping and other business enterprises in the North
 
Solomons, Papua New Guinea. From 1969 to 1972, Dr. Hamnett provided training and
 
business advisory services and conducted research throughout Micronesia. Since 1980
 
Dr. Hamnett has served as the Research Coordinator in the Pacific Island Development
 
Program, a policy research and training unit of the East-West Center.
 

Edgar C. Harrell, Acting Assistant Administrator, Bureau fo Private Enterprise U.S. AID 321 E 21st 
Street, N.W., Room 6897, Washington, D.C. 20523. 

James W. Harris, Director of Planning, Central Planning Department, P.O. Box 827, Nuku'alofa, 
Tonga. 

Mr. Harris received his formal education in New Zealand and the United States. He was a
 
banana grower and major exporter from Tonga between 1965-1974. Mr. Harris is a charter
 
member and export representative of the Neiafu Vanilla Growers and Exporters Association.
 

Joseph W. Harrison, President, Pan PLcific Alliance for Trade and Development, 1670 Pine St., 
San Francisco, CA 94109. 

Mr. Harrison is an economic development specialist and President of the Pan Pacific Alliance
 
for Trade and Development, a membership organization created to foster trade between
 
the U.S. and the Pacific Island region, and to enhance the development process of the latter.
 

William C. Hill, District Director, U.S. Food and Drug Administration, 50 United Nations Plaza 
Building, Room 534, San Francisco, CA 94102. 

Mr. Hill has served as District Director of the U.S. and Drug Administration since 1970. He
 
directs the workforce of investigators, technicians, chemists, microbiologists, and support
 
personnel in carrying out the various Inspectional, analytical, and compliance activities of
 
the District Office.
 

Alexis Huni, Director, Tonga Cooperative Federation, P.O.. BOx 1272, Nuku'alofa, Tonga. 

Konny Komeneng, South Pacific Brewery Ltd., P.O. Box 6550, Boroko, Papua New Guinea. 

Ewing.rainen, Shell World, 801 Cooke Street, Honolulu, Hawaii 96813. 

Howard Ladd, Director, Global Associates, 2010 Webster Street, Suite 300, Oakland, 
CA 90017. 

Lelei Lelaulu, Director of Inforrnat,,n, United Nations Department of Information, 
31 E. 31st Street, New York, N.Y. 10016 (also Executive Director, Pacific
 
Island Association)
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Alexander Mamak, President, Action Research International, 468 Funston Avenue, San

Francisco, CA 94118.
 
Dr. Marnak has conducted research on socioeconomic change in Fiji, Papua New Guinea, theUnited States, and Latin America. He has written several books on socioeconomic change inthe South Pacific, and has taught at San Francisco State University, the University of theSouth Pacific, the University of New South Wales and the International Training Institutein Sydney, Australia. Dr. Mamak's firm specializes in research for development, including
market research and analysis. 

John T. Marrack, Deloitte, Haskins and Sells, 745 Fort Street, Suite 1000, Honolulu, HI 96813. 

Mulikihaamea Mateikitoga, President, The Tonga Export Company, Box 230, Nuku'alofa,

Kingdom of Tonga.
 
Mr. Matekitoga has been an exporter for the past 17 years. 
 He is President and Chairmanof the Board of the Tonga Trading Company which exports tapa cloth, tapa handbags,
lau hala begs and other Polynesian handicrafts. The company is also located in the Stateof Hawaii, Foreign Trade Zone, and is a sub-assembly, manufacturing, and wholesale operation. 

Leo V. Mayer, Associate Administrator, U.S. Department of Agriculture, Foreign Agricultural

Service, Washington, D.C. 20520.
 
Dr. Mayer is the author of several books and articles on agriculture and food policy, and hasserved as a guest lecturer for the U.S. Information Agency and the Department of State in anumber of countries. He taught agricultural economics at the Iowa State University andserved as senior specialist for Agriculture (Congressional Research Service), Senior
Agricultural Advisor (Office for Trade Negotiations, Executive Office of the President)
and Senior Staff Economist (Council of Economic Advisors, 
Executive Office of the President). 

Simeti Moala, Director of Economic Development, Office of Tokelau Affairs, P.O. Box 865,
Apia, Western Samoa. 
Mr. Moala received his formal education in New Zealand. He worked for the Western
Samoan Govern ment from 1963 to 1975, and served as an Administrative Officer and 
as a Marketing Officer for the Tokelau Public Service from 1976 to 1982. In 1983 he was

appointed Tokelau's Director of Economic Development.
 

David K. Nakagawa, District Director, U.S. Small Business Administration, 300 Ala Moana 
Blvd., Honolulu, Hawaii 96850. 

Dorrie Paganini, Paper-Mania, 50 Post Street, San Francisco, CA 94104. 

Bruce Parkes, Marketing Controller, South Pacific Brewery Ltd., P.O. Box 6550, Boroko,
Papua New Guinea. 

Jim N :Parkhill, President, Parkhill International, International Food Products and Agribusiness
Consulting Services, 149 Sunflower, McAllen, Texas 78501. 

Mr. Parkhill is a consultant to the International Trade Center UNCTAD/GATT and the
United Nations Programme on behalf of South Pacific processors of tropical fruit products.
He has degrees in International Trade and Marketing and nineteen years international business
management experience in the agribusiness and food processing industries. 
 Mr. Parkhillhas an outstanding knowledge of Western Hemisphere Markets. His product experienceincludes fresh and processed fruits and vegetables, prepared foods, seafood, cereals
 
and dairy products.
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William Paupe, Regional Development Officer, U.S. Agency for International Development
P.O. Box 218, Suva, Fiji.
 
Mr. Paupe is a 
Career Senior Foreign Service Officer and an economic development specialist
with over 25 years of service. 

Clive Pedrana, Chief Food Technologist, Food Processing Laboratory, P.O. Box 743, Apia,

Western Samoa.
 

John R. Pelkan, Executive Vice President, Sokol and Pelkan Advertising, 330 Pacific, 
San Francisco, CA. 94111. 

Samuel T. Price, President, Pacific Studies Institute, P.O. Box 20820 GMF, Guam, MI 96921. 
Dr. Price served as Chairman, Department of Anthropology, University of Guam, from 1978to 1979. In 1979, he founded Pacific Studies Institute, a non-profit research and training
organization serving the Northwest Pacific. 

Pamela Takiora Ingram Pryor, 505 Ann Street, Beaufort, North Carolina, 28516, 

Bradley Punu, Acting General Manager, Niue Development Board, P.O. Box 74, ALOFI South,
 
Niue Island.
 

Mr. Punu was formerly employed as a 
researcher at the College of Tropical Agriculture,
University of Hawaii, and as a research officer in the Department of Agriculture, Niue
Island. He was promoted to Head of the Research Division in 1982, and was appointed

Director of Agriculture and Fisheries and Acting General Manager, Niue Development

Board, in 1984. 
 Mr. Punu was the recipient of several scholarships to study at the University
of the South Pacific and the University of Hawaii. 

Eparama Qaranivalu, Airport Manager, Air Pacific, Honolulu International Airport, 
Honolulu, Hawaii 96814. 

David Ramsour, Chief Economist, Bank of Hawaii, Financial Plaza of the Pacific, Honolulu, 
Hawaii 96813. 

Michael L. Real, Vice-President T and P Oistom Marketing, Inc., 2500 E. Colorado Blvd.,

Suite 315, Pasadena, CA. 91107.
 
Mr. Real is an expert in sales and marketing of tropical fruit/food products. 

Victor Renaghan, Director of Commercial Operations, U.S. Customs, Honolulu, Hawaii. 
Mr. Renaghan has 23 years of experience in the U.S. Customs Department. His expertise
includes investigations, management systems and design. He has received numerous
 
government awards from Thailand, the Philippines, and the U.S., and is a specialist in
 
customs activities throughout Asia.
 

Douglas Shimada, Micronesia Life Underwriters Inc., P.O. Box 206, Saipan, Northern Mariana 
Is. 96950. 

Louis G. Sleeper, Counselor for Special Economic Initiatives, Presidential Commission on
Indian Reservation Economies, Executive Office of the President, Washington , D.C.Managment Consultant, 205 Yoakum Parkway, Apt. 1514, Alexandria, Virginia 22304. 
Mr. Sleeper is on loan from the U.S. Trade and Development Program to advise the Presidential
Commission on how appropriate experiences of U.S. foreign assistance and trade agencies canbe applied to !jome of the problems facing the Indian Reservations and Tribes in the United
States. He is tne third ranking management official in the Trade and Development Program(TDP) with responsibility for planning, programming, evaluation, and management assessment 
of TDP programs. 
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Paul E. Sotutu, Chief, Economic and Social Commission for Asia and the Pacific, Pacific
 
Liaison Office, Nauru.
 

Gerald A. Sumida, Attorney, Carsmith, Carlsmith, Wichman and Case, Pacific Trade Center, 
Suite 2200, 190 South King Street, Honolulu, Hawaii 96813. 

Denise E. Surber, Economic/Commercial Specialist, Embassy of the United States, P.O. Box 218, 
Suva, Fiji. 

Mrs. Surber has headed the Economic/Commercial Section at the U.S. Embassy in Suva 
since June 1981. Born in California, she holds a B.A. in History and Elementary Education 
from the University of Washington in Seattle, Washington, and an M.B.A. in Finance and 
Investment from the George W ashington University in Washington D.C. She has worked 
as a teacher both in the U.S. and abroad, as an administrative assistant inanother U.S. 
diplomatic post, and as a program and financial assistant in the Commission on International 
Relations at the NationalAcademy of Sciences. Mrs. Surber has lived and worked in the 
U.S.,the South Pacific, Latin America, and the Middle East. She speaks Spanish and Arabic. 

Sanele Tutilea Paga, c/o National Office of Samoan Affairs, Inc., 1855 Folsom Street, San
 
Francisco, CA. 94103.
 

Mr.Tutileapaga was formerly administrative assistant to the Governor of American Samoa, 
and the Senior Officer for Pacific Islanders in the Department of Maori and Island Affairs, 
Wellington, New Zealand. Mr.Tutileapaga is currently a community economic development 
advisor to Pacific Islanders residing in the United States. He also served as the Vice Chair
man of the Youth and Rural Development Council of the South Pacific Commission. 

Richard Waidzunas, Business Development Specialist, U.S. Small Business Administration,
 
45-139 Mikihilina Street, Kaneohe, Hawaii 96744.
 

Mr. Waidzunas served in the United States Navy from 1943-1954, retiring as a LTCDR,
 
USNR. From 1954 to 1975, Mr. aidzunas' career was in conercial banking, working as
 
a Loan Officer and Vice President for several banks in Southern Caliofrnia and H-awaii.
 
He joined the U.S. Small Business Administration in 1975 and is a business development
 
specialist and district advocate in the Department's new Minority Small Business Development
 
Program.
 

Gene Ward, Director, Hawaiian Entrepreneur Training and Development Istitute, 401 Kamakee 
Street, 3rd floor, Honolulu, Hawaii 96814. 

Jincie V. Williams, Director, Pacific Analysis Corporation, 3049 Ualena Street, #110,
 
Honolulu, Hawaii 96819.
 

Rodner R. Winget, President, Fisheries Development Research Inc., General Manager, Fisheries 
Development Associates, P.O. Box 164, Redmond, WA. 98052-0164. 

Dr. Winget is a businessman and marine biologist with a 20 year career in procurement, 
administration, teac~hing and research applied to the development of marine food resources. 
He founded Fisheries Development Associates,a partnership of 5 companies that have 
pooled their assets and personnel to plan and implement fisheries development programs 
worldwide. Dr. Winget also formed Fisheries Development Research Inc. to assist 
governments with resource management, acquaculture development and sea food product 
formulation. 

Misilkei Chong Wong, Assistant General Manager, Development Bank of Western Samoa, 
P.O. Box 1232, Apia, Western Samoa. 

Mr. Chong Wong was born in Saleimoa, Western Samoa. He has a B.A. in Accounting and 
Business Management and a C.P.A. , Western Samoa Society of Accountants. Mr. Chong 

has worked for the Development Bank since 1975, as a Chief Accountant and Finance Manger 

and currently as Assistant General Manager. 
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The trade exhibit was a valuable experience for many of the
 
participants in the conference. Not only did it provide an
 
environment in which to discuss conference proceedings, it also
 
provided a means by which trade could occur.
 

The exhibit, while part of the proceedings, was organized separ
ately from the Conference. Funding and support were obtained from
 
the private sector, the primary sponsors being the Bank of Guam
 
and the Pan Pacific Alliance ror Trade an" Development.
 

Due to the low level of funding and the secondary nature of the
 
trade exhibit there was little that could be done in the way of
 
professional preparation. However, the lack of sophisticated
 
lighting and booths did little to hinder the very active environ
ment in which there were approximately 700 participants. Total
 
direct committed sales was conservatively estimated to be in
 
excess of US$600,000. In the next 12 months expected orders will
 
probablV exceed US$2 million.
 

The following is a list of countries, organizations and people
 
that presented their products.
 

PARTICIPANTS 	 ORGANIZATION PRODUCTS
 

American Samoa
 

Christina Betham Topu's Native Silk Screen
 
Agnes K. Cope Designs Prints
 

Comments: Desired more professional lighting arrange
ments. Dispite a colorful display, sales were not
 
substantial.
 

Dorthy Gurr Pago Chios, Inc. Banana and 
Breradfruit 
Chips 

- Comments: Presented a very low-key arrangement but 
was successful in identifying a Hawaiian distributor 
for her product. 

Cook Islands
 

Marjorie L. Bergman 	 Cook Islands Pa- Jewelry
 
cific Pearl Mer
chant
 

Comments: Was relatively successful in both direct
 
sales and future orders. In general, jewelry was a
 
DoDoular item at the trade show. The Cook Islanders
 
cooperated with each other and created an excellent
 
joint display that attracted a lot of attention.
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Ken and Joa:-. Rolls Beachcomber, Ltd. Handicrafts and 
jewelry 

Don Melvin Island Crafts Ltd. Curios, 
Handicrafts 
Jewelry 

and 

Comments: The Cook Islanders agreed that the most 
important part of the show was the opportunity to make
 
valuable contacts. They were successful in direct
 
sales and developing future orders.
 

Micheal Benns 	 Kia Orana Food Processed Foods
 
Corporation
 

Comments: Kia Orana successful in establishina
 
committed sales as well as solid possibilities of
 
future orders.
 

Federated States of Micronesia
 

Redley Killion Truk Development Coconut Oil,
 
Enterprises Breadfruit and
 

Handicrafts
 

Catalino Sam 	 Ponape Coconut Shampoco, Hair
 
Products, Ltd. Oil and Soap
 

Sisinio Willy 	 Department of Soaps, Handi-

Resources and crafts and Copra
 
Development
 

Comments: The FSM delecaticn reported establishing a
 
number of useful contacts but did not gain any substan
tial orders nor commitment from distributors.
 

Fiji 

Dhirandra Raniga Jasons Candies and 
(Maganlal Jiwa Curry Powder 
& Sons, Ltd.) 

Keshwan Krishna Popular Furniture Furniture and 
& Hardware Ltd. Handles 

Frederick-Warwick Smith National Market- Crystallized: 
ing Authority of Pineapple & 
Fiji PawPaw; Ginger 

Produczs 

Bill Lewis South Pacific Crystallized 
Foods Fruit 

121
 



Ken Roberts Mckosoi Products Coconut oil & 
Limited Soaps 

Mitchell Whippy 

Comments: As 

Charles Whiyov Custom 
and Co. boats a

soris 
with the Cook Islanders, the 

wooded 
nd acces-

Fijijans
created a joint display that drew a lot of attention.
 
Other members of the Fiji delegation joined the dis
players for singing and this added a more colorful note
 
to the show.
 

French Polynesia
 

Augusto Confalonieri 	 "Tatural Tahiti Purfumes, soaps
 
Products and Lotions
 

Comments: Natural Tahiti Products presented an excel
lent display. While they attracted a lot of interest
 
the greatest benefit was reported to be in the number
 
of contacts gained.
 

Kiribati
 

Patrick Lawrence 	 Development Office,
 
Government of
 
Kiribati 

Comments: The representative from Kiribati was late in
 
setting up his display. Kiribati succeeded in promoting
 
the tourist developments on Christmas Island.
 

Niue
 

Mariam Nicholas Miliama Garments Clothing

Bradley Punu Niue Development Fruit Pulp
 

Board
 
Russell Kars Russell L. Kars, Passion Fruit
 

Ltd. Drink
 

Gary Cooper Niue Products, Honey, Coconut
 
Ltd. Cream and pas

sionfuit
 
Comments: Of all the participants at the trade show
 

Mr. Cooper was probably the most successful in guaran
teed future orders. Based on the abilitv to meet FDA
 
regulations he has committed sales fr 20 tons of bulk
 
honey and four containers of coconut cream. His posi
tion demonstrates both the extort cozential of the
 
islands and the place U.S. gcvernment reculations have
 
in effecting that trade.
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Papua New Guinea 

Richard Gault Exclusive and Furniture and 
Discerning Wood Products 
Furniture 

Comments: Mr. Gault was seeking markets for both his
 
own line of furniture and his father's selection of
 
timbers. He followed his trip to Hawaii with a trip to
 
the U.S. mainland. Was very successful in finding
 
markets for his father's timbers and establishing a
 
number of channels for future sales of his furniture.
 

Helen Reiner 	 The Dress Factory Dresses
 

Comments: While Ms. Reiner was not very successful in
 
sales she did find the show rewarding. She obtained
 
feed back that would allow her to make her product more
 
appealing in future shows.
 

Lohia Daroa 	 Department of Handicrafts
 
Industrial De
velopment
 

Comments: Mr. Daroa displayed a number of handicrafts
 
from his country. He identified a distributor and was
 
very successful in making sales at the show.
 

Alex Nonwo 	 Philatelic Bureau Stamps
 

Comments: Although sales were not great (mostly due to
 
a lack of sufficent pre-advertising) Mr. Nonwo opened
 
up potential markets by agreeing to work with the
 
Solomon Island Philatelic Bureau to jointly market
 
their products in the future.
 

Bruce Parkes South Pacific Beer
 
Konney Kamngon Brewery
 

Comments: From a long term 	perspective, South Pacific
 
Brewery may be one of the most successful exporters.
 
The firm is begining to penetrate the U.S. market with
 
a major media campaign and a distribution network.
 

Wadju Hanafi 	 Amalgamated Clothing
 
Knitware
 

Comments: Mr. Hanafi had an attractive line of cloth
ing. His display caught a lot of attention and suggest
ed that their are notential industries in the islands
 
that have vet to be explored.
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Joseph Chan 
 PNG Arts Handicrafts and
 
Artifacts
 

Comments: Mr. 
 Chan displaved an excellent collection

of fine artifacts from Paoua New 
Guinea, and was
 
succesful in making sales.
 

Solomon Islands
 

John & Caroline Kaliuae 
 Tuturia Trading Co. Artifacts
 
Ltd.
 

Comments: 
 They did very well in both direct sales and
in expectation of future sales. John 
 Kaliuae felt
 
very positive about the activities that said he and

his wife were looking forward to future trade shows.
 

Snyder Rini 
 Island Timbers, Sawed Timber
 
Ltd.
 

Rea Taylor 
 Solomon Islands Stamps & Post
 
Philatelic Bureau, Cards
 
Ltd.
 

Comments: While sales were 
not great Mr. Taylor felt

the experience was a successful one. In forming a
joint marketing aareement with PaDua New Guinea. He
developed 
 a similar agreement with the Philatelic bur
eau in Vanuatu.
 

Tokelau
 

Simeti Moala 
 Office of Tckelau Artifacts
 
Affairs
 

Comments: Mr. Moala disolayed artifacts
excellent 

which attracted 
a great deal of interest including
 
press coverage. Excellent sales were 
reoorted.
 

Tonga
 

Louis Pagoni 
 South Pacific Sweaters
 
Manufacturing
 

Comments: Mr. Pagoni dis e al
... h ty nrducts
which recorded excellent sales. Following the Confer
ence he travelled through the U.S. 
 and on to Eurooe.
 

Geoffrv Houghland Polynesian Prints :ana c c pro
ducts
 

Ccmments: Mr. Houchlard disc 1a'.-ed 
some new crcucts

that he has been develocino and received :csi':ve feed 
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back.
 

Taccaki -aunca Tonga Cooperative Artifacts
 
Federation
 

Comments: Successful in direct sales and future orders.
 

Ben Muti 	 Imua Products Black Coral
 

Comments: Of those selling jewelry Mr. Muti was by
 
far the most successful in obtaining future orders.
 

Tuvalu
 

Koloa Talake Save the Children, Artifacts
 
Inc.
 

Comments: Similar experiences to Tokalau.
 

Vanuatu
 

Lindsay Barrett Chamber of Commerce
 
Comments: As a representative of the Chamber of Com
merce and as a member of a major accountina firm Mr.
 
Barrett's primary activity was to explain tax and trade
 
benefits that Vanuatu offered.
 

Western Samoa
 

Allyn Miller 	 Western Samoa Handicrafts and
 
Handicrafts Cor- Jewelry
 
ocration
 

Comments: Mr.. Miller received a large amount of
 
orders from dealers.
 

Ernesto C. Bauzon Samoa Coconut Pro- Coconut Oil 
ducts Limited 

Clive Pedrana Food Processing Passionfrui:, 
Labratory lango, Banana & 

Guava Prep
eratons 

Sophia Rankin Island Styles, Tabelcloths, 
Ltd. Tropical Wines 

Comments: The Western Samoan delegation were very
 
active and recorted making a number of useful contacts
 
and direct and future sales.
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CCNCLUS:CN
 

The trade show was seen as a major success bv many; who
 
participaze. Recorted sales 
 w.;ere ich ccnsiderinq the small
 
budget and low level of advertising. The general feelina was
 
that the trade show was long overdue, and necessary fcr the
 
future deveccment of trade between the U.S. 
 and Pacific Island
 
nations.
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ThE WHITE 1IOUSE 

WAS! IINGTON 

March 15. 1984 2 

Knowing of your commitment to the expansion of trade 
through private enterprise, it gives me great pleasure 
to welcome so many representatives of developing Pacific 
Island nations to the 1984 Conference on Pacific Island-
United States Trade Through Private Sector Development. 

I am especially delighted to reaffirm the long-standing 
bonds of friendship forged during both the tragedy of 
war and the much more productive time of peace. We 
shlare many common goals of freedom, democracy, stability, 
and economic self-sufficiency, and we all want our peoples 
to enjoy more fruitful lives. 

The nations of the Pacific comprise the fastest growing 
economic region of the world. In a sense, the future is 
in the Pacific, an? you and your nations will share in 
building that future. 

America wants very much to develop greater trade With 
the emerging nations in the Pacific region, and I encour-
age those of you who represent your country's private 
sector to look to America as a potential market for your
products. As I said in my televised address to the South 
Pacific Conference in 1982, 1 believe the private sector 
will play a key role in developing the e;onomic future of 
the Pacific. 

I want you to know that I am also very proud of repre
sentatives of the American private sector who are attend
ing this conference. They have vc'inteered their time, 
energy, and talent to assist Island entrepreneurs produce 
goods which can find their way profitably into our market
place. 

I congratulate those of you who have helped form the Pan 
Pacific Alliance for Trade and Development as a vehicle to 
foster trade and economic development. I also congratulate 
you who are entrepreneurs in the emerging Pacific nations. 
You reflect a true pioneer spirit, the kind of spirit which 
led America to greatness and will bring greater prosperity 
to your own nations. 

I wish you every success in forging a framework for free 
enterprise in your nation, and I commend your initiative. 
The risks will prove worthwhile even though you may 
endure hardship and sacrifice along the way. 

I am particularly proud that my Administration has taken 
steps to replace well-intentioned, but less than successful, 
forms of foreign assistance with a program which will help 
create permanent economic gains for entire nations. The 

i wdevelopment of a private sector economy participating in 
international trade is an important part of huilding a 
prosperous natio 
to the world's peace and stability. 

You have my best wishes as you discuss the future and 
very promising development of the Pacific nations. 
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L. Situazion Analysis
 

A. Marketing Environment
 

1. What is 
the product class or segmentation
 

- Use difference (e.g. charter vs. 
scheduled airlines) 

- Characterizational differences (e.g. status, masculinity, etc.
 

- Packaging differences (e.g. bottle vs. 
can)
 

- Distribution differences
 

- Price differences
 

- Service differences
 

- Form differences 
(e.g. fruit cocktail vs. peach halves)
 

2. 
Volume Trend, i.e. growing, static, declining, erractic, new
 

3. What percent of population/families are considered users?
 

4. What is the leading national brand? 

5. What is the leading regional brand?
 

6. 
What isthe important marketing and sales promotion activities
 

in this product class?
 

- retail pricing 
 - promotion events
 

- trade discounting 
 - direct selling
 

- off-label deals, coupons 
 - consumer advertising
 

- premiums 
 - trade advertising
 

- sampling 
 - co-op advertising
 

- P.O.P. Display 
 - direct mail
 

7. is product innovation an 
important competitive consideration
 

4n this Lrcduct class?
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8. What is the average price and unit 
of measure in this
 

product class?
 

9. What is the price spread?
 

10. 	 Are there unique pricing situations in this product class
 

(regulated pricing, pormotional pricing, price-off, etc.?)
 

11. 	 Is there new competition recently or anticipated shortly?
 

12. 	 Among the various types of distribution (e.g. wholesalers,
 

brokers, direct to 
retail, franchised dealers, etc.) 
which
 

is most typical of this product class?
 

13. 	 What 
changes in distribution have taken place in 
this product
 

class in the recent past or are anticipated shortly?
 

14. 
 How many brands does the average outlet carry for this product
 

class?
 

B. Purchase and Usage
 

1. Purchase use of the product class tends to be regular or
 

irregular?
 

2. The purchase cycle for the product class is 
how many days, weeks,
 

months or years apart?
 

3. 
Is the purchase or use cycle significantly affected by
 

advertising or other marketing activity?
 

4. Is use important seasonally?
 

5. Is there a particular time of day, 
or day of week for most
 

likely use or purchase?
 

6. Purchases of the product class 
are planned, bought on impulse or
 

bought automatically?
 

7. Who uses the product? Fanily? individual? ":her? 

S. How much shopping around 
is there for the poroduct?
 



9. 	 Is the brand decision usuallv made in advance or 
at point
 

of sale?
 

10. 	 How important 
is the brand decision to the consumer?
 

11. Is the product class characterized by strong brand loyalty,
 

moderate brand loyalty, or considerable brand switching?
 

12. Is the consumer interest in the product class high, moderate,
 

or low?
 

13. 	 Is the purchaser most often the user, a "purchasing agent",
 

a gift donor?
 

14. 	 Who else influences the brand selection?
 

15. 
 Is there more than one use to which the product/service is put?
 

16. 	 Are there any new users?
 

17. 	 List in order of priority, those product class characteristics
 

which best define the marketing considerations the brand must
 

take into account to compete successfully.
 

C. 	Share and Brand Differentiation
 

1. 	Is this a regional brand? If so where?
 

2. 	What were last year's sales? I
 

3. 	What was share of market in dollars/units?
 

4. 	What is the share trend? Up? Down? Static?
 

5. 	What is the profit trend? Up? Don? Static?
 

6. 	What is the nature of the brand's differentiation from other
 

brands in the product class?
 

7. 	What are the major competitor's share of the business?
 

S. 	Have here been recent changes in the brand's share or 
the
 

areas of competitive brands?
 

9. is the retail pricing of the brand usually above, below or at 

the 	 product class" 
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10. 	 Is the brand missing any part of the market through failure to
 

have price lines, models, etc.?
 

11. 	 Is the brand different from the product class in any of the
 

following basic characteristics?
 

- volume trend 
 - major marketing activities
 

- profit trend 	 - product or package changes
 

- most favored size 

12. 	 Is purchase or use of our brand different from tLe product
 

class in any of the following ways?
 

- regularity of purchase cycle 


- length of purchase cycle 


- planned vs. impulse purchase 


- where brand decision made 


- who influences brand selection
 

- seasonality
 

- brand switching
 

- individual vs. family use
 

- what brand is used for
 

- who purchases
 

13. 	 How important is advertising support for the brand?
 

14. 	 If the advertising budget were doubled, would the brand show
 

a sharp immediate sales increase; show a slow rise in si.es;
 

or not be affected significantly?
 

15. 	 Are there any product or packaging changes under way for
 

the brand?
 

16. 	 Are there any marketing changes under way for the brand, e.g.
 

price changes, size changes, style changes, extensions or the
 

line, etc.?
 

17. 	 What is the growth outlook for the brand?
 

18. 	 Are there any market tests under way or expected shortly?
 

D. Distribution 

1. How does the Jistribu:ion of tho ra:d :'elaze to the i:s~riut~o:; 
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pattern and trends in the product class?
 

2. 	 Does the brand have any distribution problems?
 

3. 	Does the brand have any distribution advantages?
 

4. 	Do any important competitive brands differ from the product
 

class distribution pattern?
 

5. 	How does the brand's number ofdealers penetration compare to
 

competition?
 

6. 	Is special advertising.or promotional attention given to the
 

trade for the purpose of maintaining, improving or forcing
 

distribution?
 

7. 	What are the implications of the brand's distribution situation
 

for marketing/advertising?
 

8. 	Sum up the brands market position vs. competition in terms of
 

share and volume trends, brand differentiation, and distribution.
 

E. 	Demographic Composition
 

Keep in mind that demography is not the only nor necessarily the best
 

way. to segment markets. Often more crucial to marketing and advertis.
 

ing objectives are differences in attitudes, motivations, values,
 

patterns of usage, esthetic preferences, needs, reasons for non-usage
 

degree Qf susceptibility, etc. Such factors may correlate with
 
demographic segments or cut across them. Demography in itself
 

is 	seldom directly causual. The discovery of the most useful ways of
 

segmenting a market is often the foundation of sound advertising
 

strategy. The demographic analysis should be regarded, therefore,
 

as 	only onfamong many. possible of analyzing markets, such as 

product usage, and life style.
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Hw 
"ow Man'.: Cou'l d ew la., Do Use a.: Use Csum-ion 

_rou ranzs U.S. Use Prcduc: Class Product Class the 3rand Przodc- Class 

Sex
 

Femnale
 

6-i1
 
12-17
 
18-24
 
25-34
 
35-49
 
50

ncome
 
-S5, 000
 
"-5-10,000
 

S!0-15,000
 
S1.5,- 20,000
 
$20,000+
 

Family Size
 
i-2
 
3--4
 

ezions
 
Nor-hesat
 
East Central
 

West Central
 
South
 
Pacific
 

Ciy Size
 
Cenzrai metro
 
Suburban
 
Non.-mezro
 

E-c.
 

Sum up he brand's position versus competition in terms of
 

demographic market composition, taking account of the relative
 

weakness and strengths, areas of opportunity, prime target groups,
 

etc.
 

F. Consumer Atztitudes
 

Brand image can be defined as the unique identity a given brand
 

possesses in consumers minds. :t is the net consumer impression
 

resuliing from the brand's -otal markez opera:ion, from wherever
 



derived, whether imputed or 
true. It can be influenced by three
 

major brand dimensions, and is the sum of 
all 	three:
 

* 
 Objective physical attributes, what the product is (price,
 

name, appearance, style, size, features, etc.)
 

* 	 Functional
 

Characterizational attributes, what the product implies about
 

the user (status, masculinity, good taste, youthful, etc.)
 

a. 
What are the physical characteristics that people (or market
 

segments) look for in the product class?
 

Do 	people (or a segment of the market) perceive any important
 

differences between brands with respect 
to these physical
 

characteristics?
 

- How 	does the brand stand in relation to these physical char

acteristics that people look for the the 
 -:oduct class or
 

that influence the brand selection?
 

b. 	What are the functional characteristics that people (or market
 

segments) look for in the product class?
 

-	 Do people (or a segment of the market) perceive any important
 

difference between brands with resp-ect 
to these functional
 

characteristics?
 

- How does the brand stand in relation to these functional charac

teristics that people look for in the product class or that
 

influence brand selection?
 

c. 	What are the major characterizational dimensions that 
people (or
 

market segments) look for in the product class?
 

- Do 	people (or a segment of the market) perceive any important
 

difference between with tobrands respect these characterzn

tional attributes?
 

-	 c',-v does the brand stand in r,.lacion to these cha:acte:-izati tnn 

IiJi 



1. Do various demographic segments of the market differ in desired
 

physical/functional characterizational attributes?
 

2. 
How 	does the brand relate to these demographic segments?
 

3. 	Are there non-demographic market segments that differ in desired
 

attributes(e.g. adventurous first travelers vs. 
nervous ist traveler
 

4. 
How does the brand relate to these non-demograPhic segments?
 

5. 	What perceived difference of any kind between brands 
are most
 

important in brand choice?
 

6. 	How does the brand relate to these importnat brand selection
 

factors?
 

7. 	Do 
users of the brand differ from non-users in the way they per

ceive the brand on physical/functional/characterizational attriLutes
 

8. 	What do users of the brand like about 
it? What are their main
 

reasons 
for using the brand instead of some other brand?
 

9. 	Among users of other brands in the product class, what are their
 

main reasons for not using the brand?
 

- Dislike something about the brand
 

- Unaware of the brand or its 
benefits
 

- Have misconceptions about the brand
 

-
 The brand's benefits are not congruent with their needs
 

10. Is discontinuance of the brand a problem?
 

11. Among those who do not 
use the product class, what are the main
 

reasons for non-use?
 

- Cannot use the product
 

- Unaware of the benefits of the product
 

- Disinterested in the benefits of the product
 

- Dislike the product
 

12. Apart from demography, what attitude -roups 
or motivational market 

segments reoresen- 7'e 	bes- are for increased sales of
-.	 :he brand

I:37
 



13. 	 Do these crucial attitude or motivational groups show any peculiar

ities in their demographic profiles?
 

14. 	 Sum up the nature of the brands current franchise vs. competition,
 

taking 
account of weaknesses and strengths in demographic,
 

attitudinal, or other factors.
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II. 	Marketing Objectives
 

1. 	ArresL decline in share/sales
 

2. 	Maintain business as usual
 

3. 	Increase share/sales
 

4. 	Develop added volume among current customers
 

5. 	 Expand total market 

6. 	 Respond, protect or 
maintain the brand against competition
 

7. 	 Take advantage of competitive weakness or opportunities
 

8. 	 Introduce new product/service; expand line or service
 

9. 	 Develop and establish a brand or corporate image
 

10. Achieve a stated profit goal
 

.	 Achieve a position goal, e.g. leadership
 

III. Marketing Strategy/Media Objectives
 

1. 	 Who is the primary and secondary target audience in terms of
 

demographics, product usage 
or life style?
 

Is there any special geographic coverage needed based on 
brand
 

development index 
and/or volume and/or the category development
 

index and volume?
 

3. 	 What is the desired continuity in 
terms of timing for advertising
 

placement as affected by seasonality, life cycle, purchase cycle,
 

competitive patterns?
 

4. 	 Is reach or frequency to be emphasized as determined by the purchase
 

cycle or other factors? 

5. 	 W'hat creative strategy. implications need consideration such as 

demonstration, color, visualization, explanation,image,action,
 

number of ads? 

;3. ha: s Ze bilable and an,.- possih,ie i-estrictions it might 
1udJJn 



of the campaign necessary?7. 	 Is merchandisab.ilitY 

by market, media weight, 	 spending
8. 	 How much flexibility is needed 

period? 

9. 	 To whaz degree is promotional support neeied? 

- ConsumerIV. Advertising Objectives 


users of brand/service (stop decline, hold
 
1. 	 Increase loyalty of 


share)
 

2. 	 Remind users of brand'service (hold share/volume)
 

other brands/service (increase share)
3. 	 Convert users of 


customers (additional volume)
from present
4. 	 Obtain more use 


of brand/service (additional volume/increase 
market)
 

5. 	 Offer new uses 


/ increase share)

6. 	 Obtain more customers (expand market 


the product class/service (expand market)

7. 	 Attract non-users of 


8. 	 Generate awareness/image
 

9. 	 Incite action (promotion)
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Exhibit 1.1: Dei.9nitions of the International Chamber of Commerce Incoterms 

CIF or c.i.t 

FOB or fo.b. 

FRC or f.r.c. 

CIP or c.i.p. 

DDP or d.d.p. 

DCP or d.c.p. 


ICC Rules 

CIF- Carriage, Imurance, Freight 


A. The seller must: 

Supply the goods in conformity with the contract ofsale, together with such evidence of conformity as may
be required by the contract. 

2 Contract on usual terms at his own expense for the 
carriage of the goods to the agreed port of destination 

by the usual route, in a seagoing vessel (not being a sailing
v-ssel) of the type normally usi'd for the transport of goods
of che contract description, and .v freight charges and any
charges for unloading at the port of discharge which may
be levied by regular shipping lines at the time and port of 
shirment, 


At his own risk and exense ot "nany export licence 
or other goverirr,.ntal authori. .,necessary for the 

export ot 6 1 d 

4 Load the goods at his own expense on board the vessel 
at the port of shipment and at the date or within the


period fixed or, if neither date nor time has been stipulated,

within a reasonable time, and notify the buyer, without 

delay, that the goods have been loaded on board the vessel. 

r- Procure, at his own cost and in a transferabie form, a 


policy, of marine insurance against the risks of carnage 

involved in he contract. 
 The insurance shall be contracted 
with underwriters or *nsurance comp ames of good repute
on FPA terms, and _ail cover the CIF price plus ten per
cent. The :nsurance shall be provided in the currency of:he 
contract, if procurable.! 
Unless otherwise agreed. che risks of carnage shail noticlude special risks that are covered in specific trades or 
against which the buyer may wish individual protecnon. 
Among the special risks ,ht should be considered and 
agreed 	upon between sellei and buyer arc theft, 	 pilferage,
leakage, breakage, chipping. sweat, contact with other 
cargoes and others peculiar to any partricular trade. 
When required by the buyer, the seller shall provide, at the 
buyer's expense, war risk insurance in the currency of the 
conrract, if procurable. 

Subject to the provisions of article B.4 below, bear all
risks Of the goods unnl such time as they shall have

effectively passed the ship's ril at the port o"shipment. 

At his own expense frnish to the buyer without delay
a clean negotiable bill of lading for the agreed port or' 

CIF A.5 provides for the minimum terms ,FPA and renod of' 
insurance warenouse to warenousci. Whenever mne buver 
vshes more nan ne minimutr, iabdicv to be :nc!udedi trme

contract, then he should cake care to spec;,' :nat :ne oasis ofi:he 
contract Is to be '!ncotet.ns'" with wnatever additon le e-
quires. 

Carriage. Insurance. Fre,ht
 
Free on Board
 
Free Carrier fnamed port]

Freight Carria.ge: and Insurance Paid to [destiaationj
 
Delivery Duty Pid
 
Freight Carriage; Paid to (destination]
 

destination, as well as the invoice of the goods shipped andthe insurance policy or. should the insurance policy not be 
available at the time the documents are tendered, a certificate of insurance issued under the authority of the under

writers and conveying to the bearer the same rights as if hewere in possession of the policy and reproducing :he 
essential provisions thereof. The bill of lading must cover 
the contract goods, be -tated 'vith :he period agreed forshipment, and provzde by endorsement or oter'.vise .'or 
delivery to the order of the buyer or buyer's agreed 
representative. Such bill of lading must be a full set of 
"on board" or "shipped" bills oflading, or a "received for 
shipment" bil of lading duly endorsed by the shiping 
company to the effect that the goods are on board, such 
endorsement to be dated within the period agreed for 
shipment. If the bill of lading contains a reference to the 
charter-party, the seller must also provide a copy of this
latter document. 

Note: 	A clean bll of lading is one '.vhsch bears ro sucenmposed
clauses 	expre-slv declanng a defecnve condition of dle goods or 
packaging.
 
The following clauscs do not convert a clean into an unclean bill of
lading: 
a. clauses which do not expressly state that the goods or packaging 
are unsansfactorv, e.g. "second-hand cases", "used drums", etc. 
b. clauses whic emohasize the carer's non-liability for rsksarising through the nature of:he goods or the packaging: c. clauseswhich disclaim on the oart of the carner knowledge oi contents, 
weight. measurement, Quaiitv. or technical specification of the 
goods.
 

Q Provide at his own expense he customary ::ackinZ or8 the goods. unless :r :s the :useom of :he :rade :o niph 
tne goods uncacked. 

9 Pay the costs of any checking operauotns (such as9 checking quality, measuring, weighing, counting)
which shall be necessary !Or the purpose of loading the 
goods. 

I Pay ny dues and taxes ncurred in resece of the 
I-0 P a updu e nd e icrred inrestiecanh
 

goods up to the tie of'their loading, icluding any
taxes, lees or charges levied because of exportaton. as-wel 
as the costs of any formalines which he shall have to fulfil 
in order to load the zoods on board. 

1 	 Provide the buyer. at the latter's reouest and cx
tDensk see B.5 '.vith -ne ce.r:ficate ofonz:n and the
 

consular nvoice. 
Render he bu ver. t :ne latter's 7eues . iska d

1 	 expense. ever' assistance :n optaining any aocu
is nthe r '.'osment d or oeoricinad 

issued in the ountry of snnement ind,or or oriin ;nj
'.vnsch the buyer may reoutre for :he moortatton of the
goods into :he countrv or destination and. '.vnere .ieces
sary, for ere:r passage 'n:ransit through another country. 
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B. The buyer must: 

Accept the documents when tendered by the seller, if 
the' are in cori-ormirv with the contract of sale, and 

pay the price as provided in -he contract.2 Receive the zoods at the igreed port ofdestinanon and 
bear, with the exception of the freight and marine 

insurance, all costs and charges incurred m respect of the 
goods in the course of their transit by sea until their arrival 
at the port of destination, as well as unloading costs, 

including lighterage and wharfage charges, unless such 
costs and charges shall have been included in the freight or 
collected by the steamship company at the time freight was 
paid. 
If war insurance is provided, it shall be at the expense of the 
buyer (see A.3). 

Note: If the goods ire sold "CIF landed", unloading costs, 
including lighterage and wharfage charges, are borne by me seler. 

Bear all risks of the goods from the time when they
.shall have effectively passed the ship's rail at the port ot 

shipment. 

4 In case he may have reserved to himselfa period '.vthin 
which to have the goods shipped andior the right to 

choose the port of desnnation, and he fails to give uistruc-
dons in time, bear the additional costs thereby incurred and 
all risks of the goods from the date of the expiration of the 
period fixed for shipment, provided always that the goods 
shall have been duly appropriated to the contract, that is to 
say, clearly set aside or otherwise identified as the contract 
goods. 

" Pay the costs and charges incurred in obtaining the 

cerrificate of origin and consular documents. 

6 
 Pay all costs and charges incurred in obtaining the 


7 
 doc'umcnts mentioned in article A.12 abcve. 


Pay all customs duties as well as any other duties and 
taxes payable at the time of or by reason of the 

importation. 

Procure and provide at his own risk and expense any
i licence or ermit or the ike which he may8import lieceoods. o h ik ;hc h ~ 

require for the importation of the goods at destination. 

FOB: Free on Board 

A. The seller must: 

p
Supply the goods in conform tv with the contract o
sale,.' together with such evidence of conformity as may 

be required by the contract. 

D, iver the goods on board the vessel named by the 
at the named port of shipment. in the manner 

customary at the port, at :he date or within the period 
stipulated, and notify the buyer, without delay, that the 

goods have been delivered on board. 

' At his own risk and expense obtain any export licence
3 or other govemmentaiauthorization necessary 'or the 

export of the goods. 

Subiect to te provisions of'articles B.3 and B.4 below. 
4 bear all costs and r:sks o t he .oods until such time as 
:hev shail have effect:veiv passed :he ship's ail it the 
namee port or shipment. :nciuding nv taxes, t.es or 
:har:es le'.':ed because ofexportation, is 'veil as the costs of 
nv formalities wnich he shall have to fuifil :n order to ;oad 

thie goods on board. 

P hus cxvense the customar' nacking ofProvide at own 

the goods, unless ;r is'the custom or the :rade to ship 
the goods unpacked. 

Pay the costs of any checking operatons Isuch as 
checking quality. measunz. ,,ve:onin. :ount:nv 

which shall be necessary for the purpose of deii'er.ng tne 
gooda. 
-- Provide at his own expense the customar; clean docu
/ ment in proof of deiver' of the goods alongside the

named vessel. 

Q Provide the buyer, at the latter's request and expense8 (see B.6), with the certficate or' origin.

9 Render the buyer, at the latter's request, risk and 
expense, every assistance in obtaining a bill of lading 

and any documents, other than that mentioned in the 
previous article, issued in the couhtrv of shipment and/or
of origin and which the buyer may require for the impora
tion of the goods into the countr/ of destnation and, 
where necessary, for :herr passage in transit through
another countr). 

B. The buyer must: 

At hs own expense, charter a vessel or reser.,e the 
necessary space on board a vessel and give the seller 

due notice of the name, loading berth of and deiverv dates 
to the vessel. 

2 Bear all costs and risks of the goods from :he time 
when they shall have effectively passed the ship's rail at 

the named port of shipment, and pay.the price as provided' 
in the contrac,. 

Bear any additional costs incurred because the vessel 
named by him shall have failed to arrive on the

stipulated date or by the end of the period specified, or shall 
be unable to take the goods or shall close for cargo earlier 

than the stipulated date or the end of the period specified 
and all the risks of the goods from the date of expiration or 
the period stipulated, provided, however. that the goods 
shall have been duly appropriated to the contract, that is to 
say, clearly set aside or otherwise :dentified as the contract 
goods. 

Should he fail to name the vessel in time or, if he shall 
have reserved to himselfa period within which to take 

delivery of the zoods and/or the right -o choose the port of 
shipment, should he fail to give detailed instructnons in 
time, bear any additional costs incurred because of such 
filure. and all the risks of the czoods from the date of 
expiration of t, : period stiulated f"or delivery, provided.
however, that the gcods shall have been duly appropriated 
to the contract, that is to say, clearly set aside or otherwise
 

identified as th,! contract goods.
 
- Pay any costs and charges for obtaining a bill of lading
3 if incurred under aricle A.9 above.
 

6 Pay all costs and charzes incurred in obtaininv the 
mentioned :n articles A.8 and A.9 above. 

including the costs of ertificates of origin and consular 
6ndocuments 
FRC: Free Carrier [named port] 

A. The seller must: 

1 Surpiv the coods in :ontorm:t. ':th m. :ontract )f 
, sale. :ovtner with such ev:erice of'conformitv as may 

be recut-ta cv :me contract. 
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Deliver the zoods :n:o :he charge ofthe carrier named 
by the bu'.'er on the lat e or wihin the period agreed 

for dliverv at !he named point in the manner exoressiv
ared or zusomar.' at uch point. If no seciric oint has 
been named, and :f :ert are several points availabie, the 
bste suitseller mat'hseic:hoes ot the a odeieywchse~ec: the point at the piacL of deiv~er whicCbest 	suits his .:uroses. 

3 	 At his own risk and exrense obtain any export jicence 
or other ofciai authorzanon "or the export

of the goods. 
Subject to the provisions of article B.5 below, pay any

Ttaxes, fees and charges levied in respect of the goods
because of exportation. 

Subject to the provisions of article B.3 below, bear all 
Jcosts payable in respect of the goods until such time as 
they will have been delivered in accordance with the 
provisions of article A.2 above. 

Subject to the provisions of article B.5 below, bear all 
risks of the goods until such time as they have been 

delivered in accordance with the provisions of article A.2 
above. 

Provide at his own expense the customary packing of 
the goods. unLess it is the custom of the trade to

dispatch the goods unpacked. 

Pay the cost of any checking operations (such as(3checking quality, measuring, weighing, counting)
which shall be necessary for 	the purpose of deliveringthegoo sg 
gagreed 	 t 

Give the buyer without delay notice by telecom-
muation channels of the delivery of the goods.1 In the circumstances referred to in article B.5 be-

low, give the buyer prompt notice by telecom-
munication channels of the occurrence of said circum-
stances. 

1 At his own expense, provide the buyer, if custom-
ary, with the usual document or other evidence of 

the delivery of the goods in accordance with the provisions
of article A.2 above. 

1 2 Provide the buyer with the commercial invoice in 
proper form so as to faciltate compliance with 

applicabie regulations and. at the buyer's request andexpense, with the certificate of origin.'
ex e w 

I Render the buyer, at his request, risk and expense,every assistance in obtaining any document other 
than those mentioned in article A. 12 above issued in the 
country of departure and/or of origin and which the buyer 
may require for the importation of the goods into thecountry of destination (and, where necessary, for their 

passage in transit through another country).I 


B. The buyer must: 

At his own expense, contract for the carriage of the 
goods from the named point and give the seller due

notice of :he name of the carrier and of the time for 
delivering the goods to him. 

Bear all costs payable in respect of the goods from thetime when they have been delivered in ac:ordance withthe 	provisions ofrticle ..2 above, except as provided inartice A.4 above. 

Pay 	 the price as provided in the contract, 

Bear all ....of the goods from the time when they
have been delivered in ac.ordanc'.with the provisions 

of article A.2 above. 
Bear any additional costs incurred because the bu'.'er

D fads to name the carner. or the carrier named by hmln 
'asotaeteoosaohschraT term 
~ed
ails 	 to cake -,he goods into 	his zharze, at the time aeree:d.and bear all risks ofthe oods from the date of'exprrv oft:e 

period stipulated for deiv-er., provided. however. that :he 
goods will have been duly aopropriated to the contract. 
that is to say, clearly set aside or otherwise identified as the 
contract goods. 

Bear all costs, fem and charges incurred in obtaining
Uthe documents mentioned in article 10 above, includ
ing the cost of consular documents, as well as the costs of 
certificates of origin. 

CI?: Freight Carriage; and Insuranco
 
Paid to [destination]
 

A. The seller must:
 

1 Supply the goods in conformity with the contract or
1 sale, together with such evidence of conformity as maybe required by the contract. 

) Contract at his own expense for the carriage of the
goods by a usual route and in customary manner to thepoint at the place of destination. If the point is not 

3 

agreed or is not determined by custom, the seller may
select the point at the place of destination which best suits 
his purpose. 

Subject to the provisions of article B.3 below, bear all 
risks of the goods until they shall have been delivered 

intr, the custody of the firstcarrier, at the time as provided 

in the contract.
 
4 Give rhe buyer without delay notice by telecom

munication channels that the goods have been deli
vered !nto the custody of thc first carrier. 

5 Prov de at his own ex.,oese the .ustomary packing of 
the goods, urnlev itis the custom of the trade to 

dispatch the goods unpacked. 

Pay the costs of any checking operations (such aschecking 4uaiirv, measunng, we:ghng, countingwhich shall be necessary. .or thL. purpose of loading the
 
goods or of deiivenng them into the custod-, of the first
 
carrier.
 

7 	 At his own expense, provide the buer, if customary,

with the usual transport document.
 
At his own risk and expense obtain any export licence
 
or other governmental authorizaiora iecessary for the
export of the goods. and pay any dues -,,dtaxes incurred in
respect of the goods in the country of dispatch, including
 

any export duties, as well as the costs of any formalities he
 
shall have to fulfil in order to load the goods.


9 Provide the buyer with the commercial invoice in
9 proper form so as to facilitate compliance with appic
able regulations and, at the buyer's request and expense.

with the certificate of origin.
 

1 0 Render the buyer, at the latter's reauest, risk and
10 expense. ever'. assistance in obtaining any docu
ments, other than those mentoned .n the urevious articie.

issued in the country of loading and/or ofonrin and which
 
the buyer may require 'or the irmportation of-he goods into
 

i4-.
 



the countrv or Aestinanci :and. where necessar, for their 
passage In transit through anotacr countn.'). 

Procure. at his own cost, transport insurance as 
1 agreed :n the contract and ucon such terms thac the 

buver, or any other person having an :nsurabie :nterest in 

the goods, sna~l be .',i:ied to c:aim directly from the 


buver wih the :nsurance oiicv or 

other evdence of insurance cover. The insurance shail be 
rcute and, failing express 

insurer, and prov:de 

contracted 'vith parties of good 

in the seller's
agreement. on such terms as are 

appropriate having regard to the custom of the trade, the 

nature of the goods and other circumstances affecting the 

risk. In this latter case, the seller shall inform the buyer of 

the extent of the insurance cover so as to enable him to take 

out any additional insurance that he may consider necessary 
borne by him in accord-before the risks of the goods are 


ance with article B.2. 

The insurance shall cover the price provided in the contract 

plus ten per cent and shall be provided :n :he currency or 
pltheont p r oclearance,
the contract. if procuradle. Then required by the buyer.
 
the seller shall provide, at the buyer's expense, war risk 

insurance in the currency 
or the contract, ifprocurable.! 

B.The buyer must: 


the goods at the agreed point at the place
Receive 

ofdestination pay the price as provided uI thea h rc spoie h
Iof dsiainand 
contract, and bear. with the exception of the freight and the 

cost of transport insurance, all costs and charges incurred in 
respect of the goods in the course of their transit until their 
arrival at the point of destination, as well as unloading 
costs, unless such costs and charges shall have been in-
eluded in the freight or collected by the carrier at the time 
freight was paid. 

Bear all risks of the goods from the time when they 

2 shall have been delivered into the custody of the first 
carrier in accordance with article A 

Where he shall have reserved to himself a period within 
which to have the goods forwarded to him and/or the 

rinht to choose the point of destination, and should heto iebertheadtinanto give instructions in nine. bear the additional costs 

thereby incurred and all risks of the goods from the date of
expir of the period fixed, provided alwav.s that the noods 

shlh pp.e u to 
to the contractt
Smvhato .... isto 

say, clearly set aside or otherwise identfied as the contract 

Zoons.
 

4 Bear all costs, fees and charies incurred in obtaining 
the documents mentioned :n article A.10 above in-

eluding the cost of'consular documents, as well as the costs 
of certificates of origin. 

- Pay all customs duties as well as any other dunes and 
taxes payable at the time of or by reason of the 

importation. 

DDP: Delivery Duty Paid 

A. The seller must: 

Supplv the ,oods inconformitv with the contract of 
sale. togerher .wtthsuch e'vidence ofconformitv is may 

be stimuated :1the ,:ontract oi sale. 

it shouid ;e eser'ved nat toe :nsurance provision unaer A.1 o" 
ine present term JadFer, from i2 under A.3.oftne C.I.F. term. 

At his own risk and experse: 

a. Put the contract cods at the disnosal of the buyer, durt 

paid, at the named place 01 descraton in te country of 
importation on, the date or within the period stipulated in 
the contract of sale, and at he same tme supply' the buer 

vith a customary document oi :ransport. warehouse war

rant, dock warrant, deLiiver,' order, or the like, as he case 

may be, providing by endorsement or otherwise for the 

the goods to e buyer or to his order at the 

named place of destination in the country of importation 
and also with such ocher documents, it any, as may be 

strictly required at that time and place for the purpose of 

enabling the buyer to take delivery of the goods, as 

provided ir article B. 1. The goods so put at the disposal of 

the buyer must be clearly set aside or otherwise identified 
as the contract goods. 
b.Provide the imoort licence or permit and bear the cost of
 

any import duties or taxes, including the cost of Customs 
as well as any other taxes, fees or charges payable 

at the named place of destination at the time of the 
importation or tne goods, so far as such payments are 
necessary for the purpose of enabling the seller to put the 
goods duty paid at the disposal of the buyer at that place. 
c. Comply with all formaliies he may have to fulfil for 
these purposes.
t purposes 

has fuifilIled his obligations under article A.2.,113 Bear all the nisks of the goods up to the time when he 

, Procure at his own risk and expense, in addition to the 4 documents contemplated in article A.2, any export 
licence or permit, exchange control authorization. cerrn
ficates, consular invoice and other documents issued by the 
public authorities concerned, which he may require for the 
purposes of dispatching the goods, exporting them from 

the country oft dispatch, passing hnem in transit through 

one or more third countes (if necesary), imporng them 
into the country of the named place of destination, and 
putting them at the disposal of the buyer at the place. 
" Contract on usual terms, at his own risk and expense, 
, for the transport of the goods from the point of 
dail inearturedieentrctosrn the country of dispatch to the named place of•
 

destination, bear and pay the freight or other costs or 
transport to that place, and also, subject to the provisions 
of article A.6, any ocher extenscs of or incidental to anyw ever o evohnaed ihatmovement whatsoever or the goods uv to the tame when
 
they are dulv put at the disposal of' the buver at the named
 

place of destination.
 
Nevertheless, the seller shall, at his own rsk and expense.
 
be at liberty to use his own means of transport, provided
 
that :n the exercise or such liberty he shall perform all his
 
other duties under these Rules.
 

If no particular point (station. pier, quay. wharf, ware
house, or as the case may be at the named place of
 
destination in the country of importation is stipulated in the
 
contract of sale or prescribed by the regulations of the
 
Customs or other competent authority concerned, or by
 
the regulations of the public carrier, the seller may. if there
 
are several points to choose from. select the point which
 
suits him best. provided it offers such Customs and other
 
proper aclitnes as may be necesarv to enable the parties to
 
perform their respective duties under these Rules. The
 

point so chosen py the seller must be notified to the buver.'
 
and thereuton that point shall be leemed for toe purposes
 
of tnese Ruies to be tne -on: at -he named place of
 
aestinamion at wh.ch :he -oous -hail be put at the disposal
 
or tne buver and the rsKs o t:e goods ,hall pass.
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If it is necessary or customar" for :he goods to 'e 
U unloaded. d;scharged or landed on the:r arnival .c :he 
named place of aesrinanon ror the purpose of putini :hern 
duty paid at the disposal of the buver at that :iace, bear and 
aythe expenses or such oeeratuons, :ncudin i an',
izwharfig waecsn nd hand!;in', -es. -7 , -anh7 Notifv the buyer, at seller's expense. :riat -he goods 

have been placed in the custody'of the irst carrier tar 
dispatch to the named place of destinaon, or that they 
have been dispatched to that destination by the seller's own 
means of transport, as the case may be. Any such notice 
must be given in sufficent time to allow the buyer to taxe 
such measures as are normally necessary ior the purpose of 
enabling him to ake delivery of the goods.' 

Provide, at his own expense, packaging ci'5tomarv for8 transport of goods of the contract desription to the 
named place of destinarion, unless it is the usage of the 
particular trade to dispatch goods of the contract descr-..rion unpacked. • 

9 Bear and pay the expenses of or incadental to any 
checking oerations, such as measunniz, Weighing, 

counting or analysing of quality, which may be necessarv 
to enable him to transport the goods to the named place of 
detmation and to put them at the disposal of Lhe buyer at 
that place. 

Bear and pav, in addition to any expenses to be 
I 1 0 borne and. p id by the seller in accordance with 

articles A. I to 9 inclusive, any other expenses of or 
incidental to the performance of the seler's duty to put the 
goods at the disoosal of the buver at the named place of 
destination in accordance with these Rules. 

A. The buyer musit: 

- Take delivery of the goods as soon as the seller has 
duly put them at his dispzsal at the named place of 

destination, and be responsible for handling all subsequent 
movement of the goods. 

Bear and pay the expenses ofor incidental to unload-
ing, discharging or landing the goods on their arrival at 

the named place of destnation, in so far as such expenses 
are not oavable bv the seller in accordance with the 
provisions of article A.6. 

Bear all the risks of the goods and pay any expenses3 whatoever incurred :n resect thereof rm the time 
when they have been put at his disposal at the named piace 
of destination in accordance with artcle A.2 a. 

4 [the fails to take delivery of the goods as soon as they
have been duly put at his disposal, bear all the risks of 

the goods and pay any addinonal expenses incurred, 
whether by the seller or by the buyer, because of such 
failure, provided that the goods shall have been clearly set 
aside or otherwise identified as the contract goods. 

Supply the !eller, at his request, with the address of the 
5 final destination of the goods in the country of tm-
portation, if the seller requires such information for the 
purpose of applving for such documents as are contem-
plated in aricle A.2 b. 

Such nonce may be served bv the seller upon :he buver v 
sending it through the post by air mad. and addrssed to ic 
buver at his place or'business given in me contract or'saie. But i" 
:he goo s have been disoatcned bv iir. or :f tne usineas 
aadremses or'the seller and ime ouver are so i'ar apart as to baeikeiv 
to cause undue ieiav in the deliverv or" notice 3ent tnrougn tne 
posc tren. in any such case. :nl seller snail be ::ound to zre suc 
nonce to the ouver bv sending !ne same v cable. :eegram r 
telex. 

t () 

6 Bear and pav the expenses incurred ov the c.l!er :n 
provtding :he buyer with an expert :ird-cartv cern

1icate of conformitv of :he zoods st-ulated in the :ontrac: 
of sale. 

:i-hter-he seller, at seler's request, rsk and x
Rtdrotesie.a elr eus.rs/ ense, reasonabie ar.ou n xt of assistance Ln obtaining

any documents which may be :ssued :n the country ot 
:mcortation and which "he se!ler may reoure :'or the 
purpose of putting the goods at ine disposal of'the buyer in 
accordance with these Rules. 

DCP: Freight Carriage; Paid to [detination] 

Isale,Supplytogetherthe goodswithi such evidence of'confc'i-nrrvwcLn as maycnform .th the contract of 

be requred bv tie contract. 

) Contract at has own expense for :he carage of"-he 
goods by a usual route and :n a customarv manner to 

the agreed poit at the place of dest:naonf he point isnot agreed or is no: .aetermnea bv custom, the sceller mayslt ahe oo 
s h t at the place of destination wich best swts
his purpose.'Subject to the provastons of article B.3 beliow, bcar allI 
3 risks of the goods until the;shall have been delivered 

int o he odfthe 5b 
inrs carrier, at the ime as provided 
in the contrac. 

4 Give the buyer without de!av notice by telecom
munication cnanne's tnat the goods have been deLi

vered into the custody of che tirst carrier. 
" Provide at his own expense the customarv packing of 

the goods, unless it is :he custom o' the trade to 
dispatch the goods unpacked. 

Pay the costs of any checking operations (such as 
Uchecking quality, measur.n, weighing, counting) 

which shall be necessary for the purpose of loading the 
goods or of delivcrtng them into the custody of the tirst 
carrier. 

At -Us own expense. provide the buyer. :fcustomary,
7 with the usuaitransport document.
 

At his own r.5k nd expense obtain any export iicence
 
or other governmental authonzation necessary tar tne
 

export of the goods. and pay any dues and taxes incurred in
 
rspect of the goods in the country of dispatch, inciuding
 

any export dunes, as well as the costs of any tormalities he 
shall have to fulfil in order to load the goods. 

Provide the buyer with the commercaai invoice in9 proper torm so as :o facilitate compiiance with appiic
able regulations and, at the buyer's request and expense, 
with the certificate of orgin. 
10 Render the buyer, at the latter's request, risk and 
1 expense. every-v assistance i obtaining any iocu
men ts, other than those menconed in the previous arcle, 
issued in the country f oading andior of origin and which 
the buyer mav reowre ft the mvortamon of:he goods into 
the country of desrinanon and. where necessary, tor ,ner 
passage :n transit :rough another countr'). 

B. The buyer must: 

"1 Receve the gooos at :he aered point at -he place -f 
.iesrnataon and pay,' :he pnce as provided i:n ,-. 

,ontract, and bear. witm :nc exce.-tion of the fretphi. 1i) 



costs and charzs ncurred .n resrect of :he !oods in the 
course of theer untci arrval the ortransit -h.-ir at point 
destination, as Well as unioading costs unless such costs 
and charges shail have been :nciuded n the :renhzt or 
coliected by the art-ter at therme :'re:ot was :as. 

Bear all nsks of :he goods from the time when they 
-mw shall have been deivered nto he c-ustody or the first 
carrer in accordance with article A.3. 

3 Where he shall have reserved to himself a ceriod within 
which to have the goods forwarded to hm andor the 

right to choose the point of destination, and should he fail 
to give instrucions in time, bear the additonal costs 
thereby incurred and all risks of the goods from the date of 

expiry of the period fixed, provided always that the goods 
shall have been duly appropriated to the contract. chat :s to 
say. clearly set aside or othernwise idenr:fied as the conrract 
goods.
 

Bear all costs and charges ncurred n obtaining the 

documents mentioned .narttcie A. 10 above, including 
the cost of consular document., as .veil as :he costs o" 
cenancatcs of origin. 

- Pay all customs dunes as we]l as any other duties and 
) taxes payable at the time of or by reason of the 

importation. 

Source: "Guide to Incoterms 1930". ICC publication No. 354. 
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MARKETING CONSIDERATIONS FOR TROPICAL FRUIT PUREES 

Catherine G. Cavaletto 
Associate Professor of Horticulture 

Department of Horticulture 
College of Tropical Agriculture and Human Resources 

University of Hawaii 
Honolulu, Hawaii 96822 

Tropical fruit purees and juices are often primary products that are sold to
food manufacturers for secondary processing into final products. In following the
primary product through the marketing channel, I will use the example of an
aseptically processed fruit puree, although much of what I say can also apply to
primary products processed in other ways such as canning freezing.or 

A major advantage in getting the aseptic product from the processor
through the marketing channel to the user is the lack of a refrigeration or
frozen storage requirement. Of course, this would also be true a cannedfor 
product.
 

How can these primary products be used? What does the secondary processor
make with them? Most of the tropical fruit purees, pulps and juices can be
considered natural concentrates, i.e. they have very intense flavors. intenseThese 
flavors prove to be a bonus for users of the products because, particularly in
beverages, they can be diluted. In fact, most must be diluted to achieve an
acceptable product. Although you may drink your orange juice single strength, a 
very pleasant guava or papaya drink can be made with 15 to 20% puree. 

Probably most of the tropical fruit purees pulps are usedor in beverages
(nectars, drinks or drink bases). These may be canned, frozen, refrigerated or
aseptically Processed products. Increasingly popular are beverages in 250-ml 
cartons and in foil-type pouches. Juice blends provide opportunity for imaginative
marketing. In addition, the purees can be used in a variety of dairy products such 
as ice cream, sherbet and yogurt. They also find use in bakery products as 
toppings, in breads, pies, etc. 

Just as in other food products, quality is an important consideration in these
primary products. The sensory characteristics, appearance, color, flavor, aroma,
and texture or mouthfeel must be maintained at a high level. The chemical,
physical and microbial quality must be rigidly controlled. An Important aspect of
quality is consistency. In order for the secondary processor manufactureto a
consistent product, a consistent primary product Is desirable. Wide variations in 
color, acidity or sugar content from lot to lot are undesirable. 

Consistency 11i supply is also an important consideration. Matching supply and
demand is not always easy. The buyer needs to know that he can get a steady
supply or the amount he requires at a given time. The primary processor needs to
know there is a potentiai buyer in the marketplace. 
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American consumers are accustomed to temperate-zone fruit such as apples, 
orange., grapefruit, pear, grape, etc. They have also widely accepted two tropical
fruits, pineapple (largely as a processed product) and banana (largely as a fresh 
product). It is a challenge to broaden the tastes of American consumers, as wvell 
as others, to accept mango, guava, soursop, passion fruit and perhaps a few others.
The task is not an easy one, for food habits are influenced by many factors and 
not easily changed. However, they do change and this is the challenge. Those of 
us who live in the tropics commonly consume many of the fruits I have mentioned,
but primarily in fresh forms. These fruits are quite exotic in flavor, delicious in 
themselves but also lending themselves nicely to combinations or blends as well. 
There are many product development opportunities for the creative food processor. 

A few comments should be made about limitations of the aseptically processed 
purees. For most of these, shelf-life is about six months; this limitation will vary
for different products. Lower storage temperatures can extend the shelf-life. At 
this point, the product is microbiologically safe, but changes in color, flavor and 
nutritive value may have occurred. Shelf-life is an important consideration in 
situations where markets are quite distant from the area of primary production.
So, it is espec~ally important that markets oe carefully developed and that supply
and demand be coordinated. 

The potential for processed tropical fruit products can be developed t. -ough
the application of new technologies to create high-quality products, cL. ,2ul market 
development and coordination between supply and demand. 
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Control Number: 

EVALUATION FORM
 
1984 PACIFIC ISLAND-UJNITED STATES TRADE COGNFERENCE


THROUGH PRIVATE SECTOR T :A:-VE 
'AGENCY FOP, INTER.rATIONAL DEVZLCPMENT

We would appreciate your assistance in evaluating the Trade Conference. Please rate 
the items listed below. Your evaluation and your comments will help to insure that 
future Conferences will be of high quality and designed to meet your needs. 

Name: 	 Telephone Number: 

_ _ __e_: 	 Institution / 

Address: 	 Business Name: 

Private Sector 	 Type of business: 

Government 	 If Government, have you ever ceen in the 

Private Sector? yes no 

Please Circle choice, range is excellent, I poor 

1. 	 How do yiou rate the facilities? 3 4 3 2 1 
2. 	 Did you have a clea: idea of what was to be presented 

during the Conference? 5 4 3 2 1 
3. 	Do you feel the objectives of the Conference were met? 5 4 3 2 1 
4. 	Do you feel Conference material was well organized? 5 4 3 2 1 
5. 	Were the visual aids 'asil, seen and understood? 5 4 3 2 1 
6. 	Were the handouts appropriate for the material presented 

and for reference? 5 4 3 2 1 

7. 	 Which of the presentations will help you most? Wh-y? 

3. Which of the presentations did you find least helpful? 
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9. 

10. 

Which of the presentations did 

Was the Conference worthwhile 

you find most helpful? 

for your? Two specific reasons. 

11. What other kinds of 
a future Conference. 

material and inform-tin would you recommend be included in 

12. What changes would you make to improve the Conference? 

13. How would you evaluate this Conference overall? 
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