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EXKECUTIVE SUMMARY

AMC/USAID GIFT/HANDICRAFT PROJECT
in
SIX CARIBBEAN BASIN COUNTRIES

RROJECT SCOPE

Conducted from January, 1984 - July, 1984, in six Caribbean Basin
countries - Jamaica, Costa Rica, Haiti, Dominican Republic, Hon-
duras, Guatemala. Purpose was to develop and implement an effec-
tive export promotion program for the sale and promotion of Carib-
bean Basin gift and handicraft products in the U,S.

EROJECT ACTIVITIES

Major project activities: in-country field work including product
development and modification; sales training; extensive advertis-
ing and promotion campaign; display preparation; and on-site
sales assistance,.

Activities culminated in six country trade exhibit entitled "Ca-
ribbean Collection" held in conjunction with National Gift Market
at the Atlanta Market Center, July T7-11, 1984,

BESULTS

Total saleas of participants amounted to approximately $270,162,
79 companies participated. 61 comhanies reoceived ordera for over
300 different product or product lines. Only 22 had exported
to the 11,5, previously., Development work was extensive and well
received.

FUTURE MNEEDS
Countrics would benefit from receiving further production and
design assiastance in order to properly ship orders taken at the

July wexhibit on a timely baaisy,

Needs 2lso oxiat to develop further credibility In thoe markot-

placo, {mplement on-goink deanign, modification, and production
asalastance, teach more nerchandiasing and sales techniquern, and
acquire more exporience {n the export procoeayn,

RECOHMENDATIONS

A3 svon an poasatble, (January, 1985) countries should participate
{n another Atlanta Market Conter Show. Further parti{cipation
fn a July, 198% market {3 recommendod. Aftor July, 1984, coun=-
trien and/or companies should participate 1in Atlanta shows with
no ansinstance,.
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IRTRODUCTION
A. ORGANIZATION OF THE REPORT
This report is organized into five sections including an Annex.

Seetion I provides appropriate background information on the Pro-
Ject including overall objectives, goals, and limitations.

Section II recaps and describes the major activities of the Pro=-
Ject.

Section IlI summarizes overall results of the Project.

Section IV delincates conclusions for the Project and inciudes
recommendations for subsequent marketing/product development ini-
tiatives in the Caribbean Basin.

Section V is the Annex whiecn includes exnibits and supplementary
material of the Report.

B, FROJECT BACKGROUND
1. The Atlanta Market Center

The Atlanta HMarket Center (AMC) is a for-profit organization
whose principal activity is the business of bringing buyer and
seller together for the purpose of promoting the sale and distri-
bution of consumer product:c in the national and regional markets
of the United States. AMC provides product display space on a
permanent as well as a seasonal or tenporary basis. In addition,
it annually orgaalzes and promotea some 50 aspecialized markets
and trade snows to facilitate the buying and selling process.
Over the nast four to five years, AMC has broadeaed 1ts business
involvements to include major marketing activitics in the inter-
national arcna. Product development and/or promotional efforts
have been undertaken 1n cooperation with government and industry
leaders in the People's fepublic of China, the Philippinea, Ko-
rea, Malaysia, Singapore, Indondesia and througiout Europe, A
full time staff of more than 150 professionals 1a equipped and
organlzed to provide marketing, technical and product deasign as-
sistance in addition to the many servicos and activities naeded
for the staging of markeot events and the operation of the whole=
sale facility, The 3.7 million square foot AMC ~omplex annually
attracts some 300,000 retail buyers who gencrate an estimatoed
eight oillion dollara of sales.

2. Atlasia International
Atlasia Intcernational 1a an Atlanta based trade and consulting
firm which workas on a project basis in conjunction with the Atlan-

ta Markot Contor. Atlasia consultants have had oxtonaive oxpor-
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5. The strength and effectiveness of the effort was a
function of the commitment of key organizations and
individuals within cach country. It was essential that
all appropriats organizations be fully appraised of
plans and progress szo that financicl, manpower, politi-
cal, and logistical support could be counted upon.

E. ACKNOWLEDGEMENTS

The Atlanta Market Center wishes to acknowledge with thanks the
cooperation and invaluable assistance received over the course
of the Project from:

All in-country USAID officials, government, and private sector
coordinators whose work and support during the course of the Pro-
Ject made it fcasible;

Peter Bittncr, AID=-Washington who provided critical ifnaight {intc
the organizational and procedural aspects of this Project at {itas
inception; and,

Mike Dcal, AID-Wanhington who supervised the Project frowm incep-
tion to concluszsion and whose input and asa‘stance were invalu=-
able.






























The charts below summarize the companies and products surveyed,
by country. In total, the survey team visited 113 companies and
gave assistance to 95 (84%) of them. 79 (70%) of the companies
durveyed participated in the Show.

COUNTRY CMMIES COMPANTES NUMBER WHICH NUMBER WHICH SOLD

SURVEYED ASSISTED PARTICIPATED PROCUCTS OR LINES
Co~ta Rica }) 22 18 17
Dominfcan Republtc 26 25 19 8
Guatemsla 18 15 12 io
Hated 13 13 1o 8
Hondurae [ 4 6 4
Jamafca N 1y a ) ﬁl& i 14 14
Totals 113 k3] 79 6l

There are a number of different reasons why some of the companies
surveyed and given aasasilstance did not finally participate in the
Show. Often they did not have suitable products, and though they
tried, tney could not successfully modify thoem in time to Join
the project. Others did not feel that they could successfully
enter the export market, or did not have adequate rosources, ie,-
people, products, capital, to attempt participation. Atlasia
consultants in conjunctiaon with in-country coordinators were re-
aponaible for the final uecisions as to which companies wero
ready to participate.

As for producta, the survey team viewed a total of 737 different
producta or product linos and suggestod that modificationa be
mado to 602 (82%) of them 566 of tne products wore ultimately
exhibited at the Show.

Frobvota/pine,, NOMRER O VEN

COENTHY CURVETE D DESTLN AnY 5 TANCE NUMBER PXHIBLIED NUMBER LOLD
Costa ¥fca - 101 ’ " i e
-.“". HL IT;I:TU ;u’v; ll - I‘::‘!"lvm” R (B ¥ Jos I
ntenate e W T 0
_._....,....[.;,h‘ e e e I:“A“ USRI S _;‘; SOV U ',,H., TR ST " ‘ b e mieand
Horaliuras L LY n} 1)
“";“:,‘ . N o e C . SN “': [T SO ..'m
Titala IR Y h)l 4y 0
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c. SALES RESULTS

320 (56%) of the 566 products exhibited were ordered during the

5 day Show. 61 (79%) of the 79 participating companies sold pro-
ducts for a total sales value of $272,162. There are now 43 new
Caribbean manufacturers exporting to the United States as a re-
sult of this Project. Given the inherent difficulties of finding
products, modifying them, bringin, them to markat, promoting ther
effectively, and of training the participants in the mechanics

of selling to and producing for the U.S. market, the sales re=-
sults are exceptional.

The summary chart on thae following page provides a graphic sume
mary of each country's and ecach company's sales results, The
information graphed includes: how many companies from euach coun-
try participated, the annual sales volume of each of the partici-
pating companies, whether the company had previously exported

to the U,S., the number of products or product lines exhibited
by the company and how many of those lines were ordered at the
Show, and what each company's level of sales was at the Show.
The smaller columns next to each country' set of information de-
picts to scale the level of total sales made by that country,
with a figure similar to that used in each company's section to
denote the number of products or product lines 50ld/ the total
number exhibi®ed,

The chart below eoch graph identifies the entity which served

as the in-country coordinating unit, and who had sales responsibi-
lity at the Show. It also shows the sales terms used by the

sales representative and, finally, cites the number of new com-
panies exporting to the U,S. as a result of thias Project.
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GUATEMALA

EXPORT PROD LINES LINES 30LD
~COMPANX SIZE YOL YRS 13 LINES _SHOYM 0 Y 2 31 ___TOT  SALESS
ALIANZA PARA 3 1 N 9 7 2 5 0 0 5 800
ARTESAHIAS VILEMA 1 1 L i T T T DR e U Ry U -
BAZAR MONTUFAH 2 3 37 9 8 a 1 2 3100
CENTRO KACIONAL DE 3 Py 8 1 21 2 26 0 0 1 6000
CERAMICA MONTIEL E 1 1 N eecccmcmrcr i rmeaca—a
COMERCIALIZACION 1 1 K 13 13 13 0 0o 0 0 -0~
CORFINA 3 2 LI ¢ 14 12 117 0 o 1 27482
EL QUETZAL 1 1 3 r 14 13 5§ 8 1 o0 9 3000
GALEHIA LA MONTAHNA 0 0 N 2 2 0 1 1 o0 2 2176
LA YEZERA 2 1 50 6 ) 3 1 0 o 1 30
MUDIAHE ®"HEDBAJ® 3 3 10 3 2 ¢ 1 1y o0 s 2500
NONA' S 2 2 8 6 6 6 0 o0 0 0 -0~
PaALOPO 0 3 3] T emeeeeerc e e e e ————
PARQUE AHTEZANA 0 0 H  ecmmm e cemaaa
FOPOL VvUU 0 0 N ecmmcr e
TIENDA POQLOCHIC 0 0 T T emcscmmccc e eccccccrc e
UNICORNIO 3 1 LI ¢ 12 12 1T 8 v 2 " 9000
200 1 L 2 X a1 14 10 3 2 .1 6 909
18 TOTAL 11 9 131 118 66 38 7 50 38,150

J31ZE = Company aize:

0 s unreported
» <10 workers
s 10-25%
x 224

Wl PO aa

nnual Sales Volume!
*» unreported
s <$50,000
= $40,000-%100,000
« $100,000-38500,000
» >$%00,000

VOLUIE = 4
0
1
2
3
[

Kumber Ordared of those exhibited:
no aalaen

1-50 uni{ta

50-1%0 units

2150 unitas

LINES SoLD

Wi --O

COMPANIES MARKED NITH =~wceucewe= DID MOT PARTICIPATE IN THE 3ROV,



BAITI

EXPORT PROD LINES LINES SOLD
~COMPANY SIZE YOL YRS DS LINES SHOWN 0.1 2 13 I0T SALESS
CARLOS 3 3 Y 14 13 0 7 6 o 13 5300
COHAN 3 2 10 Y 6 1} 0 A 0 O L} 1660
DE VANDEGIES 1 1 N 11 1 1 0 0 O 10 5200
FOREIGN ACCENTS 3 } 5 Y 12 9 9 0 0 O 0 (=
GAYRA POTTERTY 3 2 1 Y 1 T 1 < 1 3 6 14500
GQINGERBREAD 3 0 2 D g g g
HaITI METAL 3 ] 10 Y B R e el L T -
NMORO 2 1 N 8 6 0 1 0 5 6 Y500
NAPEX, S.A. 3 3 52 b O i L L Ty Uy S
SOCIETE D'ARTISANAT 3 2 3 ‘1 11 2 9 0 0 9 3500
SOHVA k| ] d ) ittt gy Uy UG g
TAGCANT 3 3 8 Y L} 2 2 0 0 0 0 -0~
ZIN D'ART 0 2 ] 12 5 0 &% 0 1 5 15000
ZIN D'ART (MOUSSON) 0 0 N 5 k| Figures included in Zin
d'Art figures (above)
13 TOTAL 10 8 89 68 1537 T 9 53 48,660

SIZE « Company size:

W N =—=0O

L ]
= 10-25
. )25

YOLUHE = Annual Sales Yolunme:

s unreported
<10 workers

0 = uareported
1 <$50,000
2 = $50,000-4100,000
J =~ $100,00C~%$500,000
K = >8%00,000
LINES 30LD s Humber Ordered of those exzhibited:
0 =« no asalen
1 = 1-5%0 units
2 &« 50-150 units
J « 21%0 units
COMPANIES MARKED WITH =w=caww=a DID NOT PARTICIPATE IN THE SHOVW.



HOEDURAS

EXPORT PROD LINES LINES SOLD
~COMPANY SIZE YOL YRS US LINES _SHOWN Q 1 2 13 I0T SALESS
c.D.I. 0 0 N 86 86 24 17 & 1 22 9766
KELLY TOYS 1 0 N 2 2 2 0 0 O 0 ~0-
LESANDRA 1 2 2 N 13 13 s 8 0 0 8 2543
PRODUCTOS ARTISTICOS 1 1 3 r 5 5 3 2 0 o 2 2337
TABOR INTERNATIONAL 0 0 N 6 6 3 5 0 o 3 1700
IALLORES LARDIZABAL 2 2 1N 10 10 100 90 Q =9-
6 TOTAL 3 1 82 82 47 30 a 35 16,350

3IZE = Company size:

0

W) -

VOLUME = A
0
1
2
3
4
LINE3 30LD

0

1
2
3

L I N

unreported
<10 workers
10-25

225

nnual Salea Volune:

unreported
<$50,000
$50,000-%$100,000
$100,000~4500,000
>8500,000

Nupber Ordered of those exhibited:

no anles
1-50 units
50-150 units
2150 uanita

COMPANIES MARKED WITH ==--=neww DID NOT PARTICIPATE IN THE SHOW.
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JAHAICA

EXIPORT PROD LINES LINES SOLD
~LOMPANY X Q 1.2.23 I0T SALESS
ACE WOODWORK 0 1 N 12 12 0 8 & o 12 2733
ALLSIDES 3 3 L 20 18 14 ¢ 0 14 1379
CRAFT COTTAGE 1 1 N 7 2 o 1 1 © 2 103
CRAFT MAREKET 0 1 v e neescccecn e —————— e et
PAIRWAY FURNITURE 0 2 M 8 8 2 4§ 2 0 6 8563
J.A.M.H.C, 0 1 N 11 1" 1 7 2 1 10 22N
MAGIC HOME/MAGIC 2 3 5 1 14 10 o 8 2 o 10 2265
ROPER CRAFTS CENTER o0 1 N 2 2 1T 1. 0 ¢ 1 34
THINGS JAMAICAN 3 3 H 13 11 6 3 2 o 5 6673
WICKER WONDYXRLAND 3 3 5 1 16 15 0 8 6 1 15 5974
WISYKCO 0 b N 214 15 § 9 2 0 1" 1909
WISYNCO (ALVIRN) 0 1 N e el Y
WISYNCO (BELL.XD) 0 1 N 1 1 o 1 0 o0 1 58
WISYKCO (%dLI) 0 1 N 1 1 0o 0 1 0 1 66
WISYNCO (MELICON({LZ) 10 1 N emeccmcc et e
WISYNCO (HUBERT) 0 1 ] e e e e m Gt e m e — e ——r ————
WISYNCO (MISs5 E.) 0 1 H = eeecmccce e e
WISYNCO (MOHETY]} 0 1 N 1 1 0o 0 1 0 1 385
MOLFGANG HOQH! LID 2 2 5. X g 9 Q9 Q 9 1282
19 TOTAL 5 3 139 116 18 73 23 2 98 29,725

3122 = Company nize:
0 = unreported
1 = <10 u4orkors
2 =& 10=25
3 « 25

VYOLUME a2 Annual Salen Volume:
0 = uureported
1 ¢ <350,000
$50,000-4100,000
$104,0L0-4500,000
>$500,000

& tw N
LI I

Number Ordered of thoae exhibited:
no nalen

1-5%0 unita

50-150 units

2150 units

LINES 30LD

WM == 0O

COMPANIES MARKED WITH «-=c~eee- DID NOT PARTICIPATE IN THE S0OVW.


http:IIELICO1.CL










v. ANNBRX















I am the project coordinator for the Atlanta Market Center. If you
have any questions or problems, please do not hesitate to ask.

é}@m%%}
Edwin Lochridype.
Director of International Development












SUNDAY, MARCH 18

INDIVIDUAL CONSULTATIONS
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All Project Coordinators
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Guatemala

Jamaica
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Product Categories
Gift Industry

. qu!ltu/nfghanh/budsprnndn/cunopiou (where
pPrice exclusivity and styling separaten thesse
from the futniture i1ndunt 'y or the textyle

fndustry., Tt unually tmplic, one-of-a-k ind,
handmade 1tems to be pift 1 e, )

ATLANTA MARKET CENTER




BANKINO CORPORATION

BUITE 1AOO PO PLACHTHEL STHELY, M W ATLANTA GLONHGIA JOI0)Y U B A

m MANUFACTURERS HANOVER INTERNATIONAL

NETHODS OF PAYMENT

Presentat jon to
US-ALD HARLLTIKG SEMINAR

March 17, 1984

by
Barbacra N, Kennedy, Vice tresidenl and Depuly Mansger

Merv VWhite-Spunner, Asslstant Vice President snd Operstions Mansger
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METHODS OF PAYMENT

RISK FACTCRS
RISK MATKIX

1. CASH 1IN ADVANCE

I{. LETTERS OF CREDIT

11I. DOCUMENTARY COLLECTIONS
IV, OPEN ACCOUNT
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MARCH MARKETING SEMINAR QUESTIONNAIRE

RESPONSES
Poor ' Excellent
Question Rating: 1 2 3 4
I. Overall, how would you rate the March Marketing
Seminar in terms of:
Seminar content _ —_ 3 _6
Comments: Very comprehensive.
It was well organized.
I think it was very well suited to the needs of the persons taking it.
Yes, because I learned a lot aboeut wavketing the products.
It was well planned, very professional.
Directly interesting to us.
Should have more on labeling specifications.
Reference materials _ — 3 _6
Comments: Directly interesting to us.

Choice of speakers

Comments:

Format

Comments:

Lectures could have been recorded and transcribed for future reference
of participants or do you have the videotapes available?

We recieved (sic) plenty information and was very well detailed (sic).

Sometimes 1 think we end-up (sic) with too much material, with no
coordination in between.

The material 1is very important.

3 6

They where (sic) speclalized persons each one on their field, that
gave us a direct clear information,

They knew exactly waht they were talking about and people with wide
experience,

All of them were excellent.,

New {deas viewed.,

-
-

An needed.
It was well balanced.

We had enough of everything, well balanced.



March Marketing Seminar Questionnaire Responses Page 2

Poor Excellent
Question Rating: 1 2 3 4
Were the speakers presentations clear, concise and
understandable?
Yes 9 No -

II.

Comments: I think the best two speakers, where (sic) from Manufacturer's
Hannover, and Mr. Carlos Martel.

His manner of speech was understandable te all participants.

Even with poor understanding of English. (presentation clear).
Pleas~ rate the following individual sections of the March Seminar:

The Project Overview 3 3

Comments: Clear.

The overall project is quite important for future progress in
this field.

Clear - and understandable.
The Atlanta Market Center 1 _8

Comments: Very clear.

Beautiful, well equipped, clean and easy to reach from all points
of the city.

Rather small for utilities for different kinds.

Very professional setting.

The Gift Industry _4 3

Comments: Tt is still a very wide field to be covered.

It left blanks, as to what really is a gift, its (sic) hard to
draw a line.

Some of the conferences relating this topic should have been

more specific and oriented to the Caribbean products potential.
Financing Y 2 2 4
Comments: It was gpod for technicians, but a little too technical for

producers and/or exporters who participated.

Clear and conclise.

We did not recefve any financing on behalf of Atlanta Market. We
pald a fee {ncluding whole charpes,

Al) charpges on us.

It wan more than excellent.
Transportation A 3 3

Commentn:  Lonpg waflting lines.

We only recefved trannportation from airport to hotel and had to



March Marketing Seminar Questionnaire Responses Page 3

Poor Excellent

Question Rating: 1 2 3 4

III.

1V,

pay our transportation from hotel to airport.
Clear and concise.
Very clear detailed description.

I would suggest to include a freight forwarding agent as another
spenker to cover shipping documents, keeping Mr. Martel. Martel
vas very good!

The Buyers and their expectations 1 _b 4

Comments: Good for the audience.
Our country was looking more to obtain a market for our products.

To (sic) wany expectations.

Sales Strategy s _ﬁ _ﬁ

Comments: Clear and utile.
Very well prepared.
Good for the audience.

Not too clear.
Did the individual consultations meet your needs?

Yes 8 No 1

Comments: We didn't have much consultations, but as an overall it was o.k.
He answered all our inquiries about the saling (sic) of products.
Very interesting,

But, some of the participants at the show floor were somehow
evasive but that {s understandable! AMC staff was always helpful,

No fault of the consultant, Just the group not really knowing what
they are about exactly.

Do you have any addit{onal questions about the role
of a market center in U.S. distribution - or of the
Atlanta Market Center specifically?

Yes l No 8

Comments: I think it s very clear, if you understand what a market center is.



March Marketing Seminar Questionnaire Responses Page 4

Poor Excellent
Question Rating: 1 2 3 4

V. In your vpinion, what would you like to have seen
presented more in depth during the March Seminar?

Comments: More about the gift industry and buyers.
To my opinion the seminar was well developed.
Buyer's list for specific products.

I think that financing and transportation, covers our main worries
in this part of the world.

Qualifications for US labeling. Financing simplified. Viewing of
other participant sampels in order to see what they are doing
which would lend itself to more meaningful discussion between
countries and industries.

Sales strategies,

The gift industry.

VI. Other comments: The co-ordinators of the Seminar were most helpful. The
Seminar was well organized and proper time keep (sic). Disappointed
in not sceing what the other countries were exhibiting.

It was a very complete seminar. Good planning and timing.
Congratulations! Buena suerte!

I was very pleased with the contents of the Seminar looking
forward to seeing you 1in July.

I think the seminar was very well planned. The information was
direct, clear and well organized - specially for the group of
people of different backgrounds, with little or no

experience with the US market.

As far as the program was concern (sic), I was very pleased. I
found it very interesting and most of all very informative,



+

7

TES| daper et
t is :
R PR i

L4 . h

-y

S
J »

R
V % 2 . = — —
A = :.cg TESY e W T’ ..';_‘z" A=
> -ACAYVA ‘;.v AR R QT . _"‘.-
‘ . " § <~ " -l‘l¢ Xy O A

Che Atlanta Market Center

awards this
certificate of attendance
to

in recognition of participation in the

Taribbiean Marketing Seminar

flarch 17 through March 19, 1984

Froject Coordinator

LA\
-

ShuafiN


































showing their products with us. Our gift experts have made three separate
trips this past year to the Caribbean region to select products to
recommend and evaluate modifications for the American market and to
prepare the manufacturers for dealing with American buying practices.
These producers have assured us that they will be able to sell their
products in low minimum order quantities, thus this will allow small and
medium-c¢ized buyers to purchase amounts that they will be able to manage.
The cleseness of the Caribbean nations to the Southeast will allow for a
short delivery time after placement of the orders. The location of the
Import Collection will be the Atrium theatre area of the Apparel Mart
which is right next door to the Merchandise Mart.

Would you be interested in attending the show?

(If answered yes) Great!!  You might need our toll-free hotel and airline
discount reservation numbers. (I might give them). Do you have any

more quesitions about the Caribbean Collection, the Market Center or ycur trip
to Atlanta that 1 can answer for you? (I might answer additional questions).,
Mr. /Mrs. v thanks for vour time. We are looking forward to having

you visit in July,

(If answered no) We':e sorry about that., We want you to know that we will
be having future impore gift shows along with our National Markets so we
would always like to keep you informed. Mr./Mrs. » thanks for

your time,

\

































































































































